MARKETS 


The 186 Metropolitan County Areas as newly 
defined. 1949 retail sales adjusted, total all 
stores—food—general merchandise—drug— 
furniture, household, radio—automotive, with 
10-year comparison. Page 136. 


Test Markets—and how they are evaluated in 


150 advertising agencies; purposes of tests, 
favored cities, factors in planning and opera- 
tion, pitfalls. Page 99. 


There’s really no secret to it—although it’s all 
confidential. 
Just careful planning and good visualized talks, plus 


the kind of 


fully-coordinated presentation that has made Jam 


a convincing, dramatic emphasis . 


Handy famous as a confidential auxiliary force. 


Sales managers have long counted on The Jam Handy 
Organization to give them complete one-stop service 
for nearly every sales presentation and sales promo- 
tion activity ... whether for sales meeting, for train- 
ing school or for a consumer selling program. 


One-Gtop 
Service 


y, Slidefllms ~ 


Slides 
\ =F Skits 
Meeting Guides 
Tape Recordings 
Disc Recordings 
Motion Pictures 


Poster Charts 
Banners 


Meetings Packages 
Screen Advertising 
Cartoon Comedies 
Training Manuals 


Great sales meeting, Joe-Howd you manage 


It’s no secret, either, that Jam Handy’s “one-stop” 
brand of service pays off in a big way. It means that 
all the “‘visuals.”’ whether charts, movies, slidefilms 
or other materials you need, come from a single 
source—at a seeable saving! 

The advantages are obvious. One-stop service saves 
time. One source of supply saves the time of your 
management. One responsibility saves confusion and 
duplication of effort. Add it up and you have the 
greatest service with the greatest convenience at 
the lowest cost. 


Field Surveys 
Training Devices 
Speech Coaching 
Promotion Pieces 
Portable Stagettes 


Pictorial Booklets 
Transparencies 
Film Distribution 
Turnover Charts 
Pageants 


Meeting Equipment 
Quiz Materials 


Projection Service 


Technicolor Productions 


Television Commercials 
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Learn About ‘How to Get a Husband,’ Starting Today---Page 17 
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| MARKET GUIDE FOR DETROIT 


@ What better “guide” to more sales in the Detroit market than the 
470,000 Detroit Free Press homes? What better leader, pilot and “engi- 
neer” for merchandise disposal through advertising do you need? Here 
is a market big enough, ready enough, responsive enough to deliver all 
that you need in the Detroit area to make your advertising campaign 


effective. Here is top grade contact with consumer, buyer, wholesaler, 


retailer and distributor through Detroit’s only morning newspaper. 


The Detroit Free Jxress 


JOHN S. KNIGHT, PUBLISHER 


Story, Brooks & Finley, Inc., National Representatives 


SHAVING HABITS IN 
ST. PAUL 


Kighty-one percent of the heads of 
St. Paul households purchase blades 
for safety razors whereas 24% re- 
port using electric shavers. Over the 
past four years this percent of razor 
blade buyers has dropped consistently 
from 84% found in 1947, while dur- 
ing the corresponding period owners 
of electric shavers have increased 
three percentage points from 21%. 
Within both classifications brand po- 
sition shows some switches, but gen- 
erally there is little statistically sig- 
nificant change in the relative per- 
centage of brand preferences within 
the two classifications. 


In the razor blade classification, 
the relationship between the double 
and single blade users has been as- 
toundingly constant over the four 
years measured: 


Users of double 


Users of single 
edged blades 


edged blades 


1950 70.8%, 29.2%, 
1949 ; 70.9 29.1 
1948 70.8 29.2 
1947 ... 70.7 29.3 


Another interesting comparison is 
the relationship between regular and 
brushless shaving cream users: 


Percent of heads Percent of 
of St. Paul house- heads, etc, 
holds who use regu- brushless 


lar shaving cream shaving cream Total 
1950 .. 39 41% 28%, 69% 
1949 .. 41 33 74 
1948 .. 34 29 63 
1947 .. 39 32 72 


These percentages do not add up 
to 100% horizontally because the re- 
mainder use electric shavers, shaving 
soap or some other means, neverthe- 
less the total column gives some idea 
of what portion of the total market 
the two classifications cover. 


The data given above are from 
“The 1950 St. Paul Dispatch-Pioneer 
Press Consumer Analysis of the St. 
Paul Market’, a market research re- 
port published annually by these 
newspapers. The study includes 50 
product classifications covering foods, 
soaps, toiletries, beverages, home ap- 
pliances and general shopping habits. 
For current data concerning your 
product in the St. Paul Market, 
write for this report: General Ad- 
vertising Department, St. Paul Dis- 
patch-Pioneer Press, St. Paul, Min- 
nesota; or Ridder-Johns, Inc., New 
York, Chicago, Detroit, Minneapolis. 
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Elements of Inland Steel's 
Prize-Winning Direct Mail Plan 


When you’re a noted producer of basic steel you can have 

a problem in marketing a “consumer” product directly to con- 
sumers. 

By William E. Geidt, Advertising Manager, Inland Steel Co. 458 


Leading Newspapers Seek Sponsors 
for "Portrait of America” Series 


A lot of reasons why it’s good to be an American .........-- 41 


CUSTOMER RELATIONS 


Sentiment Sell 
Steel Valves? 


Cooper Alloy’s best customers request an unusual type of direct 
. . _ ’ ( 
mail piece, “Thoughts to Remember.” ........-----+++++0005 90) 


DEALER RELATIONS 


Grocers Offer Co-Op Plan to Lick 

Coupon Redemption Headache 
Now there’s no need to fritter away dealer goodwill by avoid- 
able red tape when retailers collect from manufacturers on 
consumer merchandise coupons. ......--..0.+0.0++eeeeee eee 96 


MARKETING METHODS 


When a 68-Year Old District Manager 
Hit the Road... 


He set the pace and pattern for Harnischfeger’s farm welder 
sales program. A story to delight the hearts of those who be- 
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the Mail Order Chains 


V. Educating the Retail Salespeople 
By James C. Cumming, Vice-President, John A. Cairns & Co., 
Inc. 
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MERCHANDISING 


5 Shoppers’ Whims That Stumped 
Meat Marketeers—Temporarily 


Why the cold efficiency of the early self-service meat counters 
is giving way to more personalized displays. ............... 70 


OPERATING SALESMEN 


What Air Reduction Is Doing to 
Increase Effective Selling Time 


When your average industrial sales call costs $10—plus an- i 
other $10 to back it up—you have ample reason to ask: Could 
routing be improved? Waiting: reduced? Administration 


curbed ? IN THE 


By James Dowd, Office of Vice-President: Sales, Air Reduc- 
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In Davenport, Rock Island, Moline 
and East Moline is the richest con- 

centration of diversified industry be- 
scenes tween Chicago, Minneapolis, St. 
Louis and Omaha. The Quad Cities 
are the trading center for a prosper- 
ous two-state agricultural area. Re- 


Market Research: The Coming Must 
In Industrial Selling 


All about the part played by research in market planning at 


tail sales, total buying and per capita 
Rockwell Mfg. income rate higher than the national 
By Terry Armatroee: «oo. oon c ces ondictnessvesuesentwens co 8 average, according to Sales Manage- 
ment. 
WOC-AM | WOC-FM 
5,000 W. 47 Kw. 
SALES AGENTS 1420 Ke. 103.7 Mc. 


ABC's of How to Sell 


WOC delivers this rich market to NBC 
Through Brokers 


Network, national spot and local ad- 
vertisers ... with 70 to 100% BMB pene- , 


Where do you find them? How can you check up on them? tration in the two-county Quad City 


When and how much should you pay them? ............... 62 area... 10 to 100% in adjacent counties, 
CHANNEL 5 
22.9 Kw. Video 
SALES AID 


12.5 Kw. Audio 

Why Betty Crocker's Cookbook On the Quad Cities’ first TV  sta- 
Is a Runaway Best Seller tion NBC Network (non-intercon- 
nected), local and film programs 


In retrospect it seems as easy as eating a gingerbread cookie, reach over 23,500 Quad Cities 


but it’s a tribute to General Mills product integrity backed by — i — wee ms 72 
4 year-in-and-year-out promotion of a famous trade name. .... 84 meaty on eine one 
Basic NBC Affiliate 
Col. B. J. Palmer, President ; 
Ernest Sanders, General Manager ; 
SALES POLICIES 
How to Boost Sales .. . 10,000% 
F 
Jim Caldwell has had to scratch to meet Wooster Rubber’s f 
payrolls but through red ink, war and scarcities he kept on f 
advertising. : 
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Marketing Pictographs ...... 161 They’re in the News ...... 42 
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tilmosound tells 
The Shell Oil Story 


ees 


Ee 


Movie scere above is from “Pipeline’”— Shell Oil Company’s sound-color film depicting the 
construction of a 1,000 mile crude oil pipe line running from New Mexico to Illinois — one of 
14 films made available by Shell Oil’s film library 


Scene in the company’s film library. Here are filed 3,500 prints of subjects interesting to schools, 
churches, civic groups, clubs and for use in employee training and industrial relations. ” 


R. E. J. GREENE, JR., Shell Oil Company’s Public 

Relations Department, is well aware of the 
importance of films in today’s business world. 
And he understands the vital part that fine pro- 
jection plays in showing the films properly! 

Here’s what he has to say about Bell & Howell 
equipment. 

“Many of our offices and conference rooms are 
equipped with Bell & Howell Filmosounds. Their 
performance has been highly satisfactory and 
they have proved reliable and easy to operate.” 


Progressive leaders of American industry 
choose Filmosound for their business films be- 


Single-Case Filmosound se $ 
cause Filmosound gives— 


lémm Projector for either 
sound or silent film. Brilliant projection 
Sharper pictures 


Flutterless, natural sound 


Weighs only 3512 pounds. 
Full, natural sound at all 
volume levels. Precision- : wes bs 
melts i ahve weet heume Reliability and ease of operation 
of projection time. 

Guaranteed for life. Dur 


You buy for life when you buy 


Bell « Howell 


Chicago 45 


ing life of product, any 
defects in workmanship 
or materials will be rem 
edied free (except trans- 
portation). 
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What's the Most Famous Back Fence 
in Washington, D. C.? 


HEN Mrs. M. R. K., in the Nation’s Capital, 5,415 bits of household information were ex- 
W wants a recipe for easy caramel icing, changed over the back fence of the “Reader’s 
chances are she’ll find one through The Washing- Clearing House” (and some 25,000 letters came 
ton Star’s famous “Reader’s Clearing House.” to other woman’s departments) . . . indication of 
In fact, Mrs. M. R. K.’s letter may bring as many the high readership of The Washington Star 
as thirty or forty treasured recipes* from Wash- woman’s pages. This is why local and national 
ington housewives! advertisers also turn first to The Star—to sell 


more food, fashions and homefurnishings to 


blicaticr 


During the first three-quarters of this year 
6 q o_ women in the Washington Market. 


The Washington Star 


Evening and Sunday Morning Editions 


Pee eee 


*Caramel Icing for your wife to try: Mix to- 
gether in a saucepan, 12 cups brown sugar (packed 
in cups), “4 cup top milk, 2 tablespoons butter. Bring 
to a boil and boil for 3 minutes, stirring constantly. 
Remove from heat. Add 1 teaspoon vanilla. Cool to 
lukewarm. Beat until creamy and thick enough to 

spread. Add a little cream if necessary to make it 
i easier to spread. 


teesececsceeecn Se eeeaaneauaaueae 
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THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS WMAL, WMAL-FM, AND WMAL-TV 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 
Lexington Ave., NYC 17; The John E. Lutz Co., Tribune 
Tower, Chicago 11. Member: Bureau of Advertising, 
ANPA, Metropolitan Group, Audit Bureau of Circulation. 
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| . -g ets To 
the neart 
ot America 


ENT 


The first half of the Twentieth Century 
has two months to go. Within its span 
the life of the average woman has 
changed completely. 


Fifty years ago a woman's life was 
bounded on all four sides by the walls 
of her home. Even there her franchise 
was limited. It was a man’s world. 


Today’s woman can do most any- 
thing, be most anything. She can have 
a career or a family or both. Her life 
is fuller, richer, more rewarding in 
every direction. In the home she is now 
a full partner. Her interests parallel 
those of her husband. Together they 
plan for the future. Together they 
make the family decisions. Together 
they spend the family income. 


Knowing this, more and more adver- 
tisers insist on reaching the whole 
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family. As a result, there is more adver- 
tising in The Saturday Evening Post 
than in any other leading magazine. 
In its more than four million households, 
the Post is read by 95 per cent of the 
husbands and 92 per cent of the wives. 
It gets to the heart of the family. 


It gets to the heart of America. 


A COMPREHENSIVE SURVEY OF WEEKLY 
MAGAZINE READING REVEALS THAT: 


1. Readers spend more time with the Post 
2. Readers return more often to the Post 


3. Readers believe the Post is more 
reliable 


4. Readers have more confidence in prod- 
ucts advertised in the Post 


5. Readers pay more attention to adver- 
tising in the Post 


OFFICERS: FOR A DAY 


“We believe our business is more dependent on better 
men than it is on better machines.” So said Lansing P. 
Shield, president of The Grand Union Co., one of the 
oldest food chains in the country. And Mr. Shield’s phil- 
osophy is responsible for one of the most unusual employe- 
employer turnabouts which the food field has ever seen. 
Recently the company turned over, for a day, the entire 
managerial authority of its vast food empire to clerks 


voted most-likely-to-succeed by fellow employes. Grand 


GRAND UNION CLERKS became officers for a day, oper- 
ated the company! (| to r) Charles Weisner, clerk-v-p; Oscar 
Brown, clerk-pres.; John Toohey, clerk-sec.; Harry Deacon, 
clerk-v-p. They're willing to take on the jobs, full-time! 


Union called the operation ‘Clerks’ Day.’ Out of it has 
come even stronger loyalty of company employes and, as 
a sort of super-lagniappe, the painless ferreting-out of 
potential executive timber for the company. 


This was not a minor operation, this Clerks’ Day. 
Grand Union has over 5,700 employes and during 1949, 
the forward-looking company proudly says, more than 
1,600 of them moved on to positions of greater responsi- 
bility with the company. Grand Union, moreover, is 
looked on as a pace-setter among food chains, where a 
progressive attitude, both business-wise and employe-wise, 
is concerned. 


On this momentous Clerks’ Day, company employes 
took over every post from president to store manager, and 
the whole thing was run on a completely democratic 
basis. Only those employes in supervisory positions were 
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ineligible to participate in Clerks’ Day. Anyone selected, 
to manage one of the markets, to sit in the presidential 
chair or to act as an officer, had to have been a Grand 
Union employe for at least three months. But, aside from 
these minor considerations, any Grand Union employe 
was eligible to serve as an officer. Each market, operated 
by the company, was considered as a separate entity. ... 
Employes in each, by nomination and then ballot, voted 
for the man (or woman) most-likely-to-succeed. 


From the winners were chosen store managers, district 
managers, division general managers and department 
heads. Finally, one store employe from each of the four 
divisions of the company visited headquarters in New 
York City to draw lots to determine which principal 
office of the company he would assume in Clerks’ Day, 


a 


Out of this final drawing Oscar Brown, Vestal, N.Y., 
was named Clerk President. And when the big day came 
each clerk-executive carried on the regular duties of the 
position he had assumed. The regular officer stood by to 
coach and counsel, if necessary. 


At headquarters staff conferences were held by the 
officials-for-a-day, to reach decisions on operating, mer- 
chandising and financial matters. 


In the field, clerk division general managers and dis 
trict managers quickly cleared up their office work and 
spent the rest of the day visiting stores to check on the 
efficiency of their operations. In the stores clerk grocery 
managers and clerk meat managers grabbed the chance 
to hold special sales for the benefit of their customers. 
The whole thing went off smooth as a pound of Grand 
Union butter. 


Grand Union is proud of its employe-relations pro 
grams. The company has been a leader in providing paid 
vacations, holidays, sick pay, hospitalization, insurance, 
Christmas bonuses, automatic review for pay increases 
and a five-day week. 


All store managers and almost everyone in the Route 
Division are on a carefully-worked out profit-sharing 
plan. Employes collaborate in company policy-making 
through monthly meetings of a management board com- 
prised solely of representatives from the stores. 


Much of this forward-looking attitude is directly trace 
able to Mr. Shield. But Mr. S., modestly, prefers to wave 
his hand at praise and show the praiser his invention— 
now a part of every new Grand Union store. It’s called 
the Food-O-Mat and it’s a slide- down or gravity-feed 
fixture on which are displayed some 2,000 canned, glassed 
and packaged grocery items. As the customer takes af 
item a fresh replacement slides into view. Mr. Shield says 
it reduces a shopper’s walking tour by nearly two-thirds. 
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YOU DON'T KNOW 
Dick Gaminger 
_... BUT WE D0! 


He's One of 4,000 Employees 
At Chevrolet Commercial 


Body in Indianapolis .... 


AND HE'S ONE OF OUR 353,000* SUBSCRIBERS 


Dick, his fellow workers at Chevrolet Commercial Body, and thousands more employed by a hundred flourishing, diversi- 


fied industries make the ‘Heart of Hoosierland" a top-priority market for every manufactured product. 


In Marion County the effective-buying-power average of $5,705% per family is well above the national average . . . 


places Marion County in eighth position among the nation's 32 largest metropolitan counties. 


These Hoosier workers—like Dick Emminger—also are responsible for Marion County's eighth-place ranking in retail 


sales per family. They are buying goodly stores of necessities . . . but they have dollars left for luxuries, too. 


And—we're very proud—they're buying ...and reading... 
The Indianapolis Star and The Indianapolis News every day. 


KELLY-SMITH COMPANY o NATIONAL REPRESENTATIVES 


"Publisher's statements, Ist quarter, 1950 
*Sales Monagement’s ‘Survey of Buying Power.” 


Guliana wy THE INDIANAPOLIS STAR 
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STOCK UP ON BICARBONATE 


Once upon a time the worst punishment a man’s 
stomach had to take was his bride’s cooking. But at least 
the man had a reasonable expectancy of a decent meal 
from his helpmate’s lily-white hands by the time their 
home was blessed with progenies. No more, friend, no 
more. For there’s now a cookbook written expressly for 
little girls. And if their Mama didn’t ruin the guy’s 
digestion, the daughters still have their chance! 


Westinghouse’s Julia Kiene, who’s director of its Home 
kconomic Institute, has come up with a cookbook for 
children. It’s called “Sugar an’ Spice and All Things 
Nice,” and is designed for little girls in the third grade 
and up. Its readability, says Westinghouse, has been 
checked by educators in the elementary field. Westing- 
house doesn’t say a word about its culinary potentialities. 
There’s absolutely no guarantee that you will be able to 
eat the dishes your little one runs up, or even, if you 
are able to eat it, what will happen to your innards. 


Mrs. Kiene, the lady responsible for all this, says that 
she wrote the book when she couldn’t find a child’s cook- 
book to meet the requirements of her nine grandchildren. 
Whenever she went to visit her offsprings’ offspring she 
rustled them out to the kitchen and gave them a couple of 


quick lessons on the family stove. But she wanted to 
have them continue where she left off after she left — the 
smart lady. Thus, “Sugar an’ Spice and All Things 
Nice” was born. 


The book is, we must admit, an attractive thing. It is 
illustrated, entertainingly written, and it /ooks foolproof. 
Mrs. Kiene really believes that with her book any little 
girl who can read and reach the top of the stove can 
turn out some mighty appetizing dishes. 


The book runs to 32 pages and contains easy-to-make 
recipes—everything from muffins to breakfast for Mother. 
(Dad was spared.) Westinghouse is using the book as 
a gift to children who bring their parents in to local § 
Westinghouse dealers’ stores. 


Dealers will purchase the books from the Appliance | 
Division and will give the books, free, to the little would- 
be cooks. The book also is being offered to the public for 
25 cents. 


And it’s Mrs. Kiene’s feeling that the book shouldn't 
be the exclusive property of the children. Its elementary 
approach lends itself beautifully to Westinghouse sales- 
men who would like to clinch a sale of a range by running 
up a batch of biscuits! 


In evaluating applicants for sales jobs, 
your company needs detailed informa- 
tion on the education, background, 
sales experience and individual char- 
acteristics of each prospective em- 
ployee. 


To fill this need, SALES MANAGE- 
MENT has prepared specialized 
“application for employment” blanks 
developed from a consensus of opinion 


HIRING SALESMEN? 


Write for a free sample of our 
specialized application blank 


ati ee = 


among experts on hiring salesmen. 
These detailed four-page forms will 
give you all the basic information you 
need on each applicant. They have 
been approved by legal experts as 
conforming to the New York State 
anti-discrimination law, regarded as 
the strictest of any state in the nation. 


A free sample of this “application for 
employment” blank will be provided, 
with a price list, on request. Write— 
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386 Fourth Ave., New York 16, N. Y. 
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YOUR ROAD TO PITTSBURGH’S BILLION DOLLAR BOOM 


The Penn-Lincoln Parkway... part ofthe $100,000,000 
new highway program for this area... is rapidly moving 
into The Golden Triangle from both ends of the city. 


The Pennsylvania Turnpike Western Extension to the 
Ohio border is cutting through mountains and spanning 
rivers at a lively clip. This will mean faster and better 
access to the big Pittsburgh market 
and more business. 


more customers 


Faster access to the big Pittsburgh market via the Pennsylvania Turnpike’s Western Ex- 
tension will be provided by this new $3,000,000 bridge, now under construction over the 
Allegheny River at Oakmont. (Photo: Penna. Turnpike Commission) 


These aren’t the only roads to more business in 
Pittsburgh. The Pittsburgh Press your No. | paper 
in Pittsburgh is your No. 1 Route to better market 
coverage and better advertising results. 


An old road for new sales. [he Press carries far 
greater advertising lineage than either of the other two 
Pittsburgh papers. Advertisers know that they get 
results from The Press and continue to use it day in 
and day out, because Pittsburghers read The Press and 
then go out and buy. | 


Why not park your ads in The Pittsburgh Press and 
see for yourself what The Press can do for you? Our 


‘\) 


Represented by the General 
Advertising Department 
Seripps-Howard Ne Pwspupers, 
230 Park Avenue, New York 
City. Offices in Chicago, 
Cincinnati, Detroit, Fort 


Worth, Philadelphia, San 
Francisco. 
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The Crosstown Boulevard at the upper end of The 
Golden Triangle merely needs an O.K. to the final plans, 
and construction will begin another big step in 
solving the old trafic problem that haunts every 
large city. 


The new bridges at Dravosburg and Rankin will be 
ready this year, and 1951 will see the completion of the 
Elizabeth and Tarentum bridges. 


Ae 
O80 Os 


space representative will be glad to tell you about 
advertising results in The Press. Give him a call. And 


remember every Scripps-Howard representative is a 
Press representative. 


TOTAL ADVERTISING LINES 


published in the first six months of 1950 


THE PRESS (evening) 9,449,621 
THE PRESS (Sunday) 4,305,257 
Sun-Telegraph (evening) 6,303,330 
Sun-Telegraph (Sunday) 3,536,979 
Post-Gazette (morning) 5,193,324 


Source: Media Records, Inc. 


"The Pittsburgh Press 


0 


in City and Trade Zone Circulation — in Classified Advertising in Retail 


Advertising —-in General Advertising—in Total Advertising 
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“this agency has a policy, Mr. Blodgett, 
of hitting the Michigan industrial 
markets VERY HARD!” 


There’s a lot of good sense in hitting Michigan industrial markets hard these 
days... and Michigan newspaper list-makers are favoring the 8-paper Booth 
Michigan Market more than ever with the heaviest linage totals in Booth 
history. Booth Michigan newspapers go where the payrolls are heaviest... 
and they don’t come any heavier than they are in Michigan today. 


Like more specific information ? Call— 


A. H. Kuch, 110 £. 42nd Street, The John E. Lutz Co., 435 N. Michigan Ave., 
New York 17, N. Y., Murray Hill 6-7232 Chicago 11, lll., Superior 7-4680 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 


JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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CHICAGO DAILY NEWS 


CIRCULATION 


FIRST 8 MONTHS 


416,004 


GAIN 129,713 
or 


CHICAGO DAILY NEWS 


TOTAL DISPLAY ADVERTISING 


FIRST 8 MONTHS 
10,599,328 LINES 
5,582,076 LINES 


GAIN 5,017,252 LINES 


i = CHICAGO 
DAILY 
NEWS 


JOHN S. KNIGHT, Publisher 
DAILY NEWS PLAZA, 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza * MIAMI OFFICE: Horace E. Loomis & Sons, 1524 N. E. Second Ave. 
* DETROIT OFFICE: Free Press Building * LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bldg. 


1942 Source: Media Records, Inc. 1950 
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A NEW IOWA SURVEY 
WITH RELIABILITY PLUS! 


Combines Large Sample “Interview” 


and “Diary” Techniques 


Fok years, the Iowa Radio Audience Surveys* have been recognized | 
as thoroughly reliable and highly informative studies of Iowa | 


listening habits. They have answered such provocative questions as _ 


“How much do people listen to car radios?” . 
listening takes place in multiple-set homes as compared with single-set 


homes?”’. . 


cials?”, as well as the more conventional questions concerning pro- 


gram and station preferences. 


The 1950 Edition of this famed Survey, now ready for distribution, 
was conducted with the same scientific sampling methods that dis- 
tinguished the twelve preceding editions. However, the “interview” 
method of gathering facts, which was the basis of the earlier surveys, 
was this year combined with a new “diary” method. As a result, the 
new 


1950 Edition contains much 
reliable than in previous years. 


INTERVIEW TECHNIQUE 


The interview technique is based 
on a personal interview in the 
home, with one member of the 
family. It permits a large and 
statistically reliable sample to be 
interviewed at reasonable 
It permits a correct proportion 
of 


cost. 


replies from every segment 
of the State’s population — geo- 
graphical, economical, ete. It has 
two minor weaknesses, however; 
it depends upon the “recall” of 
the person being interviewed and 
it usually reaches only one mem- 
ber of the family. 


DIARY TECHNIQUE 


The diary technique as used in 
the 1950 Radio Audience Survey 
overcomes the handicaps inherent 
in the interview technique. It pro- 
vides each radio set in the home 
with a diary which is filled in at 
the time of listening by the per- 
son in charge of the dial. This 


14 


. and “What is the listener attitude toward commer- 


. - “How much extra 


information and is even more 


diary is voluntarily kept for 48 
hours. 


The reliability of the 48-hour 
diary-type radio survey used in 
the 1950 Iowa Radio Audience 
survey was established by a study 
conducted in January, 1949, by 
Dr. Arthur Barnes of the State 
University of Iowa. He obtained 
a ten-day diary record from 368 
families in 41 Iowa counties. A 
careful comparison of the first 
three days of listening with each 
corresponding day of the week 
(eighth, ninth and tenth days of 
the diary) showed no tendency 
on the part of diary families to 
“listen more” when the diary 
was first started. 


COMBINED INTERVIEW-DIARY TECHNIQUE | 


The 1950 Survey combines the 
best features of both techniques 
by making every seventh selected | 
home a “diary home,” as well as 
an “interview home.” This elimi-_ 


nates the weaknesses of both? 
methods and at the same iime! 
maintains a large and scientific 
sampling of the whole State by 
farm, village, urban and other 
categories. 


The 1950 Iowa Radio Audience 
Survey is a “must” for every ad- 
vertising, sales or marketing man 
who is interested in radio in gen- 
eral, and the Iowa market in 
particular. It is not only an in- 
valuable study of Iowa listening 
habits, it is also an outstanding 
contribution to radio research in 
general. Write for your compli: | 
mentary copy, today! 


RESET 


*The 1950 Iowa Radio Audience Sur- 
vey is the thirteenth annual study of 
radio listening habits in Iowa. It was 
conducted by Dr. F. L. Whan of 
Wichita University and his staff. It is 7 
hased on _ personal 


= 


interviews with 
9,110 Iowa families and diary records 
voluntarily kept by 930 Iowa families 
— all scientifically selected from Iowa’s 
cities, towns, villages and farms. 
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Des Moines . . . 50,000 Watts 


Col. B. J. Palmer, President 
P. A. 


Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 
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NEWS REEL 


M. S. KLINEDINST 

Named manager, Industrial Equipment Sales Sec- 
tion, RCA Engineering Products Department, suc- 
ceeding P. B. Reed, v-p Government Service Div. 


HENRY H. HEWETSON 
Newest board member of Standard Oil Co. (N. J.) 
will be one of two directors responsible for general 
supervision over marketing operations of companies. 


EUGENE LILLY 
Has been elected vice-president of Bellows & Co., 


Inc. He has been in charge of the company’s opera- 
tions in Colorado and adjoining states since 1934. 


Cc. D. ALDERMAN 
Named to the new position of general manager of 
merchandising for Mullins Mfg. Corp. which he 
joined in 1938; was most recently sales manager. 


CHESTER G. GIFFORD 

Returning to Schick, Inc., as executive vice-presi- 
dent, after two years at Swank, Inc., where he was 
vice-president, general sales mgr., board member. 


SUMNER J. ROBINSON 
General sales manager, Bigelow-Sanford Carpet 
Co., Inc., is elected to board of directors, A. G. 
Spalding Bros., Inc., headquarters New York City. 


FORBES A. RYDER 

Appointed sales manager of the Bottling Division of 
the Orange-Crush Co., he was most recently v-p 
and general sales manager, Hoffman Beverage Co. 


WAYNE J. HOLMAN, JR. 
Formerly vice-president and general manager, he is 
elected president of Chicopee Mills, Inc. He suc- 
ceeds G. O. Lienhard, now chairman of the board. 
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How Industrial Advertising Helps 
Launch a Brand-New Plastic 


... and capture over 15% «¢ 


@ IN 1948 WHEN Koppers Company devel- 
oped a brand-new plastic—their Polystyrene 8 
—a formidable sales goal was set for its com- 
plete line of polystyrene plastics: 15 to 20% of 
the total U. S. requirements! This goal was set 
despite the fact that Koppers was a compara- 
tively new entrant in the plastics materials field, 
in competition with established producers. 


But on the plus side, Koppers Company and 


PAECHANITED SELLING AT Woh 


its advertising agency knew that they had an 
outstanding plastic in Koppers Polystyrene 8 . .. 
possessing heat resistance, improved moldability 
and dimensional stability. With industrial ad. 
vertising spearheading the campaign. they went 
to work. 


The Job Assigned to Advertising 


1) To influence plastics molders, building con- 
fidence in Koppers as a dependable major U. S. 
supplier of polystyrene. 

2) To make the qualities and properties of 
Koppers Plastics familiar to those influencing 
the buying habits of molders and end-use manu- 
facturers. 

3) To build quick trade-acceptance for Koppers 
Polystyrene 8, in view of competitive poly- 


styrenes being introduced by major competi- } 


tors. 
4) To win inquiries for direct mail and sales 
calls. 

Media Selection 


Twelve publications with combined circulation 
of more than 325,000 were selected. Roughly, 


1. “How Industrial Advertising Meets the 
Demands of Top Management” and 


2. “How Industrial Advertising Helps Make 
Sales’—Each describes 10 performance-facts 
reports from the advertising-sales records of 
such companies as E. |. du Pont de Nemours 
& Co., General Electric Company, Hercules 
Powder Company, Westinghouse Electric Cor- 
poration, Koppers Co., Inc., Standard Conveyor 
Co. Each tells how a sales situation was anc- 
lyzed—how advertising was used in these 
situations, and what results were obtained. 


es FREE—4 Useful Booklets for Industrial Executives 


3. “Copy That Clicks’—This is not just about 
advertising copy. Contains 20 examples that 
will give you a new viewpoint on advertising 
objectives; will help your advertising people 
do a better job. 


4. “Mechanized Selling at Work’ — Pre- 
pared for executives who would like to apply 
the same concrete, mathematical principles of 
efficient product production to the improved 
efficiency of order production. 


Write to National Industrial Advertisers 
Association, 1776 Broadway, New York 19, 
N. Y. for these useful booklets. They’re free. 
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oppers Company 


KOPPERS CAPTURED 
OVER 15% OF TOTAL 
POLYSTYRENE 
SALES 


polystyrene market 


this circulation included about 18,000 molders, 
molders’ salesmen and end-use manufacturers; 
109,000 designers, specifiers, purchasing agents, 
etc.; 22,000 readers in packaging, refrigeration, 
radio, television, lighting and electrical manu- 
facturing; and 178,000 “management readers.” 


Basic Layout and Strategy 


Two-color spreads were used initially in most 
papers, thus giving the necessary space for il- 
lustrations and copy; this included strong ap- 
peal for inquiries by stressing availability of lit- 
erature and sample molding materials. Atten- 
tion was focused on Koppers Polystyrene 8, 
with lesser coverage of their other plastics. 

Advertising was closely coordinated with sell- 
ing, publicity and trade shows, and was aggres- 
sively merchandised to salesmen and prospec- 
tive plastics purchasers as a definite aid to them 
in selling. 


Free 25-lb. Samples 


Advertisements offered commercial molders free 
samples—not “token samples” but 25-lb. drums 


ele BA 


of crystal Polystyrene 8 that could be tested in 
their own molding machines. The response was 
instantaneous and gratifying. 238 companies re- 
ceived working samples, and many substantial 
sales were subsequently made. 


Results 
The intensive industrial advertising campaign 
started in September, 1948. At the start in 
August, 1948, Koppers Polystyrene sales were 
about 10% of total polystyrene sales. In the 
first two months of 1949, the industry sales 
were about at the August rate, but Koppers sales 
had risen to better than 15%. February showed 
a 49% increase over the previous August. Proof, 
indeed, that industrial advertising pays divi- 


dends. 


@ This message—one of a series by members of 
the National Industrial Advertisers Association—is 
published by SALES MANAGEMENT to create a wider 
understanding of industrial advertising and the con- 


tribution it is making to American industry. 


Industrial Advertising Council of Pittsburgh 
A CHAPTER OF THE NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


A national organization, comprised of 3,500 members of the 34 local associations of industrial advertising 
and sales executives—dedicated to greater efficiency in industrial distribution—and lower sales cost. 
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R.H. White's repeats (I | 


tops record-breakirnge 


The first “GOOD HOUSEKEEPING Week’ 
R. H. White’s of Boston, drew history-making cro 
increased sales 12.6% above the city average. The st 
repeat event, 1950, featuring over 300 Guaranteed it 


proved even better! 


x Two Floors Needed to accommodate fashion x& Windows on Guaranteed Goods drew 
show crowd customers 
“Audience Reaction Wonderful” to Interior Displays throughout store feat 
GOOD HOUSEKEEPING television show Seal 


Newspaper Ads gave Guaranty Seal big play 
pay 8 y &P 


SALES MANAGEMEN® NC 


OUSEREEPING cece 


yesults of previous year 


‘Sales well ahead 


of city average” 


CEMENT OR 4 REFUND OF 


D 
(® Guaranteed by “4 
Good Housekeeping 


N NS 
OAS apyepristd WES 


proof again 


GOOD HOUSEKEEPING === 


per 
35¢ copy The Homemaker’s Bureau of Standards 


57th Street at 8th Avenue, New York 19, New York 
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PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


‘BIND THIS MODERN WAY 
right in your own OFFICE 
or plant 


Add prestige ...color...atten- 
tion-compelling appearance to 
reports, presentations, catalogs. 
GBC plastic binding equipment’ 
quickly ... easily... economically 
binds loose pages of all sizes 
into handsome custom-made 
booklets. Pages turn easily... 
lie flat. Complete office equip 
ment costs less than a type- 
writer...saves 50% over old- 
fashioned fastener-type covers. 
Anyone can operate. 

*PATENTS PENDING 


——A, SPECIAL TRIAL OFFER 
‘ MEMO | Send today for information 


and 2 handy pocket memo 
books bound on this equip 
2 ment. No obligation. 
General Binding Corporation 
808 W. Belmont Ave., Dept. SM-11-15 
Chicago 14, lil. 


Parents rate second when 
youngsters start to school 


CHICAGO: The more _ than 
30,000,000 children now in Amer- 
ica’s public schools have more 
hours of direct contact with the 
“influence” market than with their 
own parents. So says Georgia C. 
Rawson, Executive Vice President 
of State Teachers magazines. 


“The ‘influence’ market,” Miss 
Rawson explains, “includes our 
more than one million public school 
teachers and school executives. 


“From kindergarten through high 
school, their pupils spend at least 
10,000 hours in the classroom. 
That’s more time than most school 
children actually are with their 
parents during this period. Since 
many thinking and buying habits 
take permanent shape in these 
formative years, the vital im- 
portance of the ‘influence’ market 
is obvious.” 


Detailed information about the 
“influence” market and how to 
reach it with intensive coverage, 
in one state or 44, is free for the 
asking in a handy, 12-page, file 
size folder. 


Write to Georgia C. Rawson, Ex- 
ecutive Vice President, State 
Teachers Magazines, Inc., 309 
North Michigan Avenue, Chicago 
1, Illinois 


It would be interesting to hear a 
marketing-man’s (or woman’s) defi- 
nition of “normal times.” Jd est, 
when sales-strategy did not have to 
be geared to a war or a depression. 
. 


Sometimes, it would appear that 
our fabulous increase in productive 
capacity since V-J Day might per- 
mit a certain amount of “normal” 
business, no matter how much shoot- 
ing may be ahead. I can hardly re- 
member a time, though, when a 
sales-manual had no need for an if- 
as-and-when chapter. 

° 


To finish with the serious mood, 
it isn’t the military alone who have 
all the problems. No one I can think 
of needs to be more mobile, more 
alert, more agile than the man or 
woman charged with maintaining 
markets in these times. 


Helen Watson, of Phoenix Mu- 
tual, says she walks to work in the 
morning, and that Little Blow Peep 
gives her as hard a time as the col- 
umn’s Little Boy Blow. 


I used to write copy for Yarnall- 
Waring’s Lea V-Notch Liquid-Re- 
cording Meter. I’d like to see some- 
body work that into a singing com- 
mercial ! 


“Times Talk,” internal house- 
organ of The New York Times, has 
a pat head for one of its regular de- 
partments: “Staff and Distaff.” 

+ 


I winced to see an ad showing a 
railroad engineer in overalls drink- 
ing a bottle of beer, three days after 
a wreck that took the lives of 33 Na- 
tional Guardsmen. 

° 


In the gag-department of a sales- 
bulletin, Marshall Pickett has a 
teacher asking: “What is a skeleton?” 
and a pupil’s answer: “A stack of 
bones with all the people scraped off.” 


Soiatth Fad, 


The 
steamship ad “So proudly we hail’ 


must 


“So proudly we sail.” 


New Fall colors to keep you a 
shade ahead. — Pioneer Suspenders 


BY T. HARRY THOMPSON 


copywriter who headed 


have toyed with an alternate: 


HEADLINE PARADE 


and Belts. .G 
“We're going out . . . but the “ 
furnace won’t!” Timken Heat. “ 


So you want to burn to death! 
—Article in “The Reader’s Digest.” 


Yesterday is in the hell-box.—‘*New 
York World-Telegram 
Sun.” 

Be Happy—Go i 
Strike, after years of considering it. 

It'll light a bonfire in your heart, 


but 


pocketbook!—The ’50 Ford 


Speaking of headlines, [ shall neve: 
forget one a copywriter put on % 
brandy ad away back there: “Life is 
made up of moments. 
that a moment, and you'll agree that 
the headline-writer used his head. 


The air age reminds me: The cit 
gates of Bombay, India, are Bom 
bay doors, obviously. 


I read somewhere that the hoard: 
ing of hairpins in Chicago had cre 


ated 


pretty howdy hair-do! 


Universal Military Training is uJ 
consideration for the 
eenth time. 


for 


Paris maid tells court she took 47 


and The 


Lucky! — Lucky 


it won’t burn a hole in vour 


” 


Reflect on 


an artificial shortage. That's : 


UMT 


handkerchiefs from her employe! 
And then blew, of course. 
© 
r _ De 
To conserve water, passengers © co 
the Liberte’s maiden voyage Cor de 
“@ 


sumed 4,000 of the ship’s store © 
6,500 bottles of champagne. Ah, yes 
down to the sea in sips. 


Initials would never do it, instea 
of the Grand Old Party, it were th 
Grand Young Party. 
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The Plain Dealer Gives Advertisers Local 
Coverage of Cleveland and 26* Adjacent Counties! 


Two markets with $2,405,631,000 in annual retail sales—a substantial part of the total retail 
sales in the State of Ohio—are mighty important to advertisers. They’re even more 
important if they can be covered in one newspaper, and at one low cost. 
That’s the case with the Cleveland Plain Dealer. For the P. D. gives adequate local newspaper 
coverage of both the Greater Cleveland market AND the 26* adjacent county area. 
In one newspaper and at one low cost, you can reach these two important markets. 


(Cleveland) 26 Adjacent 
Cuyahoga Cy. County Area* 


Total RetailSales . . . . $1,389,093,000 $1,016,538,000 
Food Sales .. "ae 344,023,000 258,111,000 
Gen. Sineehaniiine Sales ; 256,335,000 90,493,000 
Drug Sales . . — 39,922,000 20,972,000 
Furn., Hsld., Radio Sales , 70,099,000 44,938,000 


Eff. Buying Income . . . 2,372,846,000 1,602,861,000 
*Akron, Canton, Youngstown not included 
The Plain Dealer’s Market Survey 


Figures-Sales Management Survey, May, 1950 


° , / , 
Department can assist you in checking your C L E V E I A N D 
merchandising coverage with current market ’ 


data for Cleveland. Write for information. Pp : : i N D E | L E R 


Cleveland’s Home Newspaper 


Cresmer & Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 
A. S. Grant, Atlanta 
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Deadlines need not do this to you! 


: 
? 


* 


LYE 


PRODUCTION 


Delays on the job will always put you smack up against 
deadlines. But you can relax and take ’em in stride when 
you use the speed of Air Express. Electrotypers, engravers, 
printing houses, ad managers and agency men rely regu- 
larly on the world’s fastest transportation method to give 
them more time. This way they can do a better job. 

Air Express goes on every flight of the Scheduled Air- 
lines. This means overnight service coast to coast and 
border to border. And speeds up to 5 miles a minute. It’s 
convenient, too. You get special pick-up and delivery at 
no extra charge! Rates are low. 10 lbs. of printed matter 
goes 500 miles for $1.98; 20 lbs. for only $3.11. 


Air Express gives you all these advantages: 


World's fastest transportation method. 

Special door-to-door service at no extra cost. 

One-carrier responsibility all the way. 

1150 cities served direct by air; air-rail to 22,000 off-airline points. 
Experienced Air Express has handled over 25 million shipments. 

Because of these advantages, regular use of Air Express pays. It's your best 


air shipping buy. For fastest shipping action, phone Air Express Division, 
Railway Express Agency. (Many low commodity rates in effect. Investigate.) 


/; i { f ) Rates include pick-up and delivery door 
to door in all principal towns and cities 


GETS THERE FIRST 
A service of 
Railway Express Agency and the 


A fellow copywriter who recent! 
moved to a new agency-job in De 
troit writes me that the town 
“going great goons.” He says peopk 
are falling over themselves to spen¢ 
their new and wonderful wages. 


The evacuation of cows in Kore 
reminded me that “vaca” is Spanish 
for “cow.” 

° 


During the hurricane season jr 
Florida, | almost expected to see ; 
news-head reading: “Pensacola, Hit 
the Spot.” 


Caught up by the war-fever, | 
suppose Tin Pan Alley is working 
on a number to be called: “The 
Grirl with the Mobilize.” 


The mother of 20 or more chil 
dren is probably what the long hai: 
mean by “the insatiable maw.” 


Australia wool sales hit new high 

There’s a big demand for stuff t 

pull over people’s eyes. 

© 
Minimum: A miniature chrysan- 

themum. 

° 


Sharon Steel Corporation — gave 
stockholders the regular 75-cent div:- 
dend, plus a 50-percent stock-bonus. 
Phat’s sharin’, for sure. 

» 

They're as divided as Republicans 
and Democrats: Those who like air- 
conditioning and those who don't. I: 


presented a pretty problem to restau 


rateurs this past Summer. 
. 

The New Yorker's monolith o 
“Silly Putty” should give Junior : 
hint on how to get his electric trait 
away from Pop this Christmas. 

* 

A mere man, I have just discov 
ered what a major operation it is fo 
a woman to get a pair of long kil 
gloves cleaned. 

* 

The grocer is given some latitud: 
by the lettering I found on a carto! 
of eggs: “One dozen large brow! 
and/or white eggs.” 

a 


A $50,000 bra was exhibited at 
fashion-show here in New York 
Only one to a customer. No mail 
orders. No  phone-orders. Can Ww 
give you a lift? 

° 


Hor Doc: Any pooch in Floridé 
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Sales are not caged when you use the Pittsburgh 
Post-Gazette—It sells the entire Pittsburgh Market! 


Three million people live within a 50- gives effective coverage both inside and 
itud mile radius of Pittsburgh—two million outside Pittsburgh’s ABC city It per- 
arto of them surround Pittsburgh’s ABC mits you to route your advertising as 


row! : oa: ° P ° ; 
city zone—only one million live inside your sales manager routes his salesmen. 
Your sales manager gears his sales 


plans to this pattern. You can gear Pitiburgh— 
your advertising pians to the same pat- 
tern by using the Post-Gazette. It alone POST-GAZETTE 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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A Report 
on 
Chilton’s 
A.B.C. Publications’ 


CHILTON CO. (Inc.) 
Yhestnut and 56th Streets, Philadelphia 39, Pa. * 100 East 42nd Street, New York 17, N.Y. 


*This advertisement reports on 
Chilton A. B.C. Publications. 


The next one will stress 
Chilton’s Modern Controlled Circulation 


SALES MANAGEMENBNOY 


We, at Chilton, believe in paid circulation 
when it is accompanied by these features: 


High Renewal Percentages indicating a real desire and interest in a publication. 


AUTOMOTIVE INDUSTRIES 82.55% 
A record high accomplished without a single 
circulation salesman: all AI circulation is 
procured by mail! 

BOOT AND SHOE RECORDER 79.00% 
Proof that this is the authoritative publication 
of the shoe business. 

HARDWARE AGE 78.91% 
Now at an all-time high in the number of 
paid subscribers. 

THE IRON AGE 78.56% 
First in weekly circulation, plant coverage, 
market coverage, readership surveys, adver- 
tising volume. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE 72.71% 
Established 1869. Reaches the jewelers who 
produce over nine-tenths of the volume and 

set the pattern for the entire market. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY 72.35% 
An outstanding high in professional 

circulation. 


MOTOR AGE 69.36% 
The highest renewal percentage of any 
monthly automotive service publication. 


Short-term subscriptions indicating continued uninterrupted reader-interest. 


It is necessary for most Chilton subscribers to re-qualify every year. We, at Chilton, 
know from year to year that our subscribers are in the same business and where they are. 
There is no chance for an accumulation of ““dead wood.” 


Quality Control through selection by rigid regulation of the best and more valu- 
able subscribers. 


Chilton returns several thousand checks every year because would-be subscribers do 
not precisely qualify within the limitations established for quality control of the circu- 
lation of Chilton A.B.C. publications. 


F COURSE, we, at Chilton, believe in Modern Controlled Circulation, 
too—when it is directed to daily corrected lists to reach exactly the 
type of quality readers advertisers want to cover. And we believe in Edito- 
rial Quality, Proved Readership, and Service for the Industries, Businesses, 
and Professions we reach, the kind of Services pioneered by Chilton. 


Leaders In Their Respective Fields Are These Chilton Publications: 


HE IRON AGE serves the richest divi- THE OPTICAL JOURNAL AND 
bn of the industrial field—the metal REVIEW OF OPTOMETRY, the out- 
orking industry. standing publication serving the optometric 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 


ARDWARE AGE, the leader in the 
ld of hardware distribution. 
ARDWARE WORLD, providing blanket 
pYerage of the retail and wholesale hard- 
are trade in the eleven Western States. 
EPARTMENT STORE ECONOMIST 
aches more key department store peopie 
fan any other business publication. 


0OT AND SHOR RECORDER, 


€ authoritative publication of the shoe 
siness, 
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profession and optical industry. 


THE JEWELERS’ CIRCULAR. 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 
THE SPECTATOR LIFE INSURANCE 
IN ACTION, most quoted life insurance 
publication. 

THE SPECTATOR PROPERTY 
INSURANCE REVIEW, the magazine 
of influence among fire and casualty com- 
panies and their agents. 
DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 
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As the suburbs grow... 
so grows Ihe American Hom 


E~ 


because... Some people can't think 
of anything but home! 
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Here are typical examples of suburban 
population and American Home circulation growth 
in some of America’s great markets... 


10 Years 10 Years 
Suburban Area Suburban Population American Home 
Increase Circulation Increase 
(1940-1950) (1940-1950) 


Baltimore, Md. 69.7% 74.2% 
Chicago, Ill. 65.4% 42.0% 
50.5% 66.2% 


, Detroit, Mich. 5% ‘ 
Boston, Mass. 1.0% 9.4% 


New York, N. Y. 18.8% 29.4% 
San Francisco, Cal. 715.1% 61.7% 
Buffalo, N. Y. 32.8% 29.8% 


‘Today there are 2,800,000 home lovers who wouldn’t miss an issue of The 
American Home Magazine for love or money. And their number is con- 
stantly growing—with the growth of our country’s suburban population. 


Because American Home is edited expressly for such home-makers—and 


nobody else. Cover to cover, it’s brimming with useful, stimulating ideas 
for making home life more enjoyable, more comfortable, more convenient. 
That’s why—if you advertise a product for the home: a food or furnishing, 
a drug, building material or kitchen equipment—you’ll find you can’t 


match American Hlome for results. 


“AMERICAN 


OMI 


Magazine 
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M 0 R fF advertisers 


are making 


M 0 Q E sales 


through 


The Wall Street Journal. 


Our 17.2% linage gain 
(first 9 months, 1950) 
indicates 

how responsive 

Journal readers are to 
Journal advertising, 

and how responsive 
Journal advertisers are 
to The Journal’s 


service to its readers. 


If you advertise to business, 
The Wall Street Journal 


should head your list. 


THE WALL STREET 
JOURNAL 


Published at 


44 Broad Street 
New York, New York 


415 Bush Street 
San Francisco, California 


911 Young Street 
Dallas, Texas 


WASHINGTON 


Cullen Board, 


> Through summer and early fall 
there was what might be called “the 
era of phony controls,” a faint 
sprinkling of innocuous orders. The 
last half of October foreshadowed 
The Real Thing. The atmosphere 
changed, became like WPB times. 

Everybody is at everybody else’s 
throat. Symington is suspected of am- 
bition, of wanting to override the 
Budget Bureau in the interest of a 
swelling Arms program; the Reserve 
Board is under bitter attack by pres- 
sure groups for which congressmen 
run interference; NPA has gotten 
itself tangled up in orders which have 
to be revised almost as soon as they 
are issued ; Sawyer is fighting the rest 
of the Administration over how much 
to expand steel. During the war a 
similar situation brought forth the 
OWI, supposed to “iron out con- 
flicts’” among press releases. 

There are some interesting experi- 
ments. Businessmen coming to Wash- 
ington as government officials are as- 
sisted by public relations council, ex- 
perienced in company _ publicity. 
Methods used for advertising prod- 
ucts or trade names are tried for 
creating good will for government 
departments. That also happened 
during the war and both Congress 
and newsreporters got mad. 


BUDGET BUREAU 


> Top generals have been making 
speeches, saying how many weapons 
they need. You can get Army officers 
or Budget officials to put prices on 
what the generals call for. This gives 
you a Defense Budget of about $40 
billion; a total budget of $70 bil- 
lion is not an insane nightmare but 
a figure prosaic people talk about in 
a matter-of-fact way. 


TREASURY 


> To match the great budget, the 
Treasury is playing around with 
every kind of tax. There’s a lot of 
interest in excises, mew _ excises. 
They’re wanted not only to raise 
revenue but to hold down the kinds 


of production that fail to fit in. The 
talk about a l-cent tax on a 5-cent 
drink: Would this be feasible in the 
light of the great volume sold }y 
slot machine? 

The excess profits tax may get Ad- 
ministration support, but deduction 
probably won’t be based on postwar 
average earnings. More likely, con: 
panies will be allowed to deduct the 
best postwar year. This, of course 
cuts down the amount the Treasur 
gets out of it and forces more taxes. 


ECONOMIC STABILIZATION 


> Stabilizer Valentine intends to dis 
associate himself from OPA mem 
ories. He wants to be known as the 
man-who-hates-controls, who'd _ in- 
pose them only with deep regret. 
There will be conferences with com- 
pany managements, attempts to per- 
suade people to cut their profit 
margins as costs go up. 

First controls, it’s now supposed, 
will be on basic materials. The law 
seems to require simultaneous price 
and wage controls in any given in- 
dustry: Naturally, the unions would 
kick if their wages were fixed while 
the cost-of-living advanced. The law 
says, however, that wages must be 
“stabilized” when prices in an indus 
try are set: The word “stabilized, 
perhaps, can be stretched to cover 
negotiating a new wage rate. 

It’s not hoped that general con- 
trols and rationing can be held of 
forever. All statistics show that whe 
people can’t buy hard goods, thei 
raid grocery and clothing stores—! 
incomes are rising. It’s known that 
Valentine considers consumer price 
controls without rationing impossible. 

Nobody has been found to head the 
coming OPA. People who are ust 
ally quick to present names to the 
President are slow on this one. 


NPA 


> Everything has jammed, as in the 
old WPB. For instance: 

1. A single priority order w& 
issued, rather than one calling 10 
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“So you’re a success... sell all lowa through the Des Moines 
Sunday Register. | still feel silly wearing six mink coats” 


You can’t blame him for showing off. That’s the way most 
advertisers feel when they see how much good the Des 
Moines Sunday Register does for sales in lowa. 

But then, why shouldn’t the Des Moines Sunday Register 
get action? Consider how it covers this statewide market of 
2% million people who spend 5 billion dollars annually. 

The day isn’t Sunday in over 540,000 Iowa homes with- 
out it. That’s 75% of all buying families. Domination is 
complete in 86 of lowa’s 99 counties with family coverage 
of from 50% to 100% (it’s at least 25% in the rest!). 

What’s more, you get the best of both big segments of 
this market. Urban Iowa tops San Francisco in spending. 
Rural lowa eclipses every other farm market in the world! 

A pretty picture, isn’t it? You can get in it best through 


the Des Moines Sunday Register. Milline rate, just $1.57! 
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PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION March 31, 1950: 
Daily, 372,051—Sunday, 540,192 


THE DES MOINES REGISTER ann TRIBUNE 


Gardner Cowles, President 


Represented by: 


Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 
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graded priorities. Within a_ shor 


. time, an inflation of priority pw 
Just see how it sells chase orders was indicated. Thi 
Army had put a priorities ticket 
the purchase of office furniture. Now 
there’s a quiet investigation goin: 
on of the outstanding tickets. Conf 
panies that are in doubt about thi 
validity of priorities are encourage 
to ask NPA, “‘Is this necessary ?” 


2. An order giving priority t# 
freight car production goes beyoni 
’ the basic priorities rule: Notabl 
WILL SALES o that companies needn’t fill prioritieff 
; A orders beyond specified quotas. Ord§ 
The Diamond Store of Lewisville “ $ 4 e “Lan ’ . : 
conwen arm a vineery = MMM alla ers for freight cars can’t be credited 
Me extra charge fer credit ras . a 
/ against the quotas, but are extrall 
There may be additional extras. 


General Dusdoor Adv Co 4 

3. Already, technical men ar 
afraid of orders—like the one cove 
ing rubber — merely limiting th 

amount of a scarce material that maf 

be used for civilian production. Tht 
encourages the discovery of substitute 
COOPERATION. Manufacturers are operation outdoors makes everyone and may create runs on substitut 
interested in sales. Dealers are in- happy! General Outdoor Adver- materials. So, actual Limitation ord 

terested in /ocal sales. Elgin takes tising Co., 515 S. Loomis St., | ers are considered. 

advantage of these facts by mak- Chicago 7, Illinois. ; 
ing panels easily available to deal- 4. In stopping the construction ¢ 
ers. And they’ve found that co- Covers 1400 af Ley amusement places, NPA added the 

leading cities tot oN NG it might stop any building while it® 

and towns AS Are in process. FHA couldn’t tell whethet 

ia it dare’d any longer to guarantedl 

home mortgages. NPA lawyers sai 

only verbally, that they didn’t meagj 

housing, schools or hospitals. ; 
As in any new agency, a few set 


Get your Message tions are horribly overworked, wi 


able to keep up with the pace, whil 


to your man in others people have nothing to dof 


say they'll die of boredom, but don} 


tT! get reassigned. For the secretaria : 
RISING is RI Ry help there are pep meetings, inculca 
\ 


tion of “NPA spirit.” Not all secreyy 
taries like them as much as a hou 
Unless your direct mail gets notice — it gets é * : | publication says they do. 
nothing. So let Rising Intralace demand at- RA g > ae) 
tention, with its bright white—clean crisp fe: : RS CENSUS 
look—and quality feel. Broadside or bro- y > The 
chure, teaser or stuffer ...all work harder 
when you combine a good print job with SAE 2 ing census. To get them, write tht 
arse - — See Pause awe yams , —S | Bureau asking for release “Public 
— ek , coi . - > —e 

¥ wag tion of Data from the 1950 a 

of Housing.” From this you'll >@ 

Rising Intralace = able to judge which of the release 
Distinctive pattern appearance _ “Series HC” 1-5 you'll need. It 
New brilliant white Inexpensive HC-3 that, for each of the large 
“ Sweights Envelopes to match in 5 sizes 
Specially sized for offset and gravure 


Excellent printing surface for letterpress it 
WHEN YOU WANT TO KNOW...GO TO AN EXPERT! down fine with respect to geograph 
ford . . for refrigeration, TV sets, etc. 
~ e { b 
Ri sin qi ers | & For each metropolitan area, a @ 
M. lease is being put out, giving key ft 


| ures from three censuses—populatiot 
ASK YOUR PRINTER...HE KNOWS PAPER! | manufactures, business: changes “ 
population, retail establishments a 
volume, production, etc. 


Bureau has announced tt 
publication plans covering the hou 


metropolitan areas, will describ 
units—plumbing, numbers of room 
rent paid, etc. The printed volum 
will give this information broke 


Rising Paper Company Housatonic. Mass 
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\Woman’s Day|* 


more 


= scirculation 


+ H eo 


He where 


Wei” 
et 

ST Tas 
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+ 
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most | 


etter Lee ge 


pe | 
gives you maximum ® 


A&P 
STORES 


penetration = 


me eof iy oe fl 3 
rans | OG incioe” rf 


shopping-center 


Because Woman’s Day is sold only 


at A&P stores, its circulation—all 3,750,000 of it— 


1s Concentrated in and around shopping centers . . 


concentrated right where most of your mM a Nn Ss Da 
sales are made. Advertising in Woman’s Day O y 
Sold by A&P stores in big cities and small. 


gives you mini y ...and 
iil eaiccncalenty delice The National Magazine...with the NEIGHBORHOOD impact. 


maximum coverage where it counts. 
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You Can’t Stand Still in Chicago 
and Stay Up There... 


In the last ten years 272,000 new family dwelling 
units have been established in the Chicago metro- 
politan area. Since 1940 the Sun-Times has 
gained more than 193,000 metropolitan area circu- 
lation. Meanwhile, the Herald-American had a 
lesser gain of 88,000, the Chicago Daily News a 
gain of only 46,000, while the Chicago Tribune 
had a loss of 113,000 metropolitan area circulation. 


You can’t stand still in this town. Keep in mo- 
tion with the one paper that can prove it is moving 
with this growing market, the Chicago Sun-Times. 
Average net paid daily circulation in excess of 
600,000. 


Cc H cA CG O 


SUN TIMES 


THE PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6. ANdover 3-4800 New York 17. Plaza 3-1103 
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AMERICA’S GREATEST COMICS 
20 full pages...35 top comics...1N COLORGRAVURE 


You can now combine the high readership of America’s top comics with the brilliant and com- 
pelling reproduction of colorgravure. That's a combination . . . high reader traffic plus 
colorful and compelling reproduction of your advertising . . . that will deliver more sales per 


advertising dollar. 


The Sunday Denver Post’s new, colorgravure comic section carries a concentration of 


three papers to get as many really top comics and as intense reader interest. 


Of the 20 most widely circulated comics in America, the Sunday Denver Post carries 
18... plus 17 more top comics . . . all in colorgravure. That’s why The Denver Post Sunday 
Comics are the most widely read selling medium in the entire Rocky Mountain Empire. They 
give you 93°/, coverage of Denver, 68°/, coverage of Colorado, 41%, coverage of Wyoming, 


| 
, 
| 
| 
popular comics that’s never been equaled. In most markets you would have to buy two or | 
| 
| 
and a total circulation of 397,454 .. . A. B. C. Publisher’s Statement, March 31, 1950. 


sales per advertising dollar, put 


for more . ‘ ty 
: Comic Section THE DENVER POST 


on your advertising schedu 


PALMER HOYT, EDITOR AND PUBLISHER 


Represented Nationally by Moloney, Regan & Schmitt, Inc { 
b 
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In Philadelphia nearly everybody reads The Bulletin higl 


Evening and Sunday 


_— \ 


ApveRTISING Orrices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue how 
National Advertising Representatives: Sawyer-Ferguson-Walkey Company ° Chicago ° Detroit 7 Atlanta ° Los Angeles ° San Francise 
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is A SLUMP COMING? 


At the October 26 Western Regional Sales Conference 
in San Francisco, the 500 men attending the day’s meet- 
ing seemed to be in general agreement with keynoter Art 
Hood who predicted that by next February or March 
most of them would be “enjoying” a unit business volume 
30% lower than the same months of this year. 


Perhaps it’s well to expect the worst and then be pleas- 
antly surprised. A positive, fighting policy designed to 
combat an expected general slump can work wonders 
for a company, especially if its competitors look upon 
such a slump as being unavoidable, but unfortunately 
there are very few companies that will carry through on 
an expansionist policy under such conditions. Most of 
them will fire salesmen, trim advertising, reduce commit- 
ments all along the line. Even if a slump wasn’t in the 
cards, their thinking and their planning would make one. 


— 


So it seems very important to have the best possible 
forecast of business in early 1951. If there are no signs 
of a real slump, why scare people into preparing for one? 


What is the outlook ? 


The preparedness program is barely under way now. 
By early 1951 it will be getting into full swing. That 
will insure full employment—and at high wages. General 
prosperity seems a cinch. Taxes will be higher, of course, 
but “take home” pay will increase. So there will be pur- 
chasing power. 


Will there be products and services to match up with 
that purchasing power ? 


There will be shortages in some lines—labor shortages 
and metal shortages particularly. Regulations on con- 
sumer credit will create changes in the sales pattern, but 
perhaps to a much lesser extent than is indicated by cur- 
rent howls of anguish, because if purchasing power does 
increase, the new credit regulations may not prove to be 
onerous, and, fortunately, the men in Washington who 
are formulating those policies are practical businessmen 
who have promised to ease the regulations if they should 
Prove to be unnecessarily severe. 


Predictions of a bad slump are generally tied to home 
building. While it is a virtual certainty that the number 
of new “starts” will be fewer in 1951, we should not 
lorget that houses now under way will keep construction 
usy for some months, and that by next year the defense 
building and plant expansion will grow. 


Out in Washington and Oregon there has been a big 
Price drop in unfinished lumber, and even those in the 
business out there regard it as a healthy sign, since the 
hig prices were keeping many prospective builders out 
ot the market. Prices for finished lumber remain firm. 


Well-informed people believe that regulations on 
ousing credits were purposely drawn with loopholes to 
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SIGNIFICANT TRENDS 


As seen by the editor of SALES MANAGEMENT for the period ending November 10, 1950 


permit quick expansion if new housing starts should 
slump too much. They refer to rules on hardship cases, 
and veterans’ construction. 


The country’s basic industries are being asked by 
Washington to expand, and a potent incentive is offered 
in the form of faster amortization of new plants. In the 
long run this is expected to result in even greater concen- 
tration by “Big Business’, and whether it is good for the 
national welfare is debatable, but for the short pull it will 
help mightily to insure high levels of construction activity 
for several years to come. 


There doesn’t seem to be great justification for scare 
talk. Even in industries to be hit either by shortages or 
by credit controls, the worst may be only good business 
rather than the present terrific business. For those who 
have enough manpower and materials, business should 
continue to be terrific. 


EXCESS PROFITS TAX 


The increase in government tax revenues and improve- 
ment of the military position in Korea has taken some of 
the heat off the proposals for a drastic excess profits tax, 
but some bill is likely to emerge from the next session of 
Congress. If there is a “freeze” on wages it is a certainty 
that there will be a freeze on profits. The International 
Statistical Bureau points out that the chief difficulty is 


WORKING CAPITAL 


OF U.S. CORPORATIONS 


BILLIONS 
OF DOLLARS 


% 


46 ‘47 48 ‘49 J 
-——AT END OF YEAR—— 


SOURCE: SECURITIES AND EXCHANGE COMMISSION 
GRAPHIC BY PICK-S, W.Va 


UNE 30th 
50 


Plant expansion will be fostered by faster amortization x, 
on new plant construction, See “ts a Slump Coming?” 


in writing an excess profits tax bill that will be reason- 
ably equitable—that will not penalize expanding com- 
panies, will have relief clauses that will provide simple 
relief without cluttering up the tax courts for years to 
come. 


Being talked about are a choice of one or two base 
years rather than an average of four, an allowance for 
growth following the base period, an allowance for earn- 
ings retained in the business following the base period. 


They are even attempting to write a bill which would 
distinguish between war profits and excess profits, but 
find it difficult to define the latter. Who can state pre- 
cisely when a profit is excessive and when it is reasonable ? 


Some of the Washington tax men are trying to develop 
a formula that would limit corporations’ advertising bills 
for tax purposes—a “gimmick” to prevent companies from 
escaping an excess profits tax by spending heavily on ad- 
vertising. 


While the Bureau of Internal Revenue might like to 
put a limit on big increases in advertising, the ‘Treasury 
Department as a whole realizes that a big share of the 
institutional advertising during the period of the last ex- 
cess profits tax was used to sell war bonds, and Secretary 
Snyder credits this advertising with selling more bonds 
than were sold through any other source. Other Govern- 
ment departments were helped, too, by this “extra” ad- 
vertising. It helped to recruit men and women for the 
Armed Services and for nursing; it explained rationing, 
took the lead in saving scrap, fought hoarding. 


As a result of what happened during World War II, 
advertising has many boosters in Washington. 


HOUSING 19 tue u.s. 


THOUSANDS OF NEW NON-FARM 
DWELLING UNITS STAPTED PER MONTH 
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Probably fairly good in 1951, but no longer terrific. 


SHOWS AND EXHIBITS 


A survey made this year among members of the Asso- 
cition of National Advertisers reveals that 83% look upon 
shows and exhibits as a means of selling products, 14% 
as a necessary evil, 3% enter from force of habit. 


The problem of how to distribute literature with 
maximum effectiveness and minimum waste is perplexing 
to many. About 20% offer it to anybody, 40% give only 
on request, 40% get people to sign a request form and 
the material is then sent by mail. 


On the subject of following up inquiries, the ANA 
members report as follows: 40% by letter, 40% by sales. 
men’s call, 20% by sending to local dealers. 


Half of them say they check up on the effectiveness of 
the show by “analyzing the audience’, 20% by checking 
direct orders secured, 20% by checking on sales resulting 
from following up inquiries, the balance by figuring cost 
per person who visits the exhibit, or in other ways. 


SIGNIFICANT SHORTS 


Sample of Eddie Rickenbacker plain talk—the wording 
on a sign posted in all E.A.L. air terminal offices: “Tf 
you throw it or drop it, you buy it; stow it, don’t throw 
it.” ... Another by the same author, displayed in all of- 
fices: ‘““The reason a dollar won’t do as much for people 
as it once did is that people won’t do as much for a dollar 
as they once did.” . . . Tony Whan, chairman of the 
morning session of the Western Regional Sales Confer- 
ence in San Francisco, got the audience to its feet for a 
stretch between speakers by using this version of 
L.S.M.F.T.: “Let’s Stand; My Fanny’s Tired . . .” Cy 
Burg of Iron Fireman urges persistence and stick-to-it-ism 
by his salesmen with this slogan about prospects: ‘They 
buy or they die.” 


Cadillac has been oversold every month for more than 
four years, but every six months it has increased its ad- 
vertising budget. The oversold condition has meant in- 
creased production; increased production has_ reduced 
costs, and part of the reduced costs have been plowed 
back through advertising to increase impetus, momentum, 
and velocity. . . . Wonder if women are flattered by a 
current posterboard showing an appliance, a bunch of 
chrysanthemums, and the wording, “Pretty as mums, 
practical as mom.” . . . Another posterboard, this one 
enroute to San Francisco from the airport and showing 
a man happily reclining, has these punchful words: “Next 
time try the train. Relax. Southern Pacific.” . . . Sales 
men of Ward Baking Company make 60 calls a day, have 
little time on the average call for real selling or mer 
chandising. Two of each day’s calls are designated 4 
“effort” calls, where they do the job time doesn’t permit 
on the others. 


Those who think they hear radio’s death rattle should 
study what happened a fortnight ago when Cue magazint 
dropped its radio listings and concentrated on TV pro 
grams. The editor sat back to measure the reaction. He 
got it immediately—a storm of complaints—and radio 3 
being resumed in the November 11 issue. 


PHILIP SALISBURY 
Editor 
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ad- When the NAM holds its annual 

ine «verbal venture into Enterprise at the 

‘edi =Waldorf next month, the du Ponts 

red might deter to some more recent risk- 

im, takers, 

ya Such as James Russell Caldwell. 

of His title is president of Wooster 

a Rubber Co. But in the necessity of 

al paying a growing group on some 836 

ext me Successive Fridays, Jim Caldwell has 

les lunctioned as inventor, chemist, ma- 

ave chine-operator, order-filler, treasurer, 

ier trouble-shooter and sales force. 

as Not until the last 100 or 150 Fri- 

mit days could Wooster afford such 
“luxuries” as full-time sales and ad- 
vertising managers. 

uld Somehow, these and other func- 

Zine tions got performed. And in addition 

pro to products, customers and markets, 

be this depression-born business pro- 


duced some solid statistics. 

For the first fiscal year, ended 
September 30, 1935, shipments stood 
at $92,808. For the year ended Sep- 
tember 30, 1950, they reached $9,- 
119.305. 


How to Boost Sales... 10,000% 


This is an increase of more than 
100 times. 

Or more than 10,000%. 

Jim Caldwell leaves the task of 
tiring the world’s wheels in the strong 
hands of Goodyear, Goodrich, Fire- 
stone and others in and around 
nearby Akron. In Wooster (pop. 
14,000) his company now devotes 
three shifts in two plants primarily to 
rubberizing homes and home chores. 

From his first rubber dustpan have 
sprung 68 Rubbermaid items in a 
score of groups. The most widely 
sold are dish drainers, stove top mats, 
drainboard trays and bath mats. But 
the line ranges from Shelf Kushions 
and kneeling pads to soap and dog 
dishes and toilet top trays. 

To “lighten and brighten’ the 
home they come in several colors. 
They resist wear, hot water, heat, 
fats, greases, acids, soaps and cleans- 
ers. They retail from 10 cents to $5. 


BY 
LAWRENCE M. HUGHES 


NOVEMBER 10, 1950 


Jim Caldwell has had to scratch to meet 
Wooster Rubber's payrolls but through 


vertising. He knows... 


red ink, war, and scarcities he kept on ad- 


Accidentally turned into Kar-Rugs, 
three years ago, Rubbermaid door 
mats have spawned a thriving new 
automotive division. 

About 30% of Wooster’s volume 
is now in rubber-covered wire devices, 
such as dish drainers, cup racks, egg 
baskets. For such manufacturers as 
(G-E it turns out dishwasher baskets ; 
for others, treads for step stools, mats 
for bathroom scales, rubber fittings. 

For such big distributors as Sears, 
Roebuck and Montgomery Ward, 
Wooster makes private brands. 

But thrusting temptation behind 
him, Jim Caldwell long since de- 
cided that 90% of the consumer 
goods volume would continue to be 
sold under the Rubbermaid brand. 
There were, and are, plenty of costs 
and headaches in building and main- 
taining distribution through 1,100 de- 
partment stores and hundreds of 
houseware, hardware and automotive 
jobbers to thousands of stores, and 
supporting them with trade and con- 
sumer advertising. 
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He thinks the control has been 
worth the costs. 

Still circumstances arise which no 
amount of individual ingenuity and 
effort can control. 

Although sales pushed ahead 42.1% 
in fiscal 1950, the Korean war is 
being felt. 

In World War Il, Wooster was 
out of consumer goods production 
for four years. ‘Today the use of nat- 
ural and synthetic rubber again is 
being restricted. Instead of its $13 
million objective for fiscal 1951, 
Wooster may have to settle for a 
modest 10% increase, to about $10.7 
million. 

But it doesn’t intend to relax sales 
efforts, or advertising. 

With 
adaptability it can command Woos- 
ter will continue to open new doors. 


whatever resources and 


In recent years it has gone overseas, 
through two exporters, and has also 
invaded Canada through a dominion- 
wide distributor. 


WOOSTER'S YOUNG SALES CREW —J. Robert S. Conybeare, 32 
(seated, second from left) heads Jim Caldwell’s hard-hitting sales 
group. Others, seated, |. to r., are Alfred H. Strunck, housewares 
sales manager; Rodney B. Hazlett, automotive sales manager, and 
John C. Lee, assistant housewares sales manager. Standing: Ralph 
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In this country, it has just begun 
to tap some of its markets. 


Jim Caldwell believes that 
there's no such thing as 
"success." Progress only un- 


folds new problems, and new 
opportunities. 


The big, broad-shouldered, grey- 
haired man will employ the present 
“shortage” period partly to strength- 
ening his new organization. 

In October, 1935, Jim Caldwell, 
then 37, was digging hard to meet 14 
pay checks. Today, on Friday, No- 
vember 10, 1950, he no longer must 
throw a “miracle” to meet 634—469 
in the factories, 80 to office people, 
$3 to retail representatives who op- 
erate Rubbermaid departments in de- 
partment stores, and two to traveling 
sales education directors, who teach 
department store salespeople how to 
make the most with Rubbermaid. 


Wooster Rubber Co. in face is 


quite soivent. It has no bank loans 
nor funded debt. Total assets of 
$3.428 million are $3 million more 
than a decade ago. Ratio of current 
assets to current liabilities is 1.70 to 
1. Inventory turns over eight times, 
discounts receivable 11 times, net 
worth 5.8 times, a year. 

A new executive team—its mem- 
bers averaging 20 years younger than 
his own 52—has started to click. Yet, 
it wasn’t until February, 1949, that 
Caldwell thought he could “afford” 
to take his first vacation. ... 

After Georgetown University in 
Washington and Trinity College in 
New Haven, where he seemed to 
major both in chemistry and football, 
he found himself, in the mid ’20’s, 
as factory manager and vice-president 
of Seamless Rubber Co., New Haven. 
As one province in Louis K. Lig- 
gett’s United Drug empire, Seamless 
made sundries for Rexall drug stores, 

That decade inaugurated the era 
of the Kitchen’s Comeback. Electric 


H. Wile, sales service director; George W. Ferris, assistant automo 
tive sales manager; Larry A. Hoge, sales correspondent; Guilford 6. 
Johnson, advertising manager; James W. Cooley, assistant adver 
tising manager; James K. Buckwalter, sales manager, direct sales 
division, This crew has been assembled in the past three ver" 
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THE PAY-OFF OF JIM CALDWELL'S 
SALES- ADVERTISING RATIO 


11935 -1950| a 


SALES PROMOTION 


(Not Separated 1937-1945) 
oa 


SALES e——e In Millions of Dollars ¢-—— 


ADVERTISING fm 


Ht In Thousands of Dollars 


88 96 — 199 —— 242 — 7 11.4 17.4 17.3 HH 
1935 ‘36 ‘37 ‘38 ‘39 ‘40 ‘41 ‘42 ‘43 ‘44 ‘45 ‘46 ‘47 ‘48 ‘49 
Ratio [ 59% | 46% | 60% 


55% | 51% | '7%| 07% | 05% | O7%| 17%| 50% | 70% | 81% | 76% | 


Source: Wooster Rubber Co 


It's the goal... 


Chartistics—By Bradford Flint 


For a company that has no plans but to go up, Wooster Rubber's president, Jim Caldwell sets the 
year's sales objective and then lets his sales-advertising people have the promotional money to achieve 
it, giving purpose ana direction to consumer advertising (below, left) and trade copy (below, right). 


appliance and other manufacturers 
were turning a drab back room into 
the colorful Center of the American 
Home. 

didn’t 


became 


enamel 
appliances 


Because colored 
work, major 
“white goods.” 

Jim Caldwell got to thinking of 
the possibilities of rubber housewares, 
for utility and colorful kitchen con- 
trasts. He developed a rubber dust- 
pan, 

At the start of the depression, in 
1930, he quit his job and peddled the 
pan from house to house in New Eng- 
land. But that began to seem just 
one step removed from peddling ap- 
ples on street corners. I'o provide for 
his family he took another job. 

But the idea would not down. In 
1932, he struck out permanently on 
his own. A deal with U.S. Rubber 
gave him production from a plant in 
Providence. He hired workers on an 
hourly basis, and hit the road. 

The going was tough. Jobbers were 
inclined to add his products only on 
store demand. Department stores 
asked for advertising to build con- 
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sumer demand. But Jordan Marsh, 
in Boston, bought some, and other 
stores followed. 

In his belief that rubber would 
“change the home,” he designed and 
developed other items—a sink strain- 
er, soap dish, drainboard, in matching 
colors. He moved to Ohio and in an 
empty warehouse in Akron, got 
(joodyear to turn them out for him. 

Then, with two associates, he ac- 
quired Wooster Rubber Co. The 
date was July 1, 1934. Since 1920 
Wooster had been making balloons 
and rubber toys. 

The other two had other jobs and 
responsibilities. On Jim Caldwell, 
almost alone, fell the job of seeing 
Wooster through. 

Whatever else he did, he had to 
sell. He sold stores and some manu- 
facturers’ representatives (who were 
induced to add Rubbermaid to all 
the other lines they handled), went 
back to Wooster to help turn the 
stuff out, and prayed that certain 
envelopes would arrive by Friday. 


First Three Years: In the Red 


For the first three years, while 
sales mounted to $150,000, Wooster 
continued in the red. But more and 
more buyers seemed to like the man 
and his growing line, and more store 
customers began to try and come 
back for Rubbermaid. It was hard 
work—usually 16 hours a day, once 
37 solid hours in a stretch—but for 
the first time in seven years he saw 
a little daylight. 

He began to get help in Wooster 
to enable him to spend more time on 
the road. 

On shipments of $215,000 fiscal 
1938 turned in the first, modest 
profit. But as profits grew they were 
ploughed back. Not until 1950 did 
Wooster pay dividends of more than 
6% on the original invested capital. 

As early as 1937 Wooster listed 
advertising-sales promotion expendi- 
tures of $8,808, or nearly 6% of 
$150,000 volume. Even earlier, in 
1935, it had hired its first retail rep- 
resentative. Her name was Mrs. 
James R. Caldwell. 

And almost from the start came 
cooperative advertising with depart- 
ment stores, to get the stores’ weight 
behind the Rubbermaid name. 

By 1939, with shipments at $333,- 
000, distribution had been spread 
(somewhat thin) across the country. 
Wooster began to advertise both in 


House Furnishings Review (now 
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Housewares Review) and Retailing, 
introduced display material for stores, 
and even small space in women’s 
magazines. 

During the war, when for four 
years the company produced not a 
dime’s worth of consumer goods,’ it 
continued to advertise. 

Jim Caldwell knew that after the 
war selling would get tough again. 
He didn’t want the stores, nor their 
customers, to forget. In fact, he 
wanted a lot of prospects who weren't 
yet customers, to remember. 

In the first postwar year, although 
shipments still were below wartime 
peak, Wooster’s advertising-sales pro- 
motion expenditures were one-third 
larger than ever before. 


Develop Mass Markets 


For Rubbermaid housewares, Cald- 
well intended to develop mass mar- 
kets. But for this, price as well as 
promotion were necessary. ‘Io meet 
sharply higher costs of wages and ma- 
terials, Wooster turned to increased 
mechanization. In the last three years 
90% of the factory equipment has 
been replaced. Three times as many 
factory people now turn out 14 times 
the volume of a decade ago. As a re- 
sult 30% of the prices of “prewar” 
Rubbermaid items still are as low or 
lower than in 1941. 

At the same time, Wooster has 
tried to see to it that everyone who 
handles the line makes an adequate 
profit from it. Discounts for depart- 
ment stores with retail sales repre- 
sentatives are 40% off retail list, and 
without them, 40 plus 5%. House- 
ware and hardware distributors who 
merchandise and promote the com- 
plete line, get 50 plus 21%4% and 
automotive jobbers 60% off list. All 
receive cash discounts and_ liberal 
shipping terms. 

The line is “price maintained,” 
Jim Caldwell explained. But it is 
fair-traded only in New York State. 

In calendar 1949 Macy’s ranked 
first among Wooster’s retail custom- 
ers, with shipments of $87,234 — 
nearly twice as much as the No. 2 
account, Marshall Field of Chicago, 
with $47,986. The other leaders were 
J. L.. Hudson, Detroit; Jordan 
Marsh, Boston; Bloomingdale’s, New 
York City; Famous Barr, St. Louis; 
May Co., Cleveland; G. Fox Co., 
Hartford; Abraham & Straus, Brook- 
lyn; Joseph Horne, Pittsburgh. 

Thus far in calendar 1950, Macys 
is still out in front, with Field’s a 
close second. May Company, Los 
Angeles, has replaced A & S in the 
top 10. 

Addressing National 
(Joods 


Retail Dry 


Association last January, 


Caldwell emphasized that fair trade 
should not be regarded as a cure-all 
for resale price ailments: 

«|. The manufacturer (must) 
see to it that the suggested retail 
price represents value . . . which the 
consumer will recognize and accept 
in a free competitive market.” 

Value should embrace “utility, 
quality and price.” While stimulat- 
ing the retailer to build volume, it 
imposes on the manufacturer the ob- 
ligation to confine distribution to 
“legitimate channels for that type of 
product,” and thus place “all ultimate 
retailers on a fair competitive 
basis.” 

Volume and profits spring from 
turnover. In that talk he mentioned 
some things retailers can do to speed 
their own and the manufacturer’s in- 
ventory turnover. 

Rubbermaid housewares reach sales 
peaks in stores at spring and _ fall 
“house-cleaning” time. Wooster has 
kept its factory people busy in the 
sales seasons building inventory 
against them, while its salespeople 
have launched programs to level off 
the seasonal curve. In four years it 
hasn’t had to lay off one employe. 

But in getting orders filled the 
“human factor” still bogs down. A 
recent Wooster analysis shows that 
“the average time between date of 
order and our receiving stamp was 
11 days.” Adding the time required 
to enter and ship the order, in transit 
to store warehouse, for mark-up and 
delivery to store counter, he said, 
“buyers were amazed to find an 
elapsed time of five to seven weeks.” 

Wooster is now publicizing these 
facts to store buyers. 


What's Impossible? 
The heads of Jim Caldwell’s new 


sales team are so young that the 
don’t yet know what is impossible. 
Under 32-year-old J. Robert 5S 
Conybeare, general sales manager, 
are now three division sales manag- 
ers—A. H. Strunck, for housewares; 
R. B. Hazlett, automotive, and J. K. 
Buckwalter, direct sales. Assistant 
sales managers are J. C. Lee, house: 
wares, and G. W. Ferris, automo 
tive. Guilford G. Johnson, 27, is ad 
vertising manager. 

This whole setup has come about 
in less than three years. Bob Cony: 
beare joined in 1947 but didn’t get 
his title until 1948. ... 

Gradually, Caldwell had multr 
plied the effectiveness of his one-mat 
sales force by appointing manufac 
turers’ representatives. He _ picked 
them carefully and tried to make " 
worth their while to concentrate 
Rubbermaid. Today, eight of the ! 


(Continued on page 219) 
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Leading Newspapers Seek Sponsors 
for “Portrait of America’ Series 


Did You Ever Suspect Your Mailman? 


Y 


siiman than almost any 


cont the most harmless 


perswmtal messages — 
Vhoughes on vour feelings 


t how high taxes are 


ah him, the whole 


on it 


he world woaday you 


he postal department 


tha how good 4 place Amet 


TRUST—The man who now rings once a day symbolizes the extent to which, in America, 
we can trust one another. The “Portrait of America” series emphasizes, through every-day 
people and situations, a lot of reasons why it's good to be an American, and why we 


should understai 


Ten major market newspapers 
with combined daily circulation of 
3,300,000 have signed with the 
newly-formed Harcon, Inc., New 
York, to publish and obtain sponsors 
lor a “Portrait of America” series of 
32 full-page ads “to sell Americans 
on what they have and on why they 
should never forfeit any part of their 
treedoms.” 


Harold L. Goldman is president 
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and develop them. Will you become a sponsor for a refreshing idea? 


and Conrad J. Renner secretary- 
treasurer of Harcon, Inc, Both were 
advertising executives of the New 
York Sun until its sale, last January, 
to the New York World-Telegram. 
Vice-president of Harcon is Walter 
Weir, New York advertising agent, 
who wrote the series. Headquarters 
are in the office of Walter Weir, 
Inc., 250 W. 57th St. 

Except in New York, where rights 


to the series is shared by the News 
and the Times, Harcon will fran- 
chise one newspaper in a market. 
Other newspapers thus far participat- 
ing are the Chicago Tribune, Cincin- 
nati Enquirer, Dallas Morning 
News, Philadelphia Bulletin, Port- 
land Oregon Journal, St. Louis 
Globe-Democrat, Salt Lake Deseret 
News, and San Francisco Chronicle. 

The newspapers pay for the 52-ad 
series in proportion to their one-time 
open line rate. ‘They may sell a single 
full page to one or several local or 
national advertisers, and may use the 
ads in any order they want to tie in 
with local or national dates or 
events. Harcon suggests reprints of 
the ads for poster use in factories, 
stores and other places, and offers a 
small four-page folder reproduction 
of each of them. 


Who Sponsors? 


The first 13 weeks of the series 
emphasizes America as “a good place 
to live.” In succeeding 13-week cy- 
cles, individual ads dramatize “our 
rights and privileges;” “the wonders 
we enjoy,” and “opportunities for 
the future.” 

In addition to “public service,” 
Mr. Goldman and Mr. Renner 
pointed out that the sale for spon- 
sorship of a single “Portrait of 
America” ad weekly would increase 
the annual advertising volume of each 
newspaper participating by 125,000 
lines or more. The plan would “de- 
velop new advertisers and additional 
linage . to offset fall-offs due to 
merchandise shortages and scare buy- 
ing.” It would also tie in with other 
campaigns on mobilization themes. 

“Just as merchandise is_ sold 
through a sound sales plan,” they ex- 
plained, the campaign would be ad- 
vertising and merchandising to sell 
Americans on American rights and 
privileges. Participating mewspapers 
will publicize the series and present 
it to churches, schools, clubs, business 
and other groups, and will help de- 
velop displays and other merchandis- 
ing tie-ups. 
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BACK IN D. C. . .. is David B. Carson . . . this time as the 
new director of the Iron and Steel Division of the National Pro- 
duction Authority. This isn’t the first Washington stint for 
steel-man Carson. During World War II he was chairman of 
the Stainless Steel Conservation Committee of the WPB and 
a member of the WPB’s .Stainless Steel Advisory Committee. 
No man, better attuned to steel than Carson, could be given this 
important post. Practically his entire business life has been spent 
working with steel. (As a young Ohio State grad—civil engi- 
neering—he worked as a rodman on the T & OC Railroad.) 
‘Two years out of college he took his first steel post: clerk with 
Carbon Steel Co. Mostly he’s worked in the sales end of the 
steel business. By 1937 he was v-p in charge of sales for Sharon 
Steel and from ’39 to ’44 he was a v-p of Pittsburgh Steel Co. 
For the duration of his Government job he’s on leave from 


Sharon, where he’s been v-p in charge of sales. 


DOUBLE BIRTHDAY .... at the moment Aage QOvistgaard- 
Peterson, president of Wesson Oil and Snowdrift, Inc., is about 
to cut the cake that marks the golden anniversary of Wesson’s 
first-born product, Snowdrift. At the same time he’ll be doing 
a little celebrating on his own: He’s been with the company 26 
years. Danish-born, Mr. Peterson (‘“Mr. Pete” to the em- 
ployes) is a most unlikely person to find in Creole New Orleans. 
Raised in a family of grain merchants and oilcake importers, 
he came to Louisiana in 1907 to handle export trade from the 
Gulf. In ’25 he stepped into Wesson as v-p, and 10 years later 


became its president. Personable, high-voltage Mr. Pete arrives 
at his office by 8:30, works all day Saturday, knows hundreds 


of his 5,000 regular employes by their first names. He controls 
the destinies of the company’s 89 cotton gins, 65 crushing mills, 
its six refineries, six shortening factories and miscellaneous 
physical properties dotted along the Gulf of Mexico. He belongs 
to almost every club in town, collects fine oil paintings and old 
silver for fun, hates the formality of “Corapany, Inc.,” prefers 
“the Wesson Oil People.” 


42 SALES MANAGEMENT 


rom 


BY HARRY WOODWARD 


GUY GILLETTE 


DARING & DISTANCE . . . often go together, wryly 
admits William B. Carr, M/cCall’s new v-p and adver- 
tising director. His family thought he’d make a cracker- 
jack lawyer, sent him from Houston to Harvard with 
legal ideas in mind. But big, blonde Bill Carr wanted 
to be a salesman. After a year at Harvard, with Houston 
thousands of miles away, he became one! Moral: If you 
have obstacles, put a little distance between you and them. 
Until recently, and since ’43, Bill Carr has been advertis- 
ing manager of Time. Joined the Luce publication in ’34; 
three years later he was Chicago manager. But his first 
job was selling space on the now defunct Mentor... The 
year of the depression found him working for New York 
City’s Central Hanover Bank & Trust Co., starting in 
the New Business Department. ‘Three months—not years 
—later he was elected assistant secretary, making him 
one of the youngest officers of any metropolitan bank. But 
he had printer’s ink in his veins (He once wanted to be 
a writer.) and that’s where Time came into the Carr 
picture. The “B” in his name is for Bouvard. “Mother 
read a French novel before | was born,” he joshes. 


ENT 


ANOTHER LAWYER .... who never practiced Law, is the 
handsome gent here. The name: E. A. DeBaggis. He’s the 
new national sales manager for Boyle-Midway, Inc., a division 
of American Home Products Co., Inc., and he comes to B-M 
with a large chunk of sales management experience. He was a 
pioneer in early radio merchandising with the old Sparks- 
Withington Co., selling Spartan radios. (He was responsible 
for introducing the use of radio communication to police 
departments—sold the first equipment used for this purpose.) 
Lever Brothers, recognizing a solid salesman, selected him for 
an executive training program, sent him out as a salesman in 
the tough New England market. He became a supervisor for 
the company in the Midwest and, before he left Lever, 
was made regional manager in charge of all Lever’s sales west 
of the Mississippi. He’s been with American Home Products 
15 months, has worked in several of its divisions. Now he’s 
busy loading his sales guns with ammunition to put over 
Autobrite, one of the new silicone car polishes which created 
excitement in merchandising circles this year. It’s Boyle- 
Midway’s newest baby, and a proper challenge. 
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ONLY 3 HOURS DAILY TO 
---6Ve To Get Ready! 


Summary By Hours of Activity 


SELL !! 


Administration 


30 


eee 


7\"4 Hours) 9A.M. to 5PM (lunch 45 min.) 


Source Ait Reduction Co -NY 


HOW DOES an industrial salesman spend his time? When Air Re- 
duction stop-watched the routines on two days of two veteran 


What Air Reduction Is Doing to 
Increase Effective Selling Time 


Minutes 


Traveling 


\ | Hour -15 Minutes 


\ 131% 


/ 3 Hours 
re a | 316% 


45 
Minutes 
79% 


Waiting 


When your average industrial sales call costs $10 plus an- 


other $10 per call just to back it up with supervisory services 
you have ample reason to ask yourself: Could routing be 
improved? Waiting time reduced? Administration curbed? 


Ever take a real look at the costs 
of your selling operation? 

We did—and it was an eye-opener. 
Something like $10 per selling hour! 
That’s just for the salesman. 

On top of that comes the cost of 


the district supervisory and office 
sales personnel who back up the 
salesman. That’s another $10 per 


selling hour! 

That makes a total of $20 of field 
sales expense for every hour each one 
of our salesmen spends in direct con- 
tact with customers and prospects. 

‘That’s no insignificant item of ex- 
pense for a nationwide sales organiza- 
tion with diversified products. One 
division sells industrial gases, weld- 
ing and cutting equipment and sup- 
plies; another sells solid, liquid and 
gaseous carbon dioxide, a third sells 
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medical and dental gases and equip- 
ment. 

Our markets are diversified: from 
steel mills, railroads and automobile 
manufacturers to beverage bottlers, 
hospitals and garages. Applications 
vary from machine gas cutting of 
heavy steel plate, arcwelding the 
steel beams of an office building and 
refrigeration of perishable cargo to 
anesthesia in a hospital. That $10 
per selling hour our salesmen may be 
working on an order for $5,000 of 
beverage gas requirements, or $50,000 
to equip the operating rooms of a 
hospital, or $100,000 worth of oxya- 
cetylene cutting machines for an auto 
plant. 

We know we have a big invest- 
ment in our sales force, 

But as for the costs of running the 


Chartistics—By Bradford Flint 


salesmen it came up with data that will help management get a 
true picture of its sales call problems. Have you made a check up? 


sales operation, expense budgets and 
ratio of expense to sales have until 
recently been our sole cost indices. 

Our production people can tell us 
to the hundredth of a cent what it 
costs to make a cubic foot of oxygen; 
our transportation experts know the 
shipping costs of that gas with the 
same exactness, and our accountants 
have figured the cost of an invoice 
and how many seconds it takes to 
type one. 

But these individuals have mechan- 
ized with assembly line procedures 
which provide for accurate cost de- 
termination, analysis and_ control. 
These are cases of human_ beings 
working on a _ uniform, inanimate 
product in exactly the same way, 
whereas the salesman is dealing with 
an animate and unpredictable buyer. 

Notwithstanding, it is possible to 
get some unit costs on the selling 
operation. While we don’t pretend 
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Air Reduction Co., N.Y. 


SALES MANAGEMENT 


and 
until 


I] us 
at it 
gen; 
- the 
- the 
tants 
voice 
s 0 


-han- 
lures 
+ de- 
trol. 
eings 
mate 
way, 
with 
uvyer. 
le to 
Jing 
tend 


Traveling Waiting 


URBAN 


STOP WATGH ON A SALESMAN'S DAY 
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YOUR SELLING DAY probably is shorter than you think even day . 
though your high income industrial salesmen put in 9!/, hours a 


that these costs are accurate to the 
last decimal place, they are definitely 
good enough to be useful. 

We undertook the study of selling 
time and expense when the sales 
vice-president brushed aside a lot of 
assumptions and recollections of his 
earlier days as a salesman and asked: 
“What do the salesmen actually do?” 

Since existing literature on the 
subject was inadequate or inapplic- 
able, we had to make our own sur- 
vey. From the standpoint of accuracy, 
supporting details and _ objectivity, 
we preferred on-the-spot time studies 
to questionnaires, even though the 
former would have to be limited be- 
cause of time and expense considera- 
tions, 

We settled for two days apiece 
with two veteran salesmen, both 
highly rated by their managers. One 
man’s territory was urban. The other 
man’s territory was suburban and 
tural. We preferred topnotch veter- 
ans because there would be little or 
no reaction to the presence of an 
“outsider.” They knew their work, 
they knew they were good, so there 
would be no temptation to put on a 
“Show.” 

If these salesmen felt at the end 
of the day that the happenings of the 
day were typical of most of their days 
‘and they and their managers did), 
we would then have a worth-while, 
irst-hand journal which could be 
distilled for facts. 

_It should be emphasized that this 
held survey was not intended: (1) 
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to be a fault-finding expedition; (2) 
to establish standards of perform- 
ance; (3) to furnish an accurate 
time-study, cross-section of the sales 
force (although we later confirmed 
the findings in checking with other 
salesmen). These points were made 
clear to the managers concerned and, 
most important, to the salesmen 
selected. 


Three Findings 


At the end of the field trip, we 
broke down our findings into three 
parts: 

1. A brief chronological narrative 
(See “Diary of a Salesman’s Call,” 
p. 46), checked by the salesmen. 

2. The time study analysis, where 
we examined the number of calls and 
contacts made, and averaged the time 
per call by type of territory and ac- 
tivity. 

3. Salesmen’s attitudes and sugges- 
tions on such things as sales training, 
incentive compensation and _paper- 
work (always a favorite). 

“Stop Watch on a_ Salesman’s 
Day” answers the question ‘What 
do the salesmen do?” and aids in the 
interpretation of the figures in “Only 
3 Hours Daily to Sell!” 

It is worth-while to distinguish 
between “calls” and “contacts”: A 


“call” is a trip to a particular ac- 
count to see one or more people. A 
“contact” is a person of buying influ- 
ence who has been seen. 

In the first case, the call explains 
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. . as Air Reduction found in studying the work patterns of 
two of its veteran salesmen on two days in their two territories. 


the reason for travel to a certain 
town and for the mileage expended 
(useful in calls per day and miles 
per call ratios). 

In the second case, contacts ex- 
plain the time (The salesman might 
spend all day with one account, for 


one call.) and also indicate the 
“depth of penetration” or extent of 
cultivation. In short, contacts are 
important qualifiers of calls. 

Since the majority of larger ac- 
counts are urban, it is to be expected 
that waiting time will be longer and 
contacts (but not necessarily calls) 
more numerous in urban as compared 
with rural territories. Conversely, 
travel time runs higher in the coun- 
try, although there can be wide varia- 
tions within a city, as “Stop Watch 
on a Salesman’s Day” shows. 

While “Stop Watch on a Sales- 
man’s Day” shows averages only for 
the 9 to 5 “normal” calling day, our 
survey covered the entire working 
day. We did that because you cannot 
increase calls, or selling time per call, 
unless (1) you reduce the time spent 
on non-selling activities during the 
hours of 9 to 5; (2) you switch a 
portion of non-selling activity out 
of the 9 to 5 category. “Only 3 Hours 
Daily to Sell!’ shows this breakdown 
by activity. 

Our findings showed an average 
of 914% hours of work per day, of 
which only three were spent in con- 
tact with customers and prospects— 
only three hours to do the selling job! 

Immediately we asked: 
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DIARY OF A SALESMAN'S CALL 


I left home at 8:25, driving to city to see ........ , a dealer. 
1 arrived at 9:18. General conversation. 
order for special stock. Dealer complained 
ment, which was not in quantities and types ordered, then in- 


quired about some equipment items. 


I left premises at 9:28 to get price book from car to quote 


on these items, 
9:32 to 9:36, 


cussed prices 


prices 


dealer 


equipment needs of several nearby customers. 


dealer 9:43 to 9:50. 
to 10:07. 


Dealer requested supply of leaflets on equipment items. I called 
office at 10:11 on special supply order to check inventory, then 


switched to order 


Shipment did not correspond with my order 
phone conversation (in presence of dealer) ended at 10:23. I 


took routine supply order 


I left at 10:43. 


versation. 


returning at 9:31. 
9:37 to 9:38. General conversation. 
and specifications of equipment items. 


Dealer took care of a customer 


section on question of incorrect shipment. 


for replacement stock. General con- 


I took a $410 supply 
of last supply ship- 


‘Telephone calls for 
Dis- 
Discussed 
Telephone call for 
from 9:54 


as filed. 


My tele- 


1. Could the routing be improved ? 
No. 

2. Could waiting time be reduced ? 
No. 

3. Could travel and administra- 
tive time between the hours of 9 to 
5 be curtailed? Scarcely. 

The sales managers felt what ob- 
servations indicated: that the sales- 
men were spending about the right 
amount of selling time on each call 
—not rushing, not lingering. So we 
were face to face with the irreducible 
minimum of non-selling time. 

Then how could selling time, or 
the number of good selling calls per 
day, be increased? Obviously, it 
couldn’t, unless our salesmen were, 
as a regular procedure, to take cus- 
tomers and prospects to lunch. How- 
ever, that course involves additional 
expense, is subject to abuse, and is 
debatable as to policy and results. 


Add Up Costs 


The conclusion is inescapable. An 
experienced salesman, properly routed 
and managing his time well, prob- 
ably won’t average more than three 
hours of selling time daily. 

It was at this point that we looked 
into our average cost per salesman: 
salary, commission, travel expense 
and company contributions for Social 
Security, unemployment insurance 
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and employe benefits. Let’s say these 
items add up to a round figure of 
$600 per month. Our salesmen usu- 
ally work five days per week, for an 
average of 20 working days per 
month on a yearly basis. Selling time, 
at three hours per working day, comes 
to 60 hours a month, giving us that 
selling time cost of $10 per hour. 

To us, selling time is the payoff 
time —the basic reason for having 
salesmen. All other activities are 
necessary evils. You can figure the 
hourly cost on a “portal-to-portal” 
basis, but those minutes of produc- 
tion actually spent with customers 
and prospects are what count: There’s 
where orders are secured and con- 
tracts signed. ‘Those minutes are the 
climax of all our advertising, pro- 
motional, planning, supervisory and 
training efforts. 

We also examined our other field 
sales costs: sales managers and their 
assistants, secretarial and sales rec- 
ord help, order clerks and sales cor- 
respondents. We _ discovered that 
these field costs for backing up the 
men on the firing line usually equalled 
the direct costs of the salesmen. In 
other words, our field sales overhead 
was about 100% of our direct selling 
costs, or another $10 per selling hour. 

Horrified accountants might shout: 
“Your cost per selling hour is ex- 
orbitant!” But is it? After all, selling 


time is limited, and no compensatioghl 
plan, sales talk or jet plane will alte 
that fact. It is important for us j 
sales management to look at that 
ure from a positive viewpoint: Self 
ing time isn’t costly; it is valuable 

So we are taking a good look at ¢ 
sales training, to find out if we a 
doing enough for our salesmen 
make the most of their limited sellig 
time, to make every call count. W 
want to be sure that our sales trai 
ing is more than continuous, that j 
is continuously upgraded  towa 
more advanced product knowledgg 
salesmanship know-how and _ sale 
man self-management. We _ don 
want our salesmen to be just car 
takers of existing accounts, or j 
solicitors of new business. We wa 
them to be creative salesmen, appl 
ing imagination and knowledge to 
our biggest opportunity for expande 
sales volume, by selling those wh 
do not now use our types of product 


New Salesmen 


When competent veteran salesme 
feel they could use more knowledg 
of products and successful sale 
strategies, what must be the case ¢ 
newer salesmen, less competent saleé 
men, with their deficiencies an 
needs? What’s being done by o 
sales managers to find those w 
spots, and having found them, what 
being done to correct them? 

This survey raised other relevat 
questions: Is there two-way cof 
munication between the salesmen af 
their managers? Are the salesme 
really satisfied with present ince 
tives? Do they find price lists a 
catalogs easy to use? And so on. Sin 
our findings were based on only 
salesmen. 

Thus a host of normal questi 
have become more meaningful af 
urgent by a time study related 
expense reports. In addition, @ 
vardsticks have been developed. In 
are useful for tying in every- 
sales activities to the over-all prd 
and loss statement. These yardstiel 
aid in evaluating more realistica 
the direction and amount of sales & 
fort as between markets, accounts att 
channels of distribution. They p\ 
extra steam into the principle of sel: 
ing for profit. 

To sum up, selling time is valt 
able because it is limited. It is 
valuable that it clearly justifies mo" 
investment for improving the sale 
men’s efficiency. With better sae 
training and supervision, with bette 
sales aids, and with a more selectitt 
direction of sales effort, we are °c 
tainly making that limited sellist 
time more profitable to the compa! 
—and to the salesmen. 
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TELEPHONE LINES 
ARE HUMMING 


THIS COUNTRY’S telephone service is one of its 
greatest assets in time of emergency. It unites 
millions of people — helps thousands of busi- 
nesses to get things done quicker — and is a 
vital part of our national defense. 


Since 1941, the Bell System has increased 
the number of telephones by more than 
16,000,000, There are nearly twice as many 
now as nine years ago. Billions of dollars 
have been spent for new telephone equip- 
ment of every kind. The number of Bell 
Telephone employees has increased to more 
than 600,000. 

All of this growth and the size of the Bell 
System are proving of particular value right 
now. One reason this country can outproduce 
any other is because it has the most and the 
best telephone service in the world. 


BELL TELEPHONE SYSTEM i 


Elements of Inland Steel's 
Prize-Winning Direct Mail Plan 


This famous producer had a bit of a problem on its hand 


when it set out to sell its only consumer’ product directly 


to users. Prospects thought of Inland only as a raw mate- 
rials maker. The solution won DMAA's "Best of Industry” 


Inland Steel Co., Chicago, won 
first prize in the metals and alloys 
classification for “best of industry” 
direct mail campaign contest held by 
the Direct Mail Advertising Asso- 
ciation, Inc. Its winning promotion 
was built around a single product, 
Inland-Way Safety Plate. 


Aim at Targets 


The entire campaign was pin- 
pointed at specified targets, says Wil- 
liam E. Geidt, advertising manager, 
and was put into operation last Janu- 
ary at a time when, as he puts it, “It 
looked as though we’d have to do a 
selling job on steel.” 

Inland 4-Way Safety Plate is sold 
to the industrial market for a great 
variety of applications involving safe 
footing or increased traction for 
vehicles. Basically, the total market 
for the product can be divided into 
three sub-divisions: (a) maintenance 
and repairs, where it is used to re- 
place worn flooring, steps, platforms, 
etc.; (b) original equipment, where 
it is used as an integral part of a 
new piece of equipment or vehicle 
manufactured for resale; (c) new 
construction, where it is used as 
original material in a new structure 
or building. 

In these three sub-markets many 
different individuals, with many dif- 
ferent job-functions at different lev- 
els, purchase or influence the pur- 
chase of the plate. Inland 4-Way 
Safety Plate is marketed through 
two channels of distribution. Gen- 
erally speaking, carload quantities 
are sold directly from the mill; less- 
than-carload quantities, through a 
network of Inland distributors who 
are steel warehousing organizations. 

The award-winning campaign was 
based on a series of four direct mail- 
ings aimed at reaching what the man- 
agement considered to be a group of 
the most important individuals in the 
market. The total list numbers ap- 
proximately 70,000 names. 
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Two types of information were 
offered: A 12-page catalog completely 
describing the product and a sample 
kit containing actual pieces of Inland 
4-Way Safety Plate. In most cases 
there was direct follow-up, either by 
Inland or distributor salesmen, to 
those who requested the catalog or 
the sample kit or both. 

To supplement the direct mail ef- 
fort, a space advertising campaign in 
business papers was developed to 
reach the individuals considered im- 
portant in the purchase of the plate. 
Only the 12-page catalog was offered 
in these ads. Respondents were 
screened and follow-ups made when- 
ever this was considered advisable. 

Both the direct mail and business 
paper campaign were merchandised 
to Inland distributors on two levels. 
Distributor sales managenients were 
reached with the help of a “campaign 
presentation book” describing in de- 
tail the aims and methods of the In- 
land program and soliciting their co- 
operation. Distributors’ salesmen were 
then shown a sound slidefilm cover- 
ing the characteristics of the product, 
the markets and the Inland promo- 
tional program for 1950. Thereafter, 
distributors’ salesmen and manage- 
ment men received monthly “re- 
minder” bulletins to keep their in- 
terest in the campaign at a high level. 

One of the most important links 
in Inland’s carefully prepared selling 
program was the well-illustrated 
campaign presentation booklet titled, 
“How to Turn Steel into Profits— 
A Good Trick Completely  Ex- 
plained.” This reviewed the program, 
step-by-step and called to attention 
the fact that free advertising material 
was available to tie-in local advertis- 


Based on an interview with 
WILLIAM E. GEIDT 


Advertising Manager 
Inland Steel Co. 


ing and promotion with Inland’s na. 
tional campaign. 

The 12-page catalog was presented 
in another pocket of the booklet, plus 
a smaller folder for salesmen titled, 
“Answers to Your Questions.” The 
catalog further explained these points: 
(1) what the 4-Way Safety Plate is: 
(2) what it is used for; (3) what 
are its advantages; (4) what are its 
fabricating characteristics; (5) how 
it can be applied; (6) how industry 
uses it; (7) in what sizes it is avail- 
able; (8) where can it be obtained, 

The presentation also carried sam- 
ples of envelope stuffers, available 
with the distributor’s logotype im- 
printed on them, for use in routine 
correspondence. Two of these were 
blotters, a third a small, 4-page fold- 
er and, ““They remind your accounts 
to ask your salesmen about a 4-Way 
whenever the need for satetv plate 
arises.” Distributors were _ told: 
“Order a supply ... just state your 
needs on the inclosed order blank.” 


Film: "Market Unlimited" 


Promoting the use of Inland’ 
sound slidefilm is another message 
titled ‘Market Unlimited.” This 
says: 

“Here’s an interesting and easy-to 
digest sound slidefilm tor salesmen 
carefully prepared to bring to your 
salesmen a quick picture of the grow- 
ing market for Inland 4-Way Safet) 
Plate; selling features of 4-Way; 2 
few proven sales methods which wil! 
result in additional income for your 
salesmen and your company this year, 
and every year! It’s the easiest and 
quickest method of telling your men 
the story of 4-Way Safety Plate.” 

Monthly sales bulletins aimed to 
keep the distributor salesman it 
formed and give a series of lifts to 
his morale, stimulate him and other- 
wise qualify him for order-taking 
have been issued consistently through 
out the campaign with this nudge t 
management: ‘“Well-informed_ sales 
men get the orders.” 

The Inland Steel Co. is one of the 
nation’s largest integrated producers 
of steel, largely carbon steel. Its + 
Way Safety Plate is one of the few 
products sold in finished torm read| 
for final use. The company’s majo 
products are sheets, strip. plates 
structural shapes, tin plate, bars ane 
rails. 
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im Maybe your business is coming easier these days. Or maybe it will soon, | 
utine Maybe you're sold right up to the hilt. Maybe you will be soon. 
Fold So your salesmen, unless they are cut from a more angelic pattern than is gen- 
ouaél erally the case. have quit beating the bushes for business. They are spending most 
Way of their time with the best of their biggest customers and prospects, 

plate They may be spending most of their time explaining why deliveries are slow or 

told: why the ‘y can L promise all that the customer wants. They aren't trying very hard 

ae to see individuals of influence in c ompanies they can’t supply right now. 
“ So what do you do about the rest of your market? 

Do you let them forget you? Do you overlook what so many sales executives 

land’s learned only a few years ago—that six months or six years from now you'll be mak- 
essage ing passionate love to eve ry prospect you can get to pay you the time of day! 

This No, we don’t think that any sales executive who is out of knee-pants will know- 
one ingly make that mistake again. 
esmen P ame 4 

wai There’s only one sure way to maintain contacts with prospects you 
grow: don’t want to sell now—but will surely want tomorrow. 
a Advertising. Not advertising the way you think of it when you're out after sales 
Sill volume. Advertising. you ‘oa is simply a high-speed. low-cost means of commu- 
- your nicating with customers and prospects eve rywhe re. anytime. under any and all 
: year, conditions. 
t and Properly planned and well prepared, it can help you maintain a sound founda- 
/ = tion for future business in many important segments of your market where sales 
ed to contacts have diminished or vanished. 
n it It can be done in such a way as to keep prospects familiar with what you make | 
ifts to without embarrassing you w ith a flood of unwanted demands for your produc ts or 
other- services today. | 
— The Schuyler Hopper Company staff helped sales executives work this out during 
fi t( the last war and is helping some of the same sales executives and many others do | 
sales a comparable job today. We'd be gl id to sit down and review your own situation 

without obligation. | erhaps there's a way we can help you on this piece of your 

rie the sales operation without disturbing your regular agency arrangement. 
ducers 
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‘‘‘DITCH-DIGGING’ ADVERTISING THAT SELLS BY HELPING PEOPLE BUY’’ 
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Packaging to Sell 


CARTON IN THE SHAPE OF A WINDMILL makes an attractive 
dress for deKuyper Cordials. The blades of the windmill are yellow 
and brown; the mill itself is green with an orange roof. Vari-colored 
tulips outside of a white fence appear at the base of the mill. The 
two doors on the windmill open out and display the label of which- 
ever deKuyper bottle is inside. Box by American Coating Mills. 


CARRIER CARTON holds five quart cans of oil and has been de- 
signed to provide more multiple sales, better display, tool-proof 
separation of easily jumbled units, lower handling costs, and faster 
transactions on the sales floor. Carton top forms handle. Made for 
Montgomery Ward & Co. by the Gardner Board and Carton Co, 


TRANSPARENT PLASTIC BAG serves as a protective wrap for the 
coupling shown in the upper left-hand corner. It is a product of 
Aeroquip. Directly below is an air brake diaphragm manufactured 
by Linear, Inc. An unprinted cellophane envelope permits easy prod- 
uct identification. On the right is a silver reclaiming cartridge unit 
in a waterproof Pliofilm container designed for Gopher Laboratory. 
All three practical new wraps were produced by the Milprint, Inc. 


A "TRAVELING POSTER" that carries several eye-appealing sales 
messages with each television set is regarded as a full-fledged mem- 
ber of Admiral Corporation's promotion team. A multi-colored 
corrugated shipping box, it is being utilized to build up product 
identity in making an impact on potential customers and sales per- 
sonnel. The sturdy box was fabricated by the Stone Container Corp. 


Rubberset's new “Joe The Bar- 
r unit gets a wonderful re- 
ception from retailers. It displays 
7 shave brushes under “Joe’s’’ 
Plastic apron. This merchan- 
diser, as created by Consoli- 
dated, is pilfer-proof and dust- 
free. Ad agency for Rubberset is 
Doherty, Clifford & Shenfield, 
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A before-and-after showing of 
P. Lorillard’s Muriel Cigar label. 
Modernized label (right, above) 
as lithographed by Consolidated, 
is every bit as smart and up to 
date as the re-styled Muriel 
Cigar it identifies. Muriel’s ad 
agency is Lennen & Mitchell. 
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—hard to see! No display value! 

Being in the display business . . . we say 
scat to “em. Our line is honest-to- 
goodness, can’t-be-missed point of purchase 
selling aids. The kind that get up, stay up 
—and sell, sell, sell—night and day. Our 
merchandising people dig up the facts 
about your product. Then our creative 
staff designs your display, package or label— 
and endows it with 9 full cat lives of 
high-powered selling. To make sure 

your point of purchase program 

is producing, consult 


the Man from Consolidated. 


LONSOLIDATED Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office and Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 


LOCAL PRESTIGE IS Y\\ 1, j)) (ame 
IMPORTANT IN PACIFIC COAST “2B\\\UL Lo) fy/— 


NETWORK RADIO, TOO! iad? ee Re 


1. LEE’S NETWORK PRESTIGE is “home-town” prestige in 4k 
important Pacific Coast marketing areas—and in 24 of these markets, Don Lee has the only network radio outlet 
That, above all else, explains why Don Lee is the only network designed for complete local Pacific Coast radios 
coverage. a 

With Don Lee, there is consistently good reception by Pacific Coast listeners because Don Lee—and only Daf 
Lee—was built to meet the special Pacific Coast reception problems. Great distances between markets, mountain} © 
ranges (5,000 to 14,495 feet high) and low ground conductivity made it advisable to locate network station 
within each of the many vital marketing areas, That’s why the best, most economical coverage for the Pacific | 
Coast is obtained with Don Lee’s 45 local network radio outlets. ' 

Only Don Lee offers advertisers all the advantages of local selling, local influence and local prestige. Thats 4 
important in selling and it’s an exclusive Don Lee network selling advantage. : 

With Don Lee you get local product acceptance where you want it—to meet your specialized marketing prob & ; 


LEWIS ALLEN WEISS, Chairman of the Board * WILLET H. BROWN, President - WARD D. INGRIM, Vice-President in Charge of Sale | 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA « Represented Nationally by JOHN BLAIR & COMPAN! 


Of 45 Major Pacific Coast Cities 


ONLY 10 3 8 | 24 


have stations have Don Lee have Don Lee have Don Lee 
of all 4 and 2 other and 1 other and NO other 
networks network stations network station network station 
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lems. You buy coverage to fit your distribution. No waste. You buy only what you need. 
outlet 


Only Don Lee can broadcast your sales message to all the Pacific Coast radio families from a local network 

st radio station located where they live and where they spend their money. It’s the most logical, the most economical, the 
“best received” coverage you can get for the Pacific Coast. 

ly Don} = That’s why Don Lee consistently broadcasts more regionally sponsored programs than any other Pacific Coast 

yuntain fi network. 


pe Don Lee Stations on Parade: KXKOB-—STOCKTON, CALIFORNIA 
Pacili 
Within easy listening distance of KXOB’s 1000 watts live 205,800 people who annually spend more than a 


Thats quarter billion dollars in retail stores. When you buy the Don Lee network you get localized coverage 
“from within” this and 44 other important Pacific Coast markets. Only Don Lee offers this kind of selling 
g prob impact—where the people live—where they spend their money. 


ve | The Nation’s Greatest Regional Network 
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He set the pace and the pattern for Harnischfeger's boom- 
ing farm welder sales. Here's a story to delight the hearts 
of those who believe there's no age limit on energy and 


imagination in creating and operating a sales program. 


‘The dream of a tail wagging a dog 
has got a 68-year-old sales executive 
beating the drums with all the vigor 
of a junior salesman. The dog is 
Harnischfeger Corp., Milwaukee, 
manufacturer of gigantic excavators, 
industrial cranes, prefabricated houses 
and various heavy equipment. The 
tail is the company’s farm welder in- 
fant. 

The sales executive is P. H. 
Sackett of Harnischfeger, who thinks 
unlimited sales potential may make it 
possible for the company’s midget 


welder to outdistance in sales volume 
the electric cranes and hoists and 
other industrial tools on which 
Harnischfeger built its business for 
more than 65 years. 

Outside observers, noting the 
fervor Mr. Sackett has injected into 
his salesmen, the merchandising pro- 
grams he has worked out and the 
thoroughness of his promotional ven- 
tures, concede there is a_ possibility 
Mr. Sackett is right. 

For the quarter century preceding 


When a 68-Year-Ok 
District Manager 
Hit the Road... 


of the Harnischfeger Minneapo 
District. He and his men hunted « 
buyers on the Minnesota iron rang 
for the big power shovels the cor 
pany manufactures. 


They sold welders for industri 


uses; they worked with planners | 
ordnance plants during the last we 
to supply plants with electric cra 


and hoists. Mr. Sackett didn’t thin 


too much about handling an orde 
for a $170,000 shovel, and a $35 
000 crane project was only a lit 
out of the ordinary. 

While handling that wartime « 
tivity Mr. Sackett noted an odd thin 
that offered both a challenge and 
possibility. The Army, during the 
days, was getting all the pow 
shovels the company turned ot! 
Arsenals and other war plants he 
priority on all the cranes. That did 
leave much in the way of salabi 


last April, Mr. Sackett was manager 


articles, for a company that was bu 


P&H FARM WELDER 


TRIAL OFFERS MAKE SURE SALES 


Every dealer who has put welders out on trial has found a ne¥ 
way to produce sales. 


Only the most interested people accept trial offers — they inten! 
to buy if satisfied. 


There are times when a trial machine will stop the purchase of # 
competitive welder, even though it has been delivered. 


The P&H Model TR-180 will sell itself over competitive welden 
— especially if the buyer has the opportunity to try 


Let your prospects try a P&H Model TR-180 true farm welde 
for 10 days, with no obligation to buy it. 


To try it is to buy it. 
They don’t come back. 


Y our customer will thank vou for the chance 


P. H. Sackett, the man who started it all, and one of his dealer bulletins. 
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heres no such 


NIMAL! 


onfusion now hath made his masterpiece” 


yc 


Shakespeare (of course) 


neapo 
ited 0 
nN rang 


1€ COM Trust the immortal Bard to pre-label one of 


dustrge most impossible creatures ever conjured: up 
ners / 
ast wé 
> cran@ictually each reader is a local reader . 

"t thir 

n off interested most in persons, places and events 


by modern brain: The National Reader. 


A - that are closest to him. 
a itt 
e,2e 
ime The extra effort of LOCAL Editing pays off 
dad thin 
, + . . . for the reader . - . for the advertiser 
1g thes Readers get what they want in the Greater readership means greater adver- 
powe Locally-Edited Magazines ... we have tising value . .. you have success stories 
ed ou! readership figures to prove it! to prove it! 
ints he 
at did’ 
salah © © 
was bu 
Locally-Edited 


full color rover’ 


jf Uniformity 


\ iol - 
a Te" positives 


ATLANTA JOURNAL 

COLUMBIA STATE e 
COLUMBUS DISPATCH 

HOUSTON CHRONICLE 

INDIANAPOLIS STAR ° 
LOUISVILLE COURIER-JOURNAL 
THE NASHVILLE TENNESSEAN 
NEWARK NEWS a 
NEW ORLEANS TIMES-PICAYUNE-STATES 
SALT LAKE CITY DESERET NEWS 

SAN ANTONIO EXPRESS a 
ST. LOUIS GLOBE-DEMOCRAT 


v erteired combinations 
4 Saturation coverage 


Twelve weekly newspaper magazines featuring The Local 
Touch for highest reader interest, greater advertising value. 


° TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY 


Contact any of the following Representatives: S:anham Co., Cresmer 
® and Woodward, Jann & Kelley, John Budd Co., Kelly-Smith Co., 
O'Mara & Ormsbee, Osborn, Scolaro, Meeker & Scott. 


on a sales incentive plan. 

But small welders kept on coming 
through. They had a high priority, 
the Government apparently reasoning 


they should be available because 
farmers couldn't get new machinery 
or new parts, so they should have 
welders available to keep existing 


farm machinery operating. 
Between war equipment 
running into the many thousands, 
Mr. Sackett and sales engineers ex- 
perimented with the little welders, 
which brought about $200. ‘They fig- 
ured the welder should be so simpli- 


orders 


radio stations everywhere 


. 
~ 
TPN, 
‘dP 


PEM 


, vA 4 
agora aecggptiod 


but-only one(,) 


“4° 


fied that a farmer could easily learn 
to operate it. 

They spent unhappy months study- 
ing the then existing system of selling 
welders to farmers. ‘They studied 
sales costs and potential credit losses. 

Then, last spring, Mr. Sackett was 
ready to move into high gear with 
his welder. He turned over district 
managerial duties to men he had 
trained, and set himself up in offices 
across the hall, where he could de- 
vote his entire time to developing a 
market on the farm for what had 
been up to then an industrial product. 


NASHVILLE 


If vour sales curve is showing signs of anemia, what it needs 


to bring it back to a healthy growth is a concentrated diet of 


the sales-rich Central South. 


And to deliver that Central South 


CLEAR CHANNEL 
50,000 WATTS 


on a platter, just call on the region's number one sales 


maker — WSM. 


facilities capable of turning out 


A talent staff of over 200 people. production 


17 network shows weekly 


WSM's current score) and 50,000 watts are combined in WSM 


to make an extraordinarily effective advertising medium... 


Want proof? Ask Irving Waugh or any Petry Man. 
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Mr. Sackett knew his compa 
had to continue to sell through far 
equipment distributors, If the co 
pany were to sell direct to tarmers 
would become bogged down in cre 
its, collections and bookkeeping op 
ations. He also realized the Hg 
nischfeger f welder would 


tarm 
just one of many items on the bog 
of farm equipment distributors, 
he had to devise some system of gg 
ting the welder demonstrated 
sold, 

The answer, company executi 
agreed with Mr. Sackett, was a s 
organization that would work wy 
distributors and dealers. Harnisd 
feger would have distributors wi 
good names in the farm equipme 
business to handle the details of 
and financial operation. | 
they would have at crossroads deal 
who were known to and readily avai 
able to the farmers who would pu 
chase the welders. 

Mr. Sackett set up his sales g 
ganization consisting of six salesmg 
to operate in Minnesota, Wiscons: 
North and South Dakota and Meg 
tana. 


§ 


sales 


What They Drive 


Instead of having them travel j 
private automobiles, at mileage raté 
Mr. Sackett put them in white del 
Chevrolet panel jobs on which ¢ 
virtues of farm welders we 
stressed. 

The salesmen spread out in 
area, pointing out to dealers f 
profits they were missing by failure 
convince farmers they were passi 
up a good thing when they did m 
have a Harnischfeger farm welde 

They cherished — and gave go 
publicity to—instances where far 
ers profited by having welding equ’ 
ment readily available. Typical 
such cases was that of a farmer wi 
was harvesting 400 acres of gra 
had a breakdown of equipment dv’ 
ing a critical stage of the harvesti 
operation, faced a delay of a wet 
or more until the replacement pé 
would arrive, but saved the day? 
stepping over to the farm mach! 
shop and making his own repairs W" 
his own welder—a Harnischfeger. 
course. 

Another instance was that of 
man and his 10-year-old son, % 
saved a co-operative $3,000 by us 
a Harnischfeger farm welder to! 
a metal roof on a building. 

The company has spent consid 
able money authenticating such 
and then has spared no efforts ‘0° 
that the word got around. 

Salesmen have concentrated 00‘ 
ucating dealers to sell the prod 
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Johnson Publishing Company, Inc. 


PUBLISHERS OF EBONY - NEGRO DIGEST - TAN CONFESSIONS 
4 ont 1820 S. MICHIGAN AVE., CHICAGO - 55 W. 42nd ST.,NEW YORK - 427 W. Sth ST., LOS-ANGELES 
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It is the dealer who compiles the list 


of tarmers he considers likely to 
profit through use of a farm welder. 
It is the dealer who arranges for a 
demonstration of the equipment. It 
is the dealer who arranges with the 
distributor to have a suitable number 
of welders on hand for such a dem- 
onstration. In that way, the company 
figures, the dealer develops sales 
know-how which will stand him in 
good stead during the rest of the year 
when the salesman is not around to 
coach him and push him ahead with 
his sales, 


When a demonstration has been 
arranged the salesman arrives in his 
white truck, capable of hauling three 
welders. He assists with the demon- 
stration and sale. He works for the 
dealer, but he never takes any of the 
credit away from a dealer. ( Harnisch- 
feger salesmen who write an order 
in the field turn the order over to 
the distributor in the area. The dis- 
tributor and the dealer get their 
normal profits though they may have 
had nothing to do with the sale.) 

One salesman bore down on a 
dealer in an area that had good sales 


Do you know what 


SAN DIEGO 


spends on furniture-household-radio ? 


1950 S. M. Survey of Buying Power data | 


Louisville, Ky..... $27,076,000 
Toledo, Ohio........ 17,568,000 
Buffalo, N.Y......... 32,062,000 
Portland, Ore....... 26,619,000 


Rochester, N. Y... $21,864,000 
Columbus, Ohio .... 28,821,000 
Des Moines, la... ... 22,259,000 
Providence, R.1.....22,637,000 


SAN DIEGO, Calif. ... $25,794,000 


Ask the 
West- 
Holliday 
man 


San 


You can see by these facts that San Diegans 
“live right’’...in comfortable, well furnish- 
ed homes... that they are both receptive and 
responsive to the right advertising on house- 
hold needs... placed in the right newspapers. 


Your top schedule belongs in the San Diego 
Union and Evening Tribune, where just one 
“buy” covers this concentrated, isolated 
corner of the United States. San Diego 
is 125 miles south of Los Angeles, 
33 miles greater than the distance 
from New York to Philadelphia. 


Parade magazine and the greatest Sunday Comics 
in the country build Sunday reader interest and circulation. 


-biegs 
UNION and EVENING TRIBUNE 


Morning, Evening and Sunday 
in California’s New Major Market 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., Inc. 


New York + Detroit » Chicago » Denver + Seattie + Portland + San Francisco + Los Angeles 
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potential. He found the dealer } 
one welder in stock. It was unde 
counter, turned face to the wall, 
had made no sale in two years, 

During six weeks in which 
salesman made repeated visits to 
area, the salesman and dealer mp; 
50 sales. The salesman left the ; 
temporarily after assuring the de; 
that 50 more sales could be made 
any six-week period he wanted 
pick. 

Mr. Sackett, however, wasn’t g 
ing the dealer a chance to slip by 
into his old lethargy, just because 
salesman wasn’t on hand. He dey 
a set of 18 bulletins on “How 
Sell.”” Each bulletin covers one po 
in salesmanship. They are one-p 
affairs, simply written and in ¢ 
that can be read in a minute or ty 

A typical bulletin stresses wh 
P & H, trade name of the Harnis 
feger Corp., stands in the weld 
industry; tells how the company | 
operated throughout the world | 
more than 65 years. The bulle 
points to operations in seven differ 
plants and shipments of over five n 
lion pounds of welded products e 
month of the year. 

Each bulletin ends with a two- 
three-line testimonial from an ow 


Machine on Trial 


Salesmen urge dealers not to Ab 
hesitant to leave a demonstrator 1 
chine on trial with a selected sd@i post 
prospect. Dealers were squeamish 
first, picturing themselves as stn 
with a returned machine which li GRI 
been burned out through faulty 
or the finish marred. Anc 

One salesman, in a typical da aH 
work, found a dealer with five we 
ers on hand. They left them wi thre 
prospective purchasers selected byt 
dealer. None of them was return Nez 
The salesman was confident becai 


he knew company records showed Tov 

machine ever had been returned. J con 
Mr. Sackett didn’t stop with" 

farm welder selling campaign. "4 GR| 


and other company executives ket 
that sales of welding electrodes ' 00 
the farm trade weren’t what ti 
could be because the electrodes we 
shipped in quantities larger than' 
average farmer needed. 

A pilot packing room was work 
out in the Minneapolis office. Ele 
trodes, received in bulk, were brok 
down into smaller packages with ne 
attractive advertising. 

In the first four months this \@ 
the package lot sales equalled the" 
tal 1949 sales. And 90% of the t# 
electrode sales are sold out of! 
Minneapolis office. 

Perhaps that tail will eventu# 
wag the dog. 


NO 
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31% More Sales 


than nearest competitor 
for a Food Product Advertised in GRIT 


Abrand of Canned Milk advertised in GRIT, holds this lead 
position in GRIT America. Almost 197,000 GRIT Families now 
use this one brand. 


GRIT is an excellent medium for other products, too: 

Another Grocery account maintains $650,000 sales volume— 
a Household Product, 17% increase in sales—a Dog Food, 
three times more sales than nearest competitor. 


Nearly three million weekly readers, in 16,000 True Small 
Towns, prove their preference for GRIT . . . and their 
confidence in GRIT-Advertised brands*. 


GRIT Families are larger. They have steady employment, 

good income. GRIT Families are brand-buyers. 98% buy 4 
Baking Powder, 81% buy Cake Flour, 99% buy Cold Cereals, /% 
0% buy Table Syrup, 91% buy Tea, 96% buy Shoe Polish. 


GRIT sells for its Advertisers . . . it can sell for you! 


WILLIAMSPORT, PA. 


“Ask the GRIT representative Small Town America’s Greatest Family Weekly 
for the GRIT Reader survey —with more than 600,000 Circulation 
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GIFT HEADQUARTERS 


OLD GRAND-DAD OLD TAYLOR OLD CROW 
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SALES AID is a three-dimension flasher window piece in five planes. Trees in 
front plane and top of lantern are flittered to heighten the realism of frozen snow. 
Lantern which is lighted swings from side to side. Created, lithographed in color 
and produced by Einson Freeman Co., Inc., for National Distillers Products Corp. 


= Display Angles 


PAF cnone 


NEW MERCHANDISER for the Challenger line of hand tools is provir 
highly successful in obtaining plus sales according to the Penens Corp., ti 
manufacturers. The five-step unit is topped by a panel which highlights ts 
line's five major selling points. Stand produced by Chicago Wirecraft (: 


DEPARTMENT DISPLAY dramatizes the automatic push button action ¢ 
the Kloz-A-Lite. The light itself is set against a black background repr 
sentative of an unlighted closet with the words, ‘No more dark closets 
superimposed. Colors: yellow and black. Made by Greenlight Sign Ci 


the 


A DISPLAY SLEEVE AND SEPARATE CARD are new devices used by A. 
Winarick, Inc., to make a tie-in promotion on their Jeris Hair Tonic 
Jeris Hair Oil. Sleeve, or boot, has a double compartment to hold 
product cartons. Developed by Eastern States Carton Division of Robe 
Gair Co., Inc. Striking yellow and black printing affords maximum impa¢ 


OPA LOCKA al 
PENNSUCO - : i BAY 


NORTH MIAMI ,HARBOR 
f ISLAND,| 
BISCAYNE 


MEDLEY 
HIALEAH 


GABLES 


BISCAYNE. 


a Thriving 

_ International Market in 
the Fastest-Growing State 
East of the Rockies! 


Che Alliami He rald 


Florida’s Most i. Cs 
Complete Newspaper 


This is the market which has scored one of the most 
impressive records of consistent gain of any in the 
United States. 

Today Greater Miami (Dade County) contains close 
to 4, million people, and serves as market place for 
another 250,000 -- representing an increase over 1940 
of better than 77%. 


Retail Sales in this area, according to the latest JOHN S. KNIGHT, Publisher 
Business Census reports, were $826,700,000. And other STORY BROOKS & FINLEY, Notional Reps. 


° ‘ ‘ A. S. GRANT, Atlanta 
market indices show corresponding advances. Affilioted Stotions -- WQAM, WOQAM-FM 


It’s an exceptionally economical market to sell, too, , 
since it takes only one paper to reach the overwhelming MIAMI--An International Market 
bulk of Greater Miami's buyers .. . The Miami Herald, 
Florida’s outstanding sales medium. 
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ABC'S of How to Sell 


Through Brokers 


Where do you find qualified brokers? How can you check 
up on them? What should you expect from brokers and 
they of you? And when and how much to pay them? 


You've decided that the best way 
to sell your product is through food 
brokers. Now your next question is: 
“Where can we find the type of 
brokers we need?” 

All of your basic questions on sell- 
ing through food brokers are well 
answered in a booklet issued by the 
National Food Brokers Association, 
527 Munsey Building, Washington 
4, D.C. It’s a directory of food 
brokers which contains suggestions 
for working effectively with your 
agents and how to pay them. 


How to Find Brokers 


“The most satisfactory method of 
selecting brokers after selecting a 
preliminary list from the directory,” 
NFBA declares, “is through personal 
visit and discussion. We _ cannot 
over-emphasize the importance of this 
method of selecting brokers.” 

If you must screen or select brok- 
ers by mail, what should you not do? 


"Avoid form mailing,” warns 
NFBA. “First of all, the letter ask- 
ing a broker if he wants your account 
should be a personal one. . . . A 
mimeographed letter is not satisfac- 
tory. It indicates a hit-or-miss type 
of solicitation with a lack of interest 
in securing a good, long-lasting sales 
representation. To many brokers it is 
a circular letter requiring no reply. 


"What to include in the mailing: 
The personal letter that is sent to 
the broker should, therefore, be sent 
to but one firm in that market. The 
letter should explain briefly the prod- 
uct, the company, the plans for mar- 
keting. Mimeographed or printed en- 
closures such as price lists, advertis- 
ing material, etc., along with samples 
of the product, are very helpful. In 
this personal letter tell the broker 
that he is the only one who has re- 
ceived your offer in that market. 


"Expand as you are ready: When 
selecting markets in which to seek 


62 


brokers, do not go beyond your cur- 
rent productive capacity. One of the 
many advantages of the _ broker 
method of selling is that you can ex- 
pand your markets as your produc- 
tion increases. If, however, you so- 
licit more markets than you can han- 
dle, you may not have the good will 
of the brokers in the markets you 
must omit. Later when you will 
want representation there, the brok- 
ers may not be interested. 


"For mutual satisfaction: After vou 
have made your brokerage appoint- 
ments, remember to treat your broker 
as part of your organization. Actu- 
ally, the broker is your salesman and 
he should be recognized as such.” 


Working with Brokers 


“To get and to keep the greatest 
benefits of brokerage representation,” 
according to NFBA, “the manufac- 
turer should take the following points 
into account.” First of all the broker 
should know just what his principal 
expects of him. . . . In the very be- 
ginning the two of you should out- 
line clearly the extent of territory. 
compensation, responsibilities, and all 
other details. These should be re- 
corded in writing. 


"Keep your broker informed: 
He should know all about your com- 
pany’s organization, what it is, what 
it can do, and what it cannot do. 
He should know what your produc- 
tion problems are. He should be in- 
formed of your marketing problems 
in areas other than his own. In addi- 
tion, he should be kept informed on 
latest crop conditions, reasons back 
of price changes, future prospects 

that will help him sell your 
product to the wholesale buyer. 


"Be loyal to your buyers: Don’t 
by-pass your broker for an occasional 
direct sale. The experience of most 
principals using brokers proves that 
the loyalty of the broker who re- 
spects and trusts his principals is 


worth far more than the questionabh 
profit of an occasional direct sale. 


"Establish exclusive territori 
These should be clearly defined 
there will never be any question 
encroachment. . . . Just as the pri 
cipal expects his broker not to hand 
competing accounts, so does ft 
broker expect exclusive rights. 


"Use brokers for company ple 
ning: You can benefit from the log 


market experience of your brokeg 
by discussing with some of them j 


advance the sales, advertising, 
merchandising plans you are cons) 
ering for your company. 


"Set up system of regular pa 
ments: The broker’s compensation 
a commission based on sales. 
factor of no commission when th 
are no sales is of tremendous impo 
ance to the principal. According 
he should not penalize the broker f 
providing this advantage, by bein 
slow in his brokerage payments.” 


What to Pay Brokers 


"Brokerage is an element of cosh 
The services of the food broker as 
the brokerage therefore should 
compared with the service renderg 
by the salesman in the employ ¢ 
the manufacturer or seller, and fh 
cost of that service. 


"Payment based on face of im 
voice: Cash discount is as much % 
part of the seller’s cost of doing 
business as is interest on borrowei 
funds, insurance, taxes and overhea 
as well as the tangible cost of rai 
materials, labor, fuel, etc. 

“Cash discount, label allowance, ’ 
the seller be a canner, and freight o 
delivered prices are properly put int 
the cost sheet by the seller. They ¢ 
their full share in building up th 
gross cost figure and form their ful 
share of the percentage of profit ™ 
that gross cost. (Freight charges 
f.o.b. shipments should not be it 
cluded for the purposes of compv* 
ing brokerage.) Therefore none @ 
these items of gross cost should 
deducted before the broker’s com 
pensation is computed. If cash ¢ 
count, for example, is deducted ! 
fore the broker’s commission is © 
puted, the seller is paying hims 
that commission because the item 
cash discount has been anticipatt 
and added to cost of production. 


"Commission on each sale maé 
Morally and legally the food broke 
is entitled to commission on each # 
made, regardless of whether or ™ 
a delivery is made in full, in part” 
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COMPARISON PROVES YOU GET 
THE FINEST 16mm Projection with the 


Compare THE PICTURE! Screen images are 
more realistic because the light output of the 
RCA “400” produces the greatest range in 
contrast between the brightest highlights and 
the deepest shadows. Pictures are clear and 
crisp to the corners and edges of the screen... 
they are steady and sharp under the largest 
magnification. 


Compare THE SOUND! You'll hear voices, 
music and sound effects reproduced with the 
dramatic realism and tone shadings of theatre- 
like sound. 


Compare THE QUALITY! The RCA “400” is 
a precision-made projector, specifically de- 
signed to give years of dependable service at 
the professional show level. It meets all the 
requirements for school and church class- 


KAM 


room use, as well as the needs for mobile 
showings of films by business, industrial and 
civic organizations. 


The RCA “400” is your best buy! Add to 
these features—simplicity of threading .. . 
ease of operation... portability ... maximum 
protection to films—and it’s plain to see why 
the RCA “400” is the finest 16mm projector 
you can buy at any price. We’ll be glad to send 
you illustrated literature and name of your 
nearest dealer. Write Department 79K, 


RCA “400” JUNIOR. The only single-case standard 
16mm sound projector of fully professional quality. 


RCA “400” SENIOR. Provides theatre-quality repro- 
duction of 16mm sound and pictures for larger audi- 
ences, auditoriums or larger rooms. 


Tirtt in Sound... Finest in Ohafection 
VISUAL PRODUCTS 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN, N.J.' 


In Canada: RCA VICTOR Company Limited, Montreaj 
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Fi Cinch 


sales center buyer’s guide 


for 2,300,000 housewife shoppers 


What retail store is the heart of a sales center? THE CHAIN GROCERY! 
Who shops there several times a week? HOUSEWIVES! What do house- 
wives buy during these shopping trips? PRODUCTS FOR THEMSELVES, THE 
FAMILY, THE HOME! 


These are the reasons why Family Circle is the No. 1 advertising medium 


for hundreds of food and non-food advertisers. 
-— SOLD BY 12 LEADING GROCERY CHAINS 


CIRCULATION 
GUARANTEE 


CHAIN STORES 
SY hers nadia a dieh tein telmmeeaie 58 
I td ace da crn cine wa eu mete arede 1,600 

Di etkaheb sa eK6deeeaubedeneE 281 
I ein Sisk igs had eda daar 137 
 ( | eS 1,010 
I 6 ee aiainin big ela wikin what 284 


*Six editions: Cali- 
fornia, Mountain, 
Midwest, New York, 
Northwest, Washing- 
ton-Richmond. Cana- 
dian circulation not 
sold as a unit. 


2,300,000 A.B.C. CASH SALES TO HOUSEWIVES A MONTH 


Every sale of Family Circle is a deliberate purchase. No subscriptions. 100% 


cash-and-carry circulation is proof of desire to read. 


NATIONAL COVERAGE—47 STATES 


The national unit of Family Circle circulates in 1,662 counties accounting for 


85% of all U. S. retail sales and 86% of all U. S. food sales. 


SECTIONAL COVERAGE FOR REGIONAL ADVERTISERS 


You don’t have to have national distribution to take advantage of Family Circle’s 
“no waste” sales center coverage. With’ 17 separate editions published for the 
distributing grocery chains, you can buy one or any combination of editions. 


EDITED FOR THE MASS HOUSEWIFE MARKET 

Nearly 83% of Family Circle readers are housewives. 53% of reader families 
are in the $3000 to $5000 income bracket. 54.6% have children. Over 50% 
own their own homes. 


NEW YORK 


A-72 8" 


SAN FRANCISCO 


2,300,000 CASH-AND-CARRY CIRCULATION IM 8,655 SALES CENTERS 


at all. The law recognizes the sq 
as having been made when there 
a meeting of the minds of the sell 
and the buyer upon the kind ay 
amount of merchandise to be «& 
livered to the buyer, the price to } 
paid therefore by the buyer, a 
other material terms and conditio; 
such as time and mode of deliver 

“The basis for the compensatic 
of the broker being understood, it 
reasonable to expect that the broke 
shall receive compensation for ea¢ 
sale, which means compensation { 
the original sale in event the me§ 
chandise is rejected by the buyer ar’ 
the rejection accepted by the selle 


"Because salesmen like to 
talk, most of them talk too 
much. A good salesman is a 
good listener and the art of [ 
listening can be acquired by | 
practice until it becomes a 


habit." 


"Salesmanship—Practices 
and Problems" 
by Bertrand R, Canfield 


or adjudicated just by arbitratiogy 
and compensation for the addition 
service rendered by the broker whe 
he re-sells the merchandise. 


hail thei al 


"When brokerage is payable 
The food  broker’s compensati 
should be paid to him as prompt} 
and regularly as if he were the e} 
ployed salesman of the seller, « 
such salesman would expect and ! 
ceive his compensation — regular! 
once a month or more frequent) 
Because of the fact that the fo 
broker does not expect compensati’ 
except for completed sales, a certa’y 
tolerance does exist, but not beyo 
the point of requiring the seller "7 
pay the broker’s commission not lat! 
than the first to the tenth of 
month after delivery has been coy 
pleted and the merchandise paid ¢f 

“The Committee Advisory Co 
mittee of the National Food Broke 
Association has arrived at these 0 
clusions, believing them to be ® 
accord with established legal righ 
as well as established industry “Fy 
tom. The Committee feels, howe'’ ® 
that the food broker should maint — 
his position with respect to © 
matter upon the high grounds 
fairness rather than technical !a\ a 


al 
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“° SHORT COPY sells household appliances 
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Our cooperative poster campaign is a Gencral Electric's posters are a powerful 
’ valuable part of our job of creating desire. influence in bringing prospects to our store. 
payable | reminding, then bringing the prospect to We feel it is good business for us to be a 
ensati ‘ , ma . : * 
eau the point of sale. part of this program. 
rompt | ‘ 
the er} 
ler, a 
a , YR MeL 
gular Manager, Advertising Division, ° ‘ 
quent Appliance and Merchandise Dept NICHOLAS HARDWARE 
t GENERAL ELECTRIC COMPANY : 
he fo “ ; Quakertown, Pa. 
a 1k Ipc ! 
ensat 
, certs 
beyon) 
eller One of a series of advertisements promoting a better under- 
rot late . aes oe 
of th standing and appreciation of Outdoor Advertising — sponsored by 
en col 
yaid 16 
Broke’ 
ese C0! 
he Z OF OUTDOOR ADVERTISING COMPANIES 
| righ 
' V cui 
we ) Servin fif JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
lowe’ ® g one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO., INC. * ROCHESTER POSTER ADVERTISING CO., INC. 
maint of the nation’s RICHMOND POSTER ADVERTISING CO. * E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 
to OD consum SLAYTON & COMPANY + THE HARRY H. PACKER COMPANY + BORK POSTER SERVICE 
unds oe SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO, 
al las STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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One of the largest plastic sign developments ever 
undertaken by a national advertiser—that’s Ford’s new 
PLEXIGLAS program for Ford Dealers’ Used Car and 
Truck Lots. All over the country, towering PLEXIGLAS 


pylons and other luminous signs will beckon buyers to 


bargains at Ford dealers’ outdoor showrooms. 


Ford spent more than a year in designing and testing the 
PLEXIGLAS displays now being offered to 6500 dealers. Tests 
in actual service proved PLEXIGLAS resistant to sun, storm, 
and rough treatment from accidental blows, flying pebbles 
and other hazards of car-lot exposure. A sample PLEXIGLAS 


pylon in Detroit withstood a 65-mile-an-hour gale without 


damage. Still other tests demonstrated the all-over 
luminosity—and legibility—of interior-lighted 
PLEXIGLAS signs, as well as their low illumination- 


and-maintenance cost. 


In your signs and displays you want the advantages 
PLEXIGLAS gives: Maximum visual impact. Lightne-s 
and strength that cut shipping and erection costs. 
Convenience and economy in operation and 
maintenance. Our new, fully illustrated, 16-page 
booklet “PLexicLas for Signs” is yours for the asking. 
And our Design-and-Fabrication Staff will be glad 


to help you with any specific problem. 


High, Wide and Handsome! 


Built entirely of PLEXIGLAS acrylic plastic, Ford Dealers’ new 

identification pylon stands nearly 18 feet high, tapers from 8 feet at 

the top to 3 feet at the base. All lighting elements are safe inside the 

pylon and at night the huge display glows with diffused light and 

color —just as in daylight. There's no glare, no distortion—yet maxi- 9 = nd 

mum brilliance makes the sign an eye-magnet ‘round-the-clock. Neon CHEMICALS | FOR INDUSTRY 
Products, Inc., Lima, Ohio; Steiner Plastics Mfg. Co., Long Island City, 
N. Y.; and The Lackner Company, Cincinnati, Ohio, manufacture 
the pylons. The original design was furnished by W. B. Ford Design 


ne ROHM & HAAS 


PUR YY, 
SEND FOR YOUR FREE COPY TODAY jfp"semuue COMPANY 


Wg 
A note on your business letterhead brings your 20- ) 


page. fully illustrated copy of “PLexicias for Signs”. Se WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign countries 


Canadian Distributors: Crystal Glass & Plastics, Ltd., 


PLexicias is a trade-mark, Reg. U.S. Pat. Off. and in principal foreign countries o . om 
Aidiliciiit 54 Duke Street, Toronto, Ontario, Canada 


Market Research: The Coming 
“Must” In Industrial Selling 


Rockwell Manufacturing reveals the format and operations 
of a special department. Profitable? Yes, in that it cuts 
down errors in judgment—paves a surer road to profits. 


BY TERRY ARMSTRONG 


To the average industrial manu- 
facturer, a market research program 
presents complexities not found in a 
consumer research project. 

Rockwell Manufacturing Co., 
Pittsburgh, (meters and valves, gas 
pressure regulators, power tools, 
punch presses and press feeds, and 
computing and packaging machin- 
ery) is one firm that believes a mar- 
ket research department, properly 
guided and encouraged, can become 
a profitable operation both defen- 
sively and offensively. 

The over-all objective of Rock- 
well’s research department is to min- 
imize errors in marketing judgment. 
It is not intended to replace the sales 
manager, or to do clerical work more 
economically done in the sales de- 
partment. It is not intended as a 
screen behind which a sales force can 
hide. But it is intended to help 
sharpen the sales tools provided the 
sales force, and to help the sales 
manager direct sales activities along 
the most productive channels. 

Another thing, it is common 
knowledge that many industrial con- 
cerns lean heavily on their sales en- 
gineers and representatives for mar- 
ket information. With the Rockwell 
people the feeling had been that truly 
reliable market research must be 

d on unbiased opinion—not on a 
composite of what the salesman 
thinks and what the customer thinks. 

For precautionary reasons, before 
setting up the market research de- 
Partment, Rockwell delved into the 
Causes of the comparative slowness 
with which consistent marketing re- 
search has been accepted by industrial 
B00ds producers. In the main, such 

uctance could be attributed to 

factors: 

1. The marketing pattern of in- 
dustrial products differs so widely 
from that of consumer products. 

2. Industrial management is usu- 
ally much more manufacturing 


ee 
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minded than the 
consumer companies. 

3. There is a dearth of trained 
men for this work, College marketing 
courses and training activities of busi- 
ness associations seem to put the main 
emphasis on methods used by con- 
sumer companies. 

4. Reliable index figures and com- 
petitive sales figures are not as ob- 
tainable as they are in retail fields. 

5. Comparatively speaking, adver- 
tising media in the industrial field, 
by and large, cannot afford to pro- 
vide advertisers with as extensive 
market data. 

In addition, Rockwell finds that.in 
determining product marketability, 
an industrial market research. depart- 
ment can seldom follow the ordinary 
interviewing Or questionnaire proced- 
ures utilized so extensively by con- 
sumer companies. Product preference 
in the industrial field is rarely based 
on appearance, simple convenience or 
impulse reaction built up by skillful 
advertising repetition. _ 

The organizational structure of 
Rockwell’s Market Research Depart- 
ment is notable for its simplicity. 
Headed up by the company’s presi- 
dent, its activities are directed by the 
vice-president in charge of advertis- 
ing and research. Under the latter’s 
supervision there is a group of mar- 
ket analysts a chartist, and steno- 
graphic and clerical assistants. The 
director also serves as a liaison officer 


management of 


re 
9 () 
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between the department and the 
president’s office. 

In Rockwell’s case, it has been 
logical to have the department under 
the jurisdiction of the president’s 
office because of the wide diversity of 
the company’s divisions, products and 
markets; and because the department 
is utilized as a depository for general 
and competitive financial and product 
data. Another advantage in not hav- 
ing the research department directly 
under the sales manager is that the 
tendency to over-emphasize the prob- 
lems of today is reduced. The com- 
pany finds that on problems requiring 
quick decisions, market research often 
works too slowly to be fully effective. 
If it is constantly faced with projects 
having super-priority it cannot con- 
centrate on the long-range programs. 

According to W. F. Rockwell, 
president, the first and foremost con- 
sideration in setting up such a de- 
partment is the appointment of an 
able, versatile executive officer. 


Market Know-How 


“In my opinion,” says Mr. Rock- 
well, “it is desirable to head the mar- 
ket research department with a sea- 
soned executive who has had wide 
enough business experience to recog- 
nize the broad policy matters that 
are so frequently inherent in market 
research assignments. Knowledge of 
market research techniques is in it- 
self not enough. Understanding of 
corporate management, of the prac- 
ticality of product development, of 
the fundamentals of sales adminis- 
tration and organization, and of the 
fundamentals of product costing are 
important.” 

The company purposely does not 
draw upon the sales force for market 
research personnel because it wants 
the department to start on a given 
assignment with as little preconceived 
opinion of the answer as it is possible 
to have. 

The Rockwell firm believes, how- 
ever, that the records in the sales 
department can serve as an excellent 
cornerstone for the market research 
department. Frequently the future 
can be seen in much better focus 
across the plateau of 10 or more 
years of past sales performance. 
Therefore one of the first assignments 
of a market research.,.department 
should be to see to it that sales rec- 
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ords are put and kept in usable form 
and order. 

For an idea of how well and to 
what extent a well-organized depart- 
mentalized research operation can 
serve an industrial company, let’s 
check this list of types of studies con- 
ducted for Rockwell: 

1. Long and short-range prospects 
for the industries to which Rockwell 
sells. (This requires painstaking an- 
alysis of single vertical markets, one 
at a time, or even small segments of 
them. ) 


Exciting inspiration 


2. Rockwell’s competitive sales po- 
sitions in the various markets. 

3. Product marketability from a 
design standpoint. 

4. Product end-use analysis. 

5. Sales potentials by specific cus- 
tomers. 

6. Marketability of patents or 
products offered to Rockwell for pur- 
chase or manufacture. 


7. Analysis of sales record-keeping 


methods. 
8. Distribution of sales forces in 
relation to geographical markets. 


e 
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for IDEA MEN — 


One exposure to the compelling beauty 
of Doplex Brilliant* will start creative 
impulses. You’ll react instantly to its 
colorful charm, its appealing sparkle. 
The mirror-like surface retains this 
attractiveness permanently, against 
wear, water, weather or other un- 
friendly conditions. 


Doplex Brilliant adds glamour to 
milady’s hat box, to containers for 
perfumes or kitchen gadgets. It will 
help you create striking labels for 
bottles or packages—to keep them 
permanently fresh-looking on dealers’ 
shelves or at home. 


a4 


THE DOBECKMUN COMPANY 
Cleveland 1, Ohic - Berkeley 2, Calif. 


4 : 


The dramatic effects achieved by 

Doplex Brilliant can’t be confined to 
any casual list of uses. We’ll gladly 
work with you and your suppliers to 
help you obtain exciting results, what- 
ever your product or your problem. 
Ask for samples and ideas. 
Have you seen Plasticolor* Cover? 
Another exciting Dobeckmun lami- 
nation, of film and fine Beckett 
Cover, for printed pieces requiring 
lasting durability plus sparkle, bril- 
liance and sales impact. Ask us or 
your Beckett Paper merchant for 
details and samples. 


9. Independent studies of busingy 
paper readership, competitive adver 
tising activities, and media-marke 
analysis for the advertising depart 
ment. 

10. Exploration of suggested ne 
range projects have included: 

More specifically, long and shor 
markets. 

A. A review of the business prog 
pects for the company’s Edwar 
Valve Division with the idea of 
taining a prediction for 1950 sales~ 
based upon the outlook for the prin 
cipal industries Edward sells. Aly 
the market research department pre 
sented a loose prediction for a two 
or three-year period on the longe 
range outlook for the electric util. 
ties, petroleum and chemical indus 
tries which are major Edward cu 
tomers. 

B. A study on what size and @ 
pacity band saws were most desirel 
by woodworkers to determine jus 
what should fit in with the desig 
program. 

C. Another study covered a pr 
posed new meter to learn whether « 
not the design met with the require 
ment of meter users. These studie 
were made before the expense of tod: 
ing up and merchandising were ip 
curred, 


Study Customers’ Plans 


D. A study of the expansion « 
construction plans of major custom: 
ers, such as the principal pipe lim 
companies or leading electric, gas « 
water utilities. 

E. Studies of products and patent 
which are frequently presented t 
Rockwell for purchase or manufa 
ture. The point here is to determi 
whether the designs are adequate 
saleable. . 

F. A study of the geographic 
distribution of water meter sales avi 
then relating the sales pattern to tl 
distribution of sales forces. 

G. Designs for new  call-repot 
forms for the company’s Pittsburg 
Equitable Meter Division and # 
analysis of mailing methods for th 
Edward Valve Division. 

H. Market exploration job for’ 
new lightweight automatic welde: 
The idea here was to help guide tH 
sales department on channels of d# 
tribution and to spot the best markt 
areas. ’ 

The department has achieved 
fensive savings in those cases whet 
it reported unfavorably on the pv" 
chases of certain patents and when" 
submitted reports which haye hig 
lighted excessive distribution costs # 
some products. In another case it 4 
closed a very limited market for! 
new product which had been @ 
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The new 892-page 1950-1951 Edition of — 
CONSUMER MARKETS reports the most THERE CAM BS 
comprehensive, complete and up-to-date local 


market statistics available. It covers every state, 
a pro 
Be: every county and every city of 5,000 and over 
>quitt in the U. S., the U. S. Territories and Posses- 
rp sions, Canada, and the Philippines, Its Retail hw te PimanepmA, wmaet 
re if Sales Estimates are adjusted to the current eee Seees TAAL Se ee 
(1948) Census of Business. 
1's 
Here are some of the uses advertisers, agencies 
10n 6! and media are making of it: All SRDS subscribers have copies. Extra 
‘ustom: copies $5.00 each. 
De line 
gas or — edited hecki 1 cal 7 
planning merchandising checking retail sales figures for determining sales and adver- 
- campaigns various products tising quotas and budgets 
d ti ini | tentials : : oar , . 
aan determining sates potenti assaying spending habits in planning dealer sommes 
ern checking sales franchise communities budgets for local advertising 
te requests , 
1a panne : evaluating research reports preparing market data and 
aphicd aying plans tor market researc glenning end preparing news- coverage maps — county 
projects § we populations and radio homes 
les ani paper and radio schedules 
to the determining specific markets 
for trials preparation of media recom- preparing presentations 
|-repor! : mendations ; 
‘bare checking food, beverage, and checking maps for town and 
ind @ other retail outlets analyzing markets for new county locations 
for th checking media potential products “i ket ae 
coverage bares compiling marke ee so 
5 for checking local media figures buying power, population and 
welde: market comparisons and for population, home owner- retail sales defining trading 
ride the selection checking ship, radio homes, farm homes areas of metropolitan markets 
of div 
marke Note to Media Buyers: Used in One agency Director of Research says, “In my opinion, CONSUMER 
ved # conjunction with the consumer MARKETS is the most complete data book of its kind now available.” 
s wher media Sections of SRDS (News- Please send for detailed description of the 1950-1951 Edition. 
he pu" Paper, Radio, TV, Magazine, Trans- 
when ! Pertation Advertising), you'll find 
re higt CONSUMER MARKETS a valu- 
an , able tool for evaluating individual 
eit dq “tia and their market coverage. 
t for ® 
een hr 


NOVEMBER 10, 1950 67 


: MENT 


thusiastically endorsed by some mem- 
bers of the sales organization. 

_In the way of offensive sales ac- 
tion, the market research department 
has uncovered spots not reached by 
the company’s distribution system, 
and other places where Rockwell 
sales were a smaller percentage of 
major customer’s purchases than the 
sales department believed. It has 
given the green light on several new 


products which firmed the company’s 
resolve to spend an adequate amount 
of money to introduce them aggres- 
sively. It has put physical dimensions 
on markets which heretofore were 
hazy on the edges. 

Hasn’t the maintenance of such a 
market research department been a 
costly operation ? 

“No,” says Mr. Rockwell, “not in 
our particular experience. Despite 


CHECK 


DOES YOUR FILM PRODUCER OFFER 


i WRITING STAFF 
PRODUCING STAFF 
i BUSINESS STAFF 


im FULL FACILITIES 


You’ve heard it before and you'll hear it again . 
no substitute for experience!” An ever-increasing group of 
sales managers is learning that 37 years of Atlas know-how is 
an important factor in the production of top quality motion 
pictures, slidefilms and television commercials. Your inquiry 


is invited, 


Atlas Film Corporation 


Established 1913 


1111 South Boulevard 


Mm QUALITY CONTROL 
DEADLINE RELIABILITY 
FINANCIAL SECURITY 


31 YEARS’ EXPERIENCE 


.. “There’s 


Oak Park, Illinois 


the great service it renders, throy 
the multitude of studies and jobs 
all the divisions and departments, 
figure the cost still amounts to ¢ 
six cents per $100 of sales for 4 
company.” 

However, as Mr. Rockwell pois 
out, there are numerous obstad 
and pitfalls such an industrial 
search department must meet ,; 
learn to avoid. 

At its inception a newly establish; 
market research department may g 
a passive, or even antagonistic, r 
tion from the sales organization a 
in some cases from sales manag 
personnel. Once accepted, this a 
tude can shift to the extent that t 
department is asked to make innw 
erable studies simply because son 
one or a few persons of the sellig 
force would like to prove a point, 
disprove another person’s  opinig 
This is a danger signal. Unk 
watched, the department’s agenda 
likely to become over-balanced wi 
projects having useful-sounding titk 
but holding little inherent long-rang 
benefits for the business. 


Work Out Schedule 


It is not uncommon to unload 
the market research department pro 
lems which are inadequately defi 
and let the department work out t 
question, as well as the answer. Thi 
of course, is time-consuming ; 
wasteful. Rockwell’s top manageme 
early decreed that the problem, 
general method of approach, and th 
probable time schedule should @ y 
worked out in writing and agrem™ || 
upon between management and t™ |, 
research department before wo 
Starts. 

Another pitfall stems from the ty 
of work performed by the mark 
research department. It is often of 
continuous nature and often the i 
mediacy of manufacturing or sellin 
is lacking. For this reason contr 
have been set up for the analysis « 
the quantity, as well as the quality,” 
the work of the department. 

At Rockwell the research depat 
ment prepares a simple report mont 
ly which describes briefly each j@ 
completed during the past month, th 
jobs in progress, and the work # 
signed but which as yet has not bee 
started. 

Chiefly to be remembered, 
Rockwell points out, is that not a fe 
industrial concerns, because they ba" 
no clear concept of what a matit 
research department could do or hot 
it should be guided, have permittt 
such a department to slip into simp’ 
a clerical function because there ¥4 
not quick or dramatic proof of ® 
usefulness. 
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5 0 U T H . . » MARKET OF GREATEST INCOME GROWTH 


Population ~ > 
Popu +387, Per Capita +1629 Milline 
Per Chpita Income f Hine 
is 8 Villine Cost - Dail +8% Sunday > "9% 
ai GAIl Cost\- Daily | -9% Sunday|__- 
a Sunday | -8% 
€ son 
selling. H H J 
“iin per capita income tax = 
ont, payments, 1940 to 1948, : SOUTH 
Uh marks the South as the - ain 8 
Gmorket of greatest prom- ¥ Capen ines 
_ ise. The Abernethy publica- oe py 
-C Wiltions offer you close, inti- Su -3% a 
‘8 Ulmate and thorough cover- ; 
'2TaMege in nine vital fields: a = Sa? \ 
Per Capito Income + 145% 
Newspaper Milline Cost Daily *3% NY 
- +» Sunday 0% a, 
load « 
nt pri BAKING New South Baker PAPER Southern Pulp and Paper 
defi since 1910 has led the thinking of the area of greatest Manufacturer, 
out tH development, today a big segment of the $2 billion 1938, is national in circulation, but concentrates on 
-r, Thi national bakery market. the South which produces more than half the wood 
ng 3 pulp and more than two-fifths of the paper . . . the 
age ig Southern plants with over a billion-dollar pur- 
pe PRINTING Southern Printer chasing power. 
and t¥ since 1924 has reached commercial printers who did 
ould 4 nearly half the Government printing in World War CANNING Southern Canner & Packer, 
| agree ||, : . and the mechanical prone ato of the 1939, reaches the leaders of the industry which logic- 
and t#® leading Southern newspapers. ally has grown in the South—processing foods into 
e wot cans, glass and frozen. 
the ty =ADVERTISING Southern Advertising and GARMENTS Southern Garment 
marke Publishing, Manufacturer, 
ten of 1925, covers advertisers spending $150 million annual- $44 nestles close to an industry manufacturing $2 
— ly: top management, sales and advertising managers we yw lly -_ = Se — states. It is part 
r seuiN® and their advertising agencies. of the tamity to this big market. 
re FERTILIZER Commercial Fertilizer, 
alysis nage . 
ality, JEWELRY Seuthere Jeweler 1910, is national; in fact it is international—the first 
i9 < 3 r and always the leading book in a field which has ad- 
po © 26, reaches the leading retail and wholesale firms vanced to nearly 20 million tons a year output. 
pe in a market whose growth in the South has been big, ar aad 
each jo! pers pe A choo who have not followed These nine publications under one management 
onth, th P 3P ; know the South and can help you with your 
work % Southern marketing problems. We have entree 
not bel STATIONERS Southern Stationer and to inner circles because we are Southern people 
y Office Outfitter, in our own home territory. Let us work with you. 
ed, 1930, reaches another swiftly moving field; covers 
not a fe the leading stationers and office :upply houses of the Ennost H. Abernethy 
hey South. President 
a mais 
o or hor 
yermitte: 
cog ABERNETHY PUBLICATIONS 
here W# 
f 
- 75 THIRD STREET, N. W. e ATLANTA, GEORGIA 
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BUTCHERS were brought back into view and self-service meat retailers found one answer to. . 


5 Shoppers’ Whims That Stumped 


Meat Marketeers—Temporarily 


Told to a field editor 


BY D. GEORGE BRAUER °* President 


Perfecold, Inc.* 


Housewives apparently still think that they like to haggle 
over meat purchases so the cold efficiency of self-service 


counters is giving way to more personalized displays. 


When the American housewife be- 
came self-serve happy after the war, 
food retailers prepared to sell fresh 
meat to her on that basis. They ex- 
pected problems, but believed that if 
such packaging difficulties as discol- 
oration could be solved, all would be 
well. But they picked the wrong 
problems. 

Mrs. Housewife herself has held 
up the procession. Self-serve meat 
departments are increasing, but many 
markets retain meat counters along 
with self-serve, afraid to go all out 
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with packaged steaks and roasts. 

Many good minds have worked on 
this transformation—marketeers with 
long merchandising experience, man- 
ufacturers of packaging supplies, pro- 
ducers of refrigerator equipment, 
meat packers . . . but five big prob- 
lems are psychological—Mrs, House- 
wife’s ideas of how she should shop 
for her meats: 


1. "What has become of Tom, the 
butcher?" Mrs. Housewife always 
has made a game of buying her meat, 


going to Tom who knows her— 
boss him, bully him about that la 
steak, make him show her differet 
cuts, change her mind, indulge * 
whimsies she has cultivated as pa" 
of food merchandising. Sudden 
Tom disappeared, leaving  nothimg 
but a cold, silent showcase. Thé 
changed her attitude toward me 
buying. She immediately became s* 
picious of the meat. 


2. "How do | know it’s not frozen! 
This is a mystery to marketing pt 
ple. For five years they have be 
listening to the objection that #” 
serve meat is not fresh but froz® 

In England, prime frozen méé 
from Australia is sold for a lowe 
price, and is considered a grade 


*Los Angeles, Calif. 
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Mow Oue Eary-to-Cuy Package 
Provides Top Farm Coverage of 
Washington, Oregon, Idaho, Utah 


{pet CHARMER , 
your Own STATE FARM MAGA 


A Big, Four-State Farm Market 


JUST ONE ORDER—ONE PLATE Where Over 42% of the Farms in 
ONE RATE—ONE CHECK : 


the 11 Western States Are Located 
NOW BUY ALL FOUR MAGAZINES 
AT LOWER COST The easy, economical way to secure dominant coverage among nearly 
—— = co § in the say 11 pre ane farm — > 
with the Pacific Northwest Farm Quad. Now these four long-established, 
HOME STATE FARM MAGAZINE widely read home-state farm magazines can be purchased as one big 
PENETRATION AND INFLUENCE easy-to-buy farm circulation package. Together they have the impact 
and penetration to ring the sales bell in a big and ene four-state farm 
A BILLION DOLLAR FARM MARKET market—a market where gross farm income has topped a billion dollars 


WHERE DEMAND 1S GREAT for seven years in a row. 
With farm production high—with farm income high—farm demand for 

consumer goods, farm machinery and implements is at an equally high 
her—t level. The prosperous farm residents of Washington, Oregon, Idaho and 
vat les Utah are among your best farm customers. Be sure you reach them— 
ret whatever you sell. The easy way—the effective way—is with the Pacific 
Mere! Northwest Farm Quad. It is to your sales advantage to make certain that 
ulge i this—the biggest package of farm magazine circulation in the western 
as pat - . states under single ownership—is on your advertising list. 
idden! - g : 
nothing + nets apie ADVERTISING REPRESENTATIVES 

The 7 te 9° Western Associated Farm Papers, Chicago, New York, San Francisco 


d mea! gat GENERAL OFFICES: Spokane, Washington 
me Su” : na) STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 
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However, 
meat and well handled. Nothing like 
it has ever been sold in this country. 


low home meat. 


Fact and Folklore 


How Mrs. Housewife got the no- 
tion that self-serve meat is not fresh, 
is not known. Frozen poultry may 


be something she has had experience 
with — not the high-grade quick- 


frozen chickens, but chickens frozen 


solid and held for a better market 


and not good eating. But frozen 
beef, pork and lamb she has not 
known. Her notion lies in the realm 


Y rocoveved.! 


Business Cases That 
Last Twice As Long As Leather! 


only Tufide is 


See Guaranteed 


BUSINESS 
CASES 


rst 9360 


FOR 5 YEARS! 


Cut your costs as much as 50% with 


TUFIDE Business Cases...the amazing 
new discovery that looks like leather... 
feels like leather .. . outwears leather 2 to 
1! TUFIDE is scuff-resistant, weather- 
proof and practically wear-proof. TUFIDE 
cases are the most durable ever made.. 

the only business cases unconditionally 
guaranteed for five years! See the com- 
plete Stebco selection of TUFIDE business 
cases and matching luggage at your dealer. 


TESTED, AND PROVED BY AMERICA’S LEADING BUSINESSES 


Allis Chalmers Co. Westinghouse Electric Corp. 
Telechron Co. Victor Adding Machine Co. 
F. Goodrich Co. General Motors Oldsmobile 
} beng | Corp. White Sewing Machine Co. 
tee! Corp. H+ pe -Warner Corp. 
Pitney Bowes Co. arles Mfg. Co. 


WRITE TODAY FOR FREE FACTS ON TUFIDE 


STEBCO ee rat 
oe oe BE IIDE | pout “5. ¥Easer. 


Please NTEED” — B 


>a 7, Wi. 


72 


it is fine 


of folklore and is a trouble-maker. 


3. "| want to see my meat cut up.” 
It was found that much of Mrs. 
Housewife’s suspicion could be lulled 
by letting her look into the cutting 
room. Marketeers began to study 
this operation, against difficulties in 
refrigerated showcase construction. 
These cases with their mirrors were 
high, allowing only a peep into the 
cutting room. Mrs. Housewife could 
see only Tom’s head and she could 
not talk to him. But even this 
glimpse was reassuring, and package 
meat sales increased. 


4. Mrs. Housewife wants to see a 
lot of meat. During the development 
of equipment for self-serve meats, 
marketeers tried various expedients 
to achieve mass displays. The old 
type refrigerated showcases kept one 
or two layers of meat in good condi- 
tion. Mrs. Housewife had been ac- 
customed to seeing mass displays at 
the meat counter. Tom would bring 
more from the walk-in. Various ex- 
pedients were used to get something 
like mass display. Meats were placed 
shingle fashion or on end. But the 
housewife felt that the limited num- 
ber of meat cuts shown gave her a 
poor selection, that they had been 
hanging around and were no longer 
fresh. Mass display is the answer. 


5. Women do not like "pearl- 
diving.” It is a well-established 
principle that merchandise shown at 
table height sells best. On shelves 
eye level is best. Meat cases to date 
make it necessary to place the stock 
well down inside, to maintain tem- 
peratures despite the open tops. The 
customer has to lean down almost 
to knee height to get at the meat. 
Women do not like this “pearl-div- 
ing.” Marketeers say it is one of 
the prejudices against self-serve meats. 

It is believed that these difficulties 
have been pretty well eliminated in 
new self-serve meat departments now 
being built in the new Los Angeles 
super markets. Architects, mar- 
keteers, equipment manufacturers and 
others have combined their efforts to 
create something that is going to 
answer Mrs. Housewife’s questions. 
She is going to be astonished when 
she steps into them. 

The new showcases are more than 
refrigerated cases. Given ample space, 
glassed yy and air conditioned, they 
are practically separate stores over- 
shadowing the finest personal service 
departments. “They make possible 
mass display at table height. As many 
as a dozen layers of steaks or chops 
are piled one on another. New me- 
thods of refrigeration have made this 


possible. The meat is kept at 
even temperature for a shelf life g 
a full week instead of one or ty 
days in the old cases. 

The hardest thing on meats, ey 
at the butcher’s personal counter, ; 
repeated change in temperature. |, 
the old refrigerated cases there yw, 
alternate chilling and warming, a 
very short shelf life. In the ne 
equipment, with circulation of cof 


air, meat is kept at even freezin; 


temperature. Discoloration and othe 
troubles disappear when meat is key 
at freezing temperature—not belo: 

In the new self-serve departmen: 
Tom comes back. They have wir 
dows that permit the housewife , 
look into the cutting room and »& 
him full length. She not only se 
him, but she talks to him, asks fy 
a special cut, because the refrigerate 
showcases are loaded from the cuttin 


"Present your story, as far as 
possible, in the other man's 
words. To a farmer: ‘You don't 
expect a crop without plant- 
ing?’ To a treasurer: ‘You don't 
expect a dividend without an 
investment?’ To a restaurant 
owner: ‘You don't expect your 
chef to make an omelet with- 
out eggs?’ " 


"The Knack of Selling More” 
by Burton Bigelow 


room. Formerly, butchers had ' 
come out and load from the front 
getting in the customers’ way. 

Because Mrs. Housewife can loi 
in and see the fresh sides of me# 
being cut into steaks and roasts, i 
mediately packaged and placed in th 
refrigerated cases the next minut 
she has the best possible answer to he’ 
frozen meat question. And there ® 
no “pearl-diving!” 


Store Problems 


January 15, 1949, SALEs MAnace 
MENT published an informative 4 
cle** predicting a revolution in méé 
retailing based on self-serve. It ¥# 
written mainly from the packagist 
viewpoint. To complete this revo 
tion, consumer and merchandisit 


**“Is the Meat Industry on Threshold © 
a Marketing Revolution?” 
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MEMPHIS 1950 INCREASE ABOVE NATION'S 
RETAIL SALES OVER 1939 1950 AVERAGE 
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AUTOMOTIVE 400 90 : 


Se DRUG 136 5 


GENERAL 209 26 


TOTAL RETAIL 


=i ° ° 
“ ‘ SALES* 249% 447, 
lt *All other retail sales included 
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lo & 
= to a tremendous increase in the buying potential of the 
ie great Memphis Market area, according to Sales Man- 
nute agement's new estimates of buying power, Nov. 10. 
y he The 324,442* combined daily circulation of your 
aie Memphis newspapers adds up to greater coverage of 
— this splendid potential. 
oa The use of both Memphis newspapers adds up to a 
SS substantial SAVING, through the use of optional daily 
AGE sj = combination rate. 
at ol = It ALL adds up to this: It's Easy With the Right Com. 
gs a bination—the combination of effective buying power 
gig Scripps-Howard plus effective coverage. 


voll: Newspapers *ABC Publishers’ Statement, September 30, 1950 
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problems have had to be solved, and 
it is now believed that self-serve meat 
installations will increase rapidly. 

A report on retailing prepackaged 
meats was published recently by the 


U. S. Department of Agriculture*** 
It is based on a survey made in 1948 
when there were only about 400 stores 
in the country selling on this basis. 
It is estimated that today there are 
at least 1,500, and that by the end 
of this year there will be 3,000. This 
report goes into many problems con- 
nected with packaging, display, shelf 
life, cutting, costs, pilfering, etc., and 


FOR MODERN SELLING AND TRAINING 
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VICTOR cove 
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MOVIE PROJECTORS 


states that among 97 stores surveyed, 
there are more than 50 problems yet 
to be solved, indicating the complex- 
ity of this way of merchandising. 

Discoloration is the biggest prob- 
lem. Many methods of wrapping 
have been tried, with partial success. 
From the equipment manufacturer’s 
standpoint, this is a_ refrigeration 
problem. Meats kept at freezing tem- 
perature do not discolor for several 
days. 

Pilfering is a problem in one store 
out of three. Label switching is an- 
other serious problem. Dishonest cus- 
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(MODEL 60-10) Single-case, 
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VICTOR LITE-WEIGHT SR. 


(MODEL 56-C4) Popular 
portable champion of me- 
dium or small groups. 


WRITE FO 
COMPLETE INFORMATION 


Dept, F-30 


Not one... not two 
three new Victor models in a 


simultaneous debut! 


5 a 


Each of these 


three Victor triumphs incorporates the 
latest advancements in 16mm design based 
upon 40 years of experience in the 


and development. of 


precision equipment. 


Sound Quality — Advanced Full Fi- 
delity Amplifiers assure new sound 
perfection. 


Picture Brilliance — Improvements in 
optical design. 


Beauty — Attractive, modern styling 
in two-toned sage-green. 


PLUS! — Twelve new mechanical advancements for greater 
Operating convenience and peerless performance. 


Vidor & Inimalogruph Corporatio 


A DIVISION OF CURTISS-WRIGHT CORPORATION 


® Home Office and Factory: Davenport, lowa 


New York @ Chicago © Distributors Throughout the World 


tomers switch the label from a low. 
price cut to a choice steak, and vice 
versa, so that the low-price cut has 
a fancy price. That causes a lot of 
trouble. 

Mass display is the most important 
factor in customer acceptance. |r 
builds sales volume. Without it sales 
decrease. 

When self-service is first introduced 
there is considerable interest among 
housewives and sales are good. Then, 
as the novelty wanes, sales level of 
and the housewives decide for or 
against the self-serve way of selling, 
They usually have firm opinions on 
self-serve meats, for or against. But 
if the quality is satisfactory, they like 
buying small purchases without at. 
tendance and are not ashamed to buy 
| the offal products. They like the dif 
| ferent cuts, sizes and prices from 
which to choose, and they like to 
buy delicatessen meats at the same 
place in the store. 

Self-serve merchandising promises 
cost economies to the food dealer. It 
makes his butchers more productive 
and increases his sales volume. 
Butchers are not only relieved of 
catering to individual customers, but 
the Friday-Saturday peak is leveled 
off. More than half of the meat sales 
are made on those two days, keeping 
the men at the butcher counter busy. 
From Monday to Thursday they are 
more or less idle. This idle time of 
course is paid for by the employer. 


Levels Off Work 


With the self-serve technique de 
veloped to the point where packaged 
| meats have a shelf life of a full week. 
butchers can work steadily every day, 
| preparing stock for the two big days. 

There is also an increased use of ut 
| skilled labor, according to the USDA 
| report, making it possible for exper: 
enced butchers to handle more pounds 

of meat per hour than during per 

sonal service over the counter. 
Sales of fresh meats per butcher 
have been steadily growing in this 
country since 1875, when $1,000 per 
month was recorded as an average. 
By 1900 this had risen to $2,000. In 
1925 it was $3,000, and today its 
estimated at $4,300. Of course, prices 
cutting methods and other factors ¢t- 
ter into this average. In 1875 round 
steak was 10 cents a pound and the 

butcher sawed off each steak. 

The increase has been steady, an 
self-service is certain to give the 
| curve a sharp up trend when Ms 
| Housewife is fully sold on it. 


***Retailing Prepackaged Meats, Decet® 

| ber 1949, Marketing Research Branch, 

| production and Marketing Administt 
tion, U.S.D.A., Washington 25, D. ©. 
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Now —Kimberly-Clark brings you 


| Premium Papers at 


| “Economy” Prices! 


HERE’S YOUR BEST SUPER SALESMAN — NEW LEVELCOAT— READY FOR SUPERCALENDERING ! 


Now you can make every impression 
afar better impression — without an 
increase in’ printing cost! For Kim- 
4 berly-Clark’s four new fully-coated 
levelcoat* papers with new fiber, 
new formula, give you premium qual- 
her ity press performance and reproduc- 
tion~at the cost of ordinary paper! 


per . 

‘a You'll see new whiteness and 
| a * e 
in @ rightness, feel new smoothness, in 


+ is @ all four Levelcoat papers. In make- 
teady, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on new Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


He barks! — After leaving the automatic barker, 
logs are further stripped by the hand barker. 
Extra steps in the careful preparation of other 
raw materials, too, help assure this new premi- 
um quality. It’s the finest paper in Levelcoat 
history—whiter, smoother, stronger, more versa- 
tile than you ever before believed possible. 


pth thin 


Proof of the paper is in the pulp! After fur- 
ther refining, and the addition of Long Lac 
sulphate fibers, this fluid pulp goes to the paper 
machines. The result then, will be a bright new 
premium paper that prints with exciting needle- 
sharpness ... gives you brilliant true-to-life repro- 


duetion that snaps, sings, sparkles ! 


Ever try to pass 79 final exams? Levelcoat 
does, or it nevér leaves the mill! Many tests are 
made on precision instruments; others with the 
skilled hands of highly-trained personnel. These 


people are proud of new Levelcoat—proud enough 
to make sure it gives you the press performance 
and reproduction of higher-priced paper! 


Before choosing any printing paper — Look at Kimberly-Clark coated papers 
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New TRUFECT*—whiter, smoother, folds 
even better than before. Trufect, for letter- 
press, offers faster ink setting time, greater 


press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform- 


ity ream-on-ream than ever before. 
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How to Sell Through 


the Mail Order Chains 


V. Educating the Retail Salespeople 


By James C. Cumming* 


Vice-President, John A. Cairns & Co., Inc. 


In April of this. year Malcolm P. 
MeNair, professor of retailing at 
Harvard, had some prophecies to 
make about the work of the salesper- 
son in the department store of the 
future. His description closely ap- 
proximates the selling procedure in 
the retail stores of some of today’s 
mail order chains. 

“The department store of the 
future will be operated like a super 
market on a self-service plan,” ac- 
cording to Professor McNair. “The 
familiar rows of salesgirls will be 
missing. Instead,” he said, “there will 
be rows of open fixtures to show the 
full range of stock to advantage, with 
attractive packaging. A few customer 
advisors or sales hostesses will be 
scattered about the floor. When 
you've selected the items you want, 
you take them to a service desk, pay 
the bill and go your way. 

“It’s an outworn myth,” said Dr. 
McNair, “that all women look on 
shopping as a major sport to be in- 
dulged in as often and as long as 
possible. Salespeople are at once one 
of the most expensive and one of the 
least efficient parts of a department 
store organization.” 

The mail order chain stores that 
come closest to fitting Dr. McNair's 
description are those of Spiegel, Inc., 


*This is the fifth of a group of six 
articles by Mr. Cumming on how to sell 
to mail order chains. The first appeared 
in SM for September 15. It dealt with 
the size and scope of the mail order 
field. The second appeared in SM for 
October 1 and advised on whom to see 
to get started. The third was published 
in October 15 SM and told how to pro- 
mote sales of your product. The fourth 
appeared in the November 1 SM and 
advised on how to work with the retail 
stores of the mail order chains. The sixth 
article will be in the November 20th SM 
and will tell why your business with the 
mail order chains should supplement your 
department store volume. 
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Montgomery Ward & Co. and Sears, 
Roebuck & Co. The T. Eaton Co., 
Ltd. and The Robert Simpson Co., 
Ltd., operate typical department 
stores. Eaton’s in Winnipeg is very 
much like Famous-Barr in St. Louis. 
Simpson’s in Montreal will remind 
you of Block’s in Indianapolis. Na- 
tional Bellas-Hess, Inc., and Aldens, 
Inc., run so few that they must be 
considered individually. But go into 
a Sears or Ward store and you'll 
think you’re in Dr. McNair’s depart- 
ment store of the future. 


Understaffed Stores 


For one thing, by department store 
standards, these stores are badly un- 
derstaffed. The customer can stand 
for hours on a busy day without get- 
ting “waited on.” There’s a simple 
financial reason for this. The Sears 
or Ward store manager must hold his 
selling cost percentage below a given 
maximum, and that figure is usually 
about eight percentage points below 
the selling cost figure of the inde- 
pendent department store. That 
means fewer salespeople. 

For another thing, displays are 
planned to make self service easy. Do 
you want to buy a hammer? At the 
nearest Sears or Ward store you'll 
find a “line” display that shows a 
complete range of hammers from the 
cheapest to the most expensive. Beside 
each you'll see a list of the selling 
points of that particular hammer. 
Make your own selection, take it to 
one of the cluster of salespeople you'll 
find near the cash register and pay. 

Stop in one of these stores some 
time and watch the sales procedure 
for yourself. You'll see customers 
measuring and cutting their own 
lengths of wire, pumping motor oil 
into their own containers, and other- 
wise doing an astonishing amount of 
waiting on themselves. 


‘To you as a manufacturer, thj 
high proportion of self-service mean 
that the training of salespeople, j 
the ordinary sense, won’t do. Whe 
the customer is his own salespersop 
it’s the customer who must be trained 


Informative Packaging 


This means good packaging, wit 
the selling points of your produc 
briefly and accurately stated on th 
package. It calls for the use of jp 
formative tags and labels that tel 
the customer what you'd /ike to haw 
the salesperson tell him. Hansle 
Mills, for example, distributes jx 
Whee Tot Boxer Shorts throug) 
Sears tagged with complete inform 
tion about construction and wash 
ability. DuPont puts all the sellin 
points and simple but complete ¢; 
rections on its automobile product 
which are sold in all the mail orde 
chains. Manufacturers who suppl 
Sears with Harmony House lar 
tablecloths attach to each cloth ; 
label giving this information: 


ep 


ractical, sturdy weave provide 
extra strength and durability. Re 
sists oil remains fresh-looking 
longer. Small spots are easily re 
moved with washing. 


®The graceful beauty and distin 
tive charm of the intricate, lacy de 
sign make a perfect basis for graciou 
dining in your home. 


(See washing instructions on revers 


side of this label.) 


Such a high proportion of stl 
service also means good display. Thi 
must be done by the chain, becaus 
your product fits into a line of sim: 
lar products from other manufactur 
ers. But it doesn’t mean that you havt 
to leave everything to the chain. You 
can suggest display ideas, selling 
points which might otherwise 
missed, and improvements in method 
of presenting your goods. . 

In both cases—labeling and di 
play—you must never go off in! 
corner and try to work things out bj 
yourself. Bring your ideas to @ 
buyer and give him a chance to di 
cuss them with the proper depat 
ments in his organization. ‘That w# 
you may save yourself thousands 
dollars in wrongly-directed effort 
which just can’t be used by the chat 

The men’s furnishings departme® 
of Sears, for example, has a uniform 
layout and color scheme for the de 
scriptive tags used on all merchands* 
listed. Tags which don’t fit exact! 
with these chain-wide standards )* 
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“How is this,” asked a shipper named Thripping, i 
“That | find you're behind in our shipping? Aj 


“Don't worry,” she said, 


“I'll use AirFREIGHT instead — 


And I'll guarantee no future slipping.” 


Solve your problems > 
with Ses 
DEL TA air FREIGH I Overnight Delivery 
Typical 
Per 100 Ibs. between Commodity Rate 


CHICAGO-ATLANTA ..........$4.70 


CINCINNATI-MIAMI .......... 7.62 
DALLAS-NEW ORLEANS........ 3.80 


For complete commodity rates and schedules, write AirFREIGHT | AIA FREIGHT J 
Department, Delta Air Lines, Atlanta, Ga. 
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LOOKING FOR BOOM MARKETS? 


Set your sales quotas automatically 
according to the 


NEW CENSUS OF RETAIL TRADE 
AND POPULATION 


plus the 1950 
SALES MANAGEMENT SURVEY OF BUYING POWER 


PORORUEEESOCECECSCCSCESC UCC COOCOT OT TTT 


All data available on |.B.M. cards 


Write for our free portfolio, ‘Facts about the Census & the 
SM Survey,” incorporating three reprints from SALES 
MANAGEMENT by Jay M. Gould of Econometric. Address: 


Dept. of Market Analysis 

The Econometric Institute 

230 Park Avenue 

New York 17, N. Y. / 
Mu. 4-7800 


“Forecasting Business Ils Our Business” 


® Blankets the 


Breat 8-count 
Y mark 


A Ee . 


It Gets Read Thoroughly 


*A.B.C Audit 9/30/49 
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won't be accepted. So, before you 4 
any printing, check. 
With all the importance of sei 
service in mail order chains, the 
are departments where the salesperg 
is still essential. He is a major facty 
in the sales of major appliances—p 
frigerators, washing machines, ga 
ranges. The customer has to consy 
him about plumbing _ installations 
And there’s a minimum of self-sery. 
ice in such departments as furnitur 
rugs, draperies and piece goods, 


Presenting New Items 


When the chains themselves intro 
duce anything new in these depar 
ments they make _ sales personne 
education a major part of the job, 

A few months ago Sears introduce! 
a new, co-ordinated color progran 
in its rug, furniture and other hony 
furnishings departments. A carefy 
program of sales training was pu 
behind it, which included, in Chicago 
special displays of “Harmony House 
color co-ordinated merchandise on ; 
non-selling floor of Sears’ State Stree 
store. Tours of the displays and le. 
tures by Sears color experts wer 
given to acquaint division heads ani 
salespeople with the program. 

Therefore, in addition to the w 
of informative tags and labeling, its 
wise to check these ways of gettin 
your selling story across to the rr 
tail salespeople of the mail orde 
chains: 


1. Demonstrators are sometimes : 
possibility, particularly if you are ir 
troducing a new item or if you 
product is something the customer ha 
to be shown how to use. When the 
introduced their Kit for putting De 
Snappers on clothing made at home 
John Dritz & Sons used demonstre 
tors very successfully in many unit 
of the mail order chains. The girl 
stayed for a week or two at ea 
store, and spent a good deal of thei 
time showing the permanent sale 
people in the notions department hor 
to use the Kits. 
In sending demonstrators to chai! 
stores this point is important: 
they spend all their time demonstra 
ing your product to customers, salé 
will drop almost to zero when the 
leave. But if their object is to teat 
the salespeople how to sell th 
product, sales will continue at a fairl 
consistent level. When the demor 
strator leaves she should give th 
salespeople printed or multigraphe! 
material that will hammer home t 
selling points she tried to get acr® 
in her personal demonstrations. 


2. Salespeople’s manuals are ™ 
portant. Most chains have their ow 
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ideas on the format of these manuals. 
That's to your advantage, because the 
format is planned in uniform style so 
successive manuals can be bound in 
permanent covers for ready reference 
by the salespeople. 

Therefore, the steps you should 
take involve, as usual, close coopera- 
tion with the chain. First, prepare, in 
manuscript form, the material on your 
product you want to present to the 
chain's salespeople. This can be 
specially written, with a sample of 
one of the chain’s current. sales- 
people’s bulletins beside you as a style 
guide. Or you can take a similar 


manual which you may have prepared 
for department store salespeople and 
edit it for the specific chain with 
which you are working. 


Get Buyer's Cooperation 


Second, check everything with the 
buyer to make sure that what you 
are saying is in keeping with company 
policy. This is very important. 

Third, let the buyer turn your 
material over to the chain’s training 
department for checking and_ final 
production. You are then sure that 
your materials will be used, because 


FIRST CHOICE 


In Industrial 
market stands out as your best 
sales opportunity 


New Jersey, one 


Passaic- 


it will become a part of the chain's 
oficial training program. 

If you want to offer to pay part 
or all of the cost of producing this 
material, you can. The chain won't 
object to taking your money. But it’s 
not necessary. Every chain wants this 
kind of material, and if you have 
sufficient interest to help prepare jt 
properly, the chain will produce jt. 


3. Slides and films have a definite 
place in the training of chain store 
salespeople, if your product is the 
kind that requires it. If, for example. 
you make the plumbing fixtures 
which are sold by one of the mail 
order chains, or the gas ranges or 

| washing machines, you should give 
| careful consideration to supplying 
/ more dramatic training material than 


"Work in the phrase which 
works magic with almost every- 
one: ‘You said something.’ 
‘You said something a minute 
ago that struck me as the 
strongest argument | ever 


Clifton, the High Spot City “pre- 
ferred” more times during the past 
year by Sales Management than 
any other in North Jersey... 11 
months out of 12. 


heard for these goods,’ you 
can tell the buyer. Then quote 
his own words back at him. He 
won't be bored . . . He'll listen 
intently.” 


Since September, Passaic-Clifton has ranked 
first in New Jersey in sales increase... 
this month 18.2% higher than November, 
1949. For the last year, the retail volume of 
Passaic-Clifton has averaged 3.5% better 
than the national average increase... 
highest in North Jersey. 


“The Handbook of Selling” 
by Charles B. Roth 


| a simple manual. Therefore, with the 


PASSAIC-CLIFTON | buyer’s cooperation, a film or slide 


| will be in order. 

Consistently offers national advertisers a greater sales poten- | When you go into a major pro 
tial per family because its families have more to spend... duction such as this it becomes doubly 
its average family income of $5,845* is the highest of all major important to check every detail with 
North Jersey markets. Passaic-Clifton is the major retail the buyer and through him with the 
center of an area of 325,000 people who annually spend more training department. You'll have t 
than $200,000,000 in retail sales ... the major portion of handle, and pay for, your own pro 
which go into Passaic-Clifton stores, (*Sales Management) duction, but be sure to check the er 
tire scenario with the chain before 

you start shooting. 
Once prepared, the right film wil 
get plenty of use. Most of the chains 
now have projection equipment which 
THE HERALD-NEWS they use for, their owen pena 
training work. Even where. this 
Passaic-Clifton, N. J. equipment is not available, you'll b 
| able to arrange for showings by 
wee © ae “ters trail 

| Largest North Jersey Circulation nie — sacs cemamaniic’: 


One—and only one—newspaper can deliver your sales story into the 
homes of this outstanding market. 


| The Julius Mathews Special Agency 


| +. Salespeople’s contests occasior 
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Welcome home! 


Every day Dad, and the World-Telegram and Sun, the World-Telegram and Sun on the buying habits 


get a big welcome home— because they’re both very of these families is shown by its linage gains. In 
ae 
important members of the family! As a matter of one issue, October 11, the World-Telegram and Sun 
i fact, the World-Telegram and Sun is a very im- published 80 pages, containing 141,000 lines of 
: portant member of more than 600,000 families in advertising—the largest regular edition of a week 
\d 
t0 New York City and its suburbs. The influence of day newspaper in the history of New York! 
‘Or 
cn 
re 
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ns 
ch 
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THEY'RE WINNING THE WEST WITH 
WESTERN FAMILY * 


*725,000 GUARANTEED CIRCULATION 
EFFECTIVE WITH MARCH 8TH ISSUE. 


This year over 250 products are win- 
ning Western homemakers with 
WESTERN FAMILY, the magazine 
that “Goes Home With The Home- 
maker”. And, effective with the 
March 8th, 1951 issue, they'll do an 
even greater job—because over 200 
stores of United Grocers, Inc., Port- 
land, Oregon and over 185 Associated 
Grocers outlets in Arizona join 
WESTERN FAMILY on that date. 
It’s a circulation increase of 100,000 

a total circulation of 725,000. So 
if you want to win the West - 
WESTERN FAMILY must be a pri- 
mary consideration. 


Rates, circulation breakdown and mer- 
chandising facts available at all offices 
listed below. 


"WESTERN FAMILY is delivering a bonus 
circulation of 50,000, which means a total of 
775,000 effective March 8th, 1951. 


OFFICES: Los Angeles ¢ 
Seattle © New York 


San Francisco 
Chicago 


Add 4-COLOR PUNCH 
to Your 
POST CARD MAILINGS! 


@ 27 Eye-Catching Color Designs 
+ ready for you to imprint with your sales 
message by any process ¢ typewriter, stencil, 
multigraph, mimeograph, letterpress, litho- 
graph, ete. 

@ Cost Approx. Ac per Card 

Attention-getting as mailing cards, business reply 

cards, ete. Mail first class for only lc. Send ay 

for prices and 27 FREE SAMPLES showing Me 
color designs! 


Mail Coupon Now! 


KUPFER PRINTING COMPANY 
505 So. Jefferson St., Chicago 7, Illinois 


1 
| Sure! I want to add punch to my post card 
\ mailings. Send the free samples. 


ally can be organized to hammer 
home the selling points of your 
product. The best way to plan them 
is on an inter-store basis, and as 
each chain will often organize con- 
tests to generate more enthusiasm 
during special store-wide promotions, 
you may be able to time your contest 
so as to make it a part of the larger 
effort on the part of the entire store. 


5. Make training material a part 
of each seasonal promotion you stage 
through the chain’s sales promotion 
division. The bulletin prepared by 
Blue Swan for Sears Value Demon- 
stration, which we have already men- 
tioned, is a good example of how to 
do this. Here’s the way one of the 
items presented in this bulletin is 
described : 


Lovely Grecian Styled Slips 
in Run-Resistant Knit Rayon 


When your customers see these gor- 
geous self-embroidery trimmed slips in 


the run-resistant single bar trig 
knit rayon fabric swatched beloy 
they'll buy them in two’s and three; 
They'll love the 114” expensive self 
embroidery trim on bodice and ski 
bottom and they’ll also love the pe 

soft colors they come in. In pi 

white, maize and blue in size 344 


size 44. 
Selling Points Throughout 


Notice the selling informatig) 
that’s packed into that paragraph! 
Seasonal material of this kind wil 
supplement any other training mater 
ial you may send out, and will ma 
your training program continuoy 
rather than spasmodic. 

Combine good packaging and ip 
formative labeling with a trainiy 
program that’s made-to-order fy 
your product, and you have a con 
bination that will increase your salé 
with the retail stores of the mil 
order chains regardless of the degre 
of self-service in each. 


Ze 


33 ons 
fl |! ~ * on 
; Bi 

want 

YAW y 
$f 
' 

Z L 
} 


Y, 


P Wi 


“Mr. Lyman, this is no time for business as usual!” 
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...like California without the 


Sillion ollar . alley of the ees 


(one of the country’s best “laboratories” 
for test campaigns) 


Do your testing in the Billion Dollar 
Valley. Because there — in the inland 
part of California—you'll find two 
of the nation’s top test cities. Cities 
chosen by advertising’s own experts, 
as reported in Sales Management's 
November 10 test market survey. 


FRESNO, for instance — major 
trading center in the southern 
part of the Valley — ranks 1s¢ in 
the West, 2nd in the entire nation 
among test cities in the 75,000 to 
150,000 population group. 

SACRAMENTO — major trad- 
ing center in the northern part 
of the Valley — ranks 2nd in the 


* latch 
atchy ewspapers 
National Representatives O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 
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West, 3rd in the nation among 

test cities in the 75,000 to 150,000 

population group. 
What makes these -cities testworthy? 
Above all, they meet all ten of the 
yardsticks set up by the experts. And 
in the one most-mentioned media re- 
quirement, they excel: “Availability of 
advertising media that will cooperate.” 
In Fresno that means The Fresno Bee. 
In Sacramento that means The Sacra- 
mento Bee. To them add the third 
McClatchy newspaper — The Modesto 
Bee—and you can cover and test 
the entire Valley of The Bees. (Mo- 
desto, too, is a choice of the experts 
among cities under 75,000.) 


THE FRESNO BEE 


Reaches 9 out of 10 fami- 
lies in ABC city zone — 
the shopping center for 
more than 14 million peo- 
ple. Reaches half of all 
families in 4-county trad- 
ing area—where total 
retail sales top 4 billion. 


THE SACRAMENTO BEE 


Of all newspapers in West, 
Media Records rank it 2nd 
in total daily advertising 
linage. Reaches 9 out of 
10 families in ABC city 
zone... half the families 
in 19-county trading area. 


THE MODESTO BEE 


Reaches 9 out of 10 fami- 
lies in Modesto — where 
per capita retail purchases 
are nearly four times the 
U.S. average. Reaches half 
the families in Stanislaus 
County. 
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GUY GILLETTE 


GENERAL MILLS splashed photos and how-to-do-it drawings on nearly every page so it's easy to see... 


Why Betty Crocker's Cookbook 


Is a Runaway Best Seller 


The initial print order was 950,000 copies ($2.95 and $3.95) 
before promotion hit its stride. In retrospect it seems as 
easy as eating a gingerbread cookie, but it's a tribute to 
product integrity backed by year-in-year-out promotion. 


A cookbook project by General 
Mills, Inc., demonstrated this fall 
that tested advertising and promo- 
tional principles are still sound, even 
after nearly half a century, if mod- 
ern techniques are employed to give 
the effort scoring punch. 

It was just after the turn of the 
century when Washburn - Crosby, 
predecessor of General Mills, decided 
that there was sufficient demand to 
justify a cookbook. 

A 75-page cookbook was published, 
a considerable project for that time. 
It covered preparation of hundreds 
of dishes from purees to pickles and 


84 


there was generous reference to dishes 
in which Gold Medal flour was used. 
A section was devoted to game popu- 
lar at the time, including roast ante- 
lope and deviled venison. 

There were illustrations showing 
housewives, chic in highlaced shoes, 
using up the last of a bag of Gold 
Medal flour, but assuring the readers 
the grocer had more. Throughout the 
advertising the slogan—‘‘Eventually, 
Why Not Now ?’—was stressed. 

There were coupons in the back of 
the book so a housewife, by sending 
a coupon and 10 cents could get ad- 
ditional cookbooks for friends. 


The cookbook went over with such 
a bang that the company received re 
quests for it for many years, and it 
no doubt played its part in building 
up volume consumption of Gold 
Medal flour. Even now, a customer 
occasionally refers to a recipe obvi 
ously taken from the first cookbook. 

Cookbooks eventually went out o 
style as housewives began to save it 
dividual recipes, gathered from 
friends and commercial sources. Get 
eral Mills kept in step with the trend 
by supplying housewives with recipe 
boxes and sending out new recipes 
printed on individual cards. 

Then in the 1930's the trend be 
gan to swing back to cookbooks. 
General Mills occasionally surveyeé 
its requests for recipes made popular 
by Betty Crocker, the well-publicized 
personality symbolizing the Gener@ 
Mills Home Service Department. 

By 1938 or 1939, General Milk 
had decided on a complete Betty 
Crocker cookbook, but war clouds 
put aside the project. 


SALES MANAGEMEN 


BLEND) 


NOY 


kollow the lead of these 


Business Leaders... 
they're all giving Schenley to wish friends the best! 


Arthur Martin Karl, President of 
Names Unlimited, Inc., Direct Mail 
Consultants, says: “Schenley is the 
answer to all my gift problems. I enjoy 
Schenley in my home, too.” 


Harry G. Griffiths, President of the 
Pennsylvania Drug Co., says: “I order 
Schenley by the case—and my gift buy- says: 
ing is through! It’s quick and easy! 
There’s no finer whiskey-gift.” 


Col. William Schiff, President of Schiff 
Terhune & Co., Inc., Insurance Brokers, 
“I give Schenley because it’s a 
really fine whiskey ... and a really fine 
answer to my Christmas problems!” 


x: 


Herbert Sondheim, President of 
Herbert Sondheim, Inc., Famous Dress 
Manufacturers, says: “Everyone appre- 
ciated Schenley last year, so I’m giving 
it again this Christmas.” 
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Richard E. Booth, Executive of Now- 
land & Schladermundt, Industrial De- 
signers, says: “A gift of Schenley is the 
best way I know to say, ‘Thanks for 
all you’ve done for me this past year!’” 


BLENDED WHISKEY 86 PROOF. 65% GRAIN NEUTRAL SPIRITS. SCHENLEY DISTRIBUTORS, INC., N. Y. 


Edward Lyman Bill, President of Bill 
Bros. Publishing Co., Publishers of 
Sales Management, says: “Schenley is 
an ideal gift. Every man welcomes a 
gift of fine whiskey.” 


\ 
| 
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After the war the home economics 
staff and office personnel bore down 
on a three-year project of assembling 
and checking recipes, but the com- 
pany wanted one final check to test 
the recipe book market in advance. 
A “trial balloon” was floated in the 
form of a cooky-book. Approximately 
850,000 copies were distributed at 25 
cents a copy. Spot checks of women 
who purchased cooky-books indicated 
an overwhelming demand for a com- 
plete cookbook. 

George Ludcke, ordinarily a prod- 
uct man in the Advertising Depart- 
ment, was made co-ordinator of dis- 
tribution and merchandising. 

S. C. Gale, vice-president and di- 
rector of advertising, contributed 
time and ideas to the project. Before 
the job was underway, most officials 
of the company were lending a hand. 


Merchandising 


Entirely apart from the production 
problem was the advertising and mer- 
chandising program which had to be 
worked out. Late in August, district 
grocery product sales meetings were 
held and salesmen were told how 
grocers could participate in distribut- 
ing the book. To introduce the book, 
grocers could earn a copy of it by dis- 
playing ten 100-pound sacks of Gold 
Medal Kitchen ‘Tested flour. 

Early in September, grocery pro- 
duce salesmen began to merchandise 
the book to grocers. Merchandising 
display pieces in grocery stores con- 
tained tear-off order blanks, with 
which customers could obtain 95-cent 
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discounts by enclosing a General 
Mills 70th Anniversary seal from an 
insert in GMKT flour containers. 


Advertising 


Announcement of the book in 
magazine advertising coincided with 
the merchandising effort. First an- 
nouncement in a major magazine was 
a four-color, double-page spread in the 
October Woman's Ilome Companion, 
out in mid-september. 

That kicked off a barrage in publi- 
cations ranging from farm publica- 
tions with selected circulations to many 
national publications. There were 
back-cover and double-page advertise- 
ments in many of the public ations and 
copy in group magazines such as the 
Midwest Farm Paper Unit which 
included half a dozen books. 

The entire field was covered, from 
Rural New Yorker to the Michigan 


Farmer and the New England 
Homestead. There was a_ second 
cover, in four colors, in //ousehold 


Magazine and a four-color. double- 
page layout in Better Homes and 
Gardens. Another four-color, back- 
cover job went into the Ladies’ Jlome 
Journal. 

Softasilk cake flour advertisements 
were enlisted in the campaign, pro- 
moting the new cookbook in a double- 
page spread in the Ladies’ Home 
Journal and a back cover of Better 
Flomes and Gardens. Page or double- 
page layouts were in the December 
Ladies’ Home Journal and McCall's, 
the April McCall’s and the May 
Better Homes and Gardens. 


| RECIPES FOR EVERYONE 


McGRAW-HILL Book Co., which published a and J helped merchandise the cook book, found 
that General Mills’ Betty Crocker has the drawing power of a famous real-life author. 
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Further broadening its effort, Gen. 
eral Mills launched a kickoff of , 
Larro feed promotion of the cook. 
book. Instead of requiring the 70th 
Anniversary seal from a flour sack 
the Larro campaign called for a sale 
slip showing purchase of a 100-pound 
sack of Larro feed to obtain a dis. 
count from the cookbook retail price, 


Production 


While the advertising and promo 
tional program for the venture wa 
being worked out, production of the 
book itself was going through it 
final preparatory stages. 

Recipes had been given a final 
check in homes which would give the 
varied conditions under which the 
recipes would be used. 

Mr. Ludcke had given final checks 
to see that recipes covered the entire 
field. There was no slighting of 
recipes that called by trade name for 
Gold Medal flour. Softasilk, Wheat. 
ies, Kix and Cheerios were mentioned 
in occasional recipes throughout. 

While 11 major publishing house 
were interested in retail distribution 
of the book, General Mills decided 
to operate through McGraw-Hill 
Book Co., for a variety of reasons. 
One reason was the fact that the 
company seemed particularly well 
qualified to keep up a sustained re 
tailed distribution of the book. Ap- 
other reason was that McGraw-Hill 
never had published a _ cookbook, 
therefore the book would not have 
competition from within. 

General Mills and McGraw-Hill, 
had also decided to print a case-bound 
copy which would retail for $2.% 
and a looseleaf model with tab in 
dexes which would sell for $3.95. 

While General Mills rarely dis 
closes financial details of such operé 
tions, company officers say GM #& 
sumed and wrote off the original pro 
duction costs of the book. (Unles 
that had been done, publishing e 
perts say, the books would have ha 
to be sold for nearly twice their tt 
tail prices, allowing for normal mar 
gin of publisher’s profit plus distribu 
tion costs and bookstores’ profit.) 

Before the first book was printed. 
General Mills had warning they had 
something bigger even than they had 
anticipated. The company wanted t¢ 
drop the book on the market una 
nounced until it was available 10 
sale, but there was no possibility. 

Bookstores had had word thi 
McGraw-Hill was printing the hot 
test cookbook to hit the market 
years, and they passed the worl 
along to favored customers to Sif" 
up in advance, and beat the expectté 
shortage. One department store pM 
up signs inviting advance orders, bi 
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You advertising execs (with expense accts) may 
be fanciers de filets mignon, porterhouse platter 
pickers, able to say Stroganoff without stuttering... 
But, even if you gentlemen farm, what do you really 
know about beef? Strictly business, that is? 

Well just turn to SuccEssFUL FARMING, for 
November! And realize how unaware you are about 
the steaks of life, and also the short ribs! And how 
smart the SF farmers are who read the book, and 
raise these beeves! And how can they miss making 
money while you sign those $$ lunch tabs? 
Did you know that... you can 

paint young trees to repel mice? 
Clipping cows licks lice? ...Two 


litters of pigs per season get 5% 


higher prices? . . . Chickens can’t 
sweat? African violets can grow indoors? ... How 
to pick the right fork? Bolero jacket with 
mandarin collar gives pert look? 

. SF readers are hep on such 


fascinating topics! 


SFis a simply fascinating magazine about 
a fascinating business. Farmers manufacture feed 
and fodder with soil, sunshine, rain and fertilizer. 
Their assembling and finishing departments turn 


corn, legumes, and grains into beef, veal, pork, 
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Know your weer 


and poultry on the hoof; milk, eggs and vegetables. 
The finest sirloin and sparerib factories in the 
world are the farmsofSF subscribers. And noother 
industry has changed so much, or 
comesofar so fast in the last thirty 
ax years and improved so much, as 
the farm business! 
M,. -cause the farmer also lives in the factory... 
SF is published not only to help the farm business 
man do a better job and make more money—but 
to help the farm family get more out of life. It 


market! 


serves today’s best business and home 


SF is read by some perfectly 
fascinating people ... (more than 
1,200,000 of them) ... who make 
perfectly fascinating dough. The 
near-million SF subscribers in the 


fifteen agricultural Heart states alone 


have earnings easily 50% above the 
national farm average. Your advertising in the 
general media misses most of the most successful 
farmers. You have to talk business with them in 
their own business medium. 

Any SF representative (non-fascinating) will 
tell youmore. Callanyoffice... Successful Farming, 
Des Moines, New York, Chicago, Cleveland, 
Detroit, pereny San Francisco, Los Angeles. 


HERE’S 
TO YOUR CHRISTMAS 
GIFT PROBLEM! 


THE ANSWER 


THE fiislectal OF 


FRUIT 


cakes! 


ty FARM CREST 


Delicious, tantalizing golden cake lavishly 
filled with rich nutmeats and luscious fruits, 
beautifully packaged in an attractive metal 
humidor. Guild Crest Fruit Cakes are adver- 
tised in Good Housekeeping Magazine— 
covered by Good Housekeeping’s Consumer’s 
Guaranty. 

Act now! Send your gift list to us. With each 
fruit cake, we'll enclose Group orders of 
a Christmas gift card 10 or more 
with your name (or your 


own at ap ef 22 Ib. $79 ea. 
it 2 tai 
of. eddcessing a6 5 |b. $575 ea. 


shipping. (No C.O.D.’s). POSTPAID 


Individual Orders 2'/rlb. $3.75, 5 lb. $7.11 
FARM CREST BAKERIES, 5851 RUSSELL, DETROIT 11, MICH. 


SIOUXLAND 


56 COUNTY 
SIOUX CITY 
MARKET 


4-State 


Coverage 


750,000 


Potential Sales 


SIOUXLAND ~ Annual spendable income $!.- 
226,217,000, per family income $4,555.70; an- 
nual retad sales $874,550,000; gross farm income 
$96! 693,000." 


Cope. WIEB Sales Meonsgement Survey of Bung Power 
tartar reproduction net licomed 


Che Sivux City Journal 


i, > Agf 
Lad Stare \ fe 


— a Oe 


MEPRESENTED NATIONALLY BY JANN & KELLEY, INC. 


they were taken down at General 
Mills’ request. 

A month and a day before copies 
of the book were to hit the book- 
stores, General Mills capitulated and 
authorized advance orders. During 
that month, with little buildup, 
97,000 copies were ordered. 

General Mills had figured on an 
original printing of 500,000 copies, 
but stepped that up to 950,000 be- 
fore the presses began to roll. 

The initial printing was three 
times larger than any initial print 
order for any book, so far as the pub- 
lishers could determine. It put a 
cookbook in the Shakespeare and 
Bible class, and the original order by 
far overshadowed the first printing 
of “Gone with the Wind.” 

(jeneral Mills hustled in a third 
printing order, to be ready around 
the first of the year. That’s when the 
company, expert in its own manufac- 
turing and merchandising field, ran 
into problems foreign to its business. 
The company found itself worrying 
about availability of paper for print- 
ing and steel for ring bindings. 

There were other knotty problems 
which were foreign to the food mer- 
chandising business. For instance, the 
Post Office Department ruled that 
because recipes call for ingredients 
under trade names, cookbooks cannot 
be sent at the regular book rate. They 
are moved at parcel post rates, and 
that runs into sizable figures, consid- 
ering the three pounds for the bound 
edition of the cookbook and four 
pounds for the deluxe edition. 


Rave Notices 


When home economists and writ- 
ers in the home field accepted the 
cookbook with open arms General 
Mills was left a little breathless. To 
mention a few instances, The New 
York Times ran a 500-word story. 
The New York [erald Tribune ran 
a picture story. The Minneapolis 
Sunday Tribune, with 600,000-plus 
circulation, gave over an entire front 
page of a section, with the story con- 
tinued each morning for two weeks. 
The treatment was much the same in 
smaller communities. 

All that was in addition to the 
circulation of 26,851,000 which Gen- 
eral Mills figures is being reached 
by its magazine advertising campaign. 

The cookbook quickly hit best- 
seller lists in the Twin Cities and 
there was no doubt that the result 
would be much the same in other 
parts of the country because adver- 
tising is on a national basis. 

A bookstore in Cincinnati has built 
a television program around the 
cookbook. Scribner’s has an entire 
window display on the book. The 


book is built into Betty Crocker, 
Magazine of the Air and Betp 
Crocker television shows are based 
adventures in food preparation as de 
scribed in the book. 
Merchandising possibilities ay 
practically unlimited. In addition 
the original coupon arrangement, th 
book is available for coupons receive) 
as the result of purchase of Gener 
Mills appliances and home product 
A chain store that handles prip 
cipally clothing for persons living j 
rural areas has taken on the boo 


"An improvement of only 
5°/, in personality may produce 
a 50%, increase in sales. If you 
have just a little more en- 
thusiasm, sincerity, tact, initia- 
tive, and so forth, as compared 
with the average run of sales- 
men, you stand out prominently 
in customers’ minds." 


“Successful Salesmenship" 
by Paul W. Ivey 


(the first book it ever sold) becauy 
there were so many requests for 
Tea and coffee route salesmen wil 
distribute the book later this year be 
cause General Mills feels they do no 
compete with bookstores which at 
McGraw-Hill outlets. 

Women’s clubs, church groups at 
individual women have  swampel 
McGraw-Hill and General Mil 
with requests to sell the book on 
commission basis, and many request 
are approved in communities that 
not have bookstores. 

A wholesale hardware company hé 
requested the book, and a drug stot 
chain has been trying to be named # 
an outlet. Requests are sent to Mc 
Graw-Hill by General Mills. 

General Mills likewise sends © 
the publishers the orders for coo 


books which are sent directly to Ger i 
eral Mills. Misdirected orders ca sory, 
to General Mills in such volume thé Cleve 
the original paper cover for the aged | 
had to be re-designed to get the nao‘ Mr. | 
of the publishing house on the cov Noret 
in sizable type. . _ d 
Betty Crocker apparently is wel Cafe 
on her way to heading the best-selle 1931, 
lists with her first venture into ™H pop 
big-time publications field. Gent? this a 
Mills says this is not too surprisitt 
as she is known to 97.7% of Ame 
ica’s homemakers. WGal 
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FACTS BROUGHT TO LIGHT in a full- 
color desk-top film presentation. Clients 
and prospects get graphic and helpful 
data of the rich market area served by the 
$0,000-watt voice of WGAR. For example: 
WGAR reaches 4,391,300 consumers with 
an annual effective buying income of 
$6,411,687,000. Such facts highlight the 
the “SIX BILLION DOLLAR PICTURE” of 
ve Northern Ohio. GET ALL THE FACTS! 


ThE b, 4 i, 
CITY CLUB ii © #$™THROUGH THESE PORTALS pass statesmen, 
—_ : iy leading political figures and outstanding citizens 
from all over the world to mount the rostrum of the 
famed Cleveland City Club. For 13 years, celebrated 
speakers have voiced their opinions, observations 
and experiences through WGAR’s free-speech 
mike. This is one of the many important public 
service features broadcast regularly by WGAR. 


the SPOT for SPOT RADIO 


Write for helpful radio presentation: “A Six Billion Dollar Picture”. 


NEWSWORTHY and 
NOTEWORTHY. WGAR’s 
_... fully-equipped newsroom 
receives 300,000 words of 
copy daily. WGAR, first 
Cleveland station to broad- 
cast news ona regular basis, 
sends newsmen on local and 
national assignments. Such 
newscasts serve as builders 
of good will and as sales 
tools. Give people what they 
want to hear. Check on 
available newscasts. 


GOOD SERVICE! The Forum 
Cafeteria, a WGAR advertiser, 
.B ftves thousands of hungry 
Clevelanders daily. It is ably man- 
aged by Mr. George R. Kaye (left). 
Mt. Kaye is a member of the 
Northeastern Ohio, Ohio State, 
and National Restaurant Associa- 
welf “ons. He has been with the Forum 
life “feterias of America, Inc., since 
5 i 1931. Pictured with Mr. Kaye is 

Bob Forker of WGAR who serves 
‘is account. 


RADIO ... AMERICA’S GREATEST ADVERTISING MEDIUM 
WGaR.., Cleveland...50,000 watts...CBS * Represented Nationally by Edward Petry & Company 
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Remember Sentiment Sell 
Steel Valves? 


(ur Father which art in heaven, 
Hallowed be thy name. 

Thy kingdom come. 

Thy will be done 

In earth, as it is in heaven. 
Give us this day 

_ Our daily bread. 

And forgive us our debts, 

As we forgive our debtors. 
And lead us not into temptation, 
But deliver us from evil: 

For thine is the kingdom, 

And the power, 

And the glory, 


For ever. Amen. 


Mart. 6:9 


Cooper Alloy's best cus. 
tomers ask for these mailers, 


BY GEORGE BLACK 


Advertising Manager, 
Cooper Alloy Foundry Co.* 


It all started quite simply. As a 
result of a conference with top man- 
agement it was decided to search for 
an institutional type of direct mail 
piece suitable for establishing a re- 
curring contact between our company 
and its customers and __ prospects. 
Nothing elaborate or pretentious ... 
just something simple . . . different 

. something which would appeal 
to top executives on a human rather 
than a.business basis. 

In terms of purposes it might be 
said that we were interested in estab 
lishing and maintaining _ busines 
“friendship.” Over the past quarter 
of a century Cooper Alloy has suc- 
ceeded in becoming one of the world’ 
leading producers of stainless valves 
fittings and castings, but because oi 
a number of factors this Jeadership 
never had been fully appreciated in 
the industrial field. The institutional 
mailing piece represented another 
link in the chain of projects designed 
to build and maintain nationwide 
prestige, and it was important that 
it be well received. 

With this in mind, consultation 
were held with one of the better 
creative commercial artists . . . am 
as a result our “Thoughts to Remen 
ber” series was born. Simple in cot 
ception, yet strikingly different (0 
so we believe) the series was designe? 
to bring inspiring, oft-quoted, timels 
messages to busy executives, providing 
brief relaxation and enjoyment. he 
sales angle was minimized and onl} 


*Hillside, New Jersey 
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@ Mr. Stanley Marcus (shown above at 

the 1950 Fall Fashion opening chez Christian Dior, 
leading French couturier), who travels 

extensively in the interests of his business, says: 
“I couldn't get along without my AupoGRaPu. 
Reporting the Paris openings by AuDoGRAPH 

is an important part of my routine!” 


@ NEIMAN-MARCUS in Dallas, Texas, is not only the 
leading retail store in the great Southwest—but 
also boasts of customers throughout the United 
States and all over the world. They pride themselves 
on fashion alertness, on progressive merchandising 
—and on modern means of doing business. 

In this, the AupoGRraPH Electronic Soundwriter 
plays an important part. It is at the elbow of every 
executive for dictation and telephone recording. 
\UDOGRAPHS are located conveniently throughout 
the store where buyers may have access to them 


attends the Paris fashion openings 


...and carries on at the 


‘home office, too!” 


says NEIMAN-MARCUS, 
famous fashion leaders 
of Dallas, Texas. 


with AUDOGRAPH 


for dispatching written communications while 
still engaged in their supervisory work. 

The same capacity for stepping up individual 
and organizational output by AupoGRrapH Sound- 
writing is available to any type of business—no 
matter how small or large. For full facts concerning 
this important aid to business, use the attached 
coupon. You'll be miles ...and money ahead. 

Made by The Gray Manufacturing Company— 
established 1891—-originators of the Telephone 
Pay Station. 


, 
GAUDOGRAPH 


a THE GRAY MANUFACTURING COMPANY, HARTFORD 1, CONNECTICUT 


AUDOGRAPH sales and service in 180 principal cities of 
the U.S, See your Classified Telephone Directory—under 
“Dictating Machines.’ Canada: Northern Electric Com- 
pany, Ltd., sole authorized agents for the Dominion. 
Overseas: Westrex Corporation (export affiliate of 
Western Electric Company) in 35 foreign countries. 


TRADE MARK “AUDOGRAPH"™ REG. U. S. PAT. OFF 


ELECTRONIC 
SOUNDWRITER 


the company name was permitted to 
be visible while the message was be- 
ing read. A simple one-line slogan 
identifying the company’s position 
and products appears on the back. 

Before trying these out on our own 
customers, a test mailing was made 
to approximately 1,500 names se- 
lected from Chemical Engineering 
Catalog. No attempt was made to 
screen by company, but in all cases 
the mailing was addressed to top 
management. With the mailing of 
No. 2 in the series went a brief let- 
ter asking for comments and advising 
that future issues would be sent only 
to those who responded. As a result 
of this letter 38 responses were re- 
ceived, representing a_ return of 
about 22%. 


Analyze Returns 


Now a 244% return, when you're 
not trying to sell anything, is not 
exactly what we would call high, and 
our first thought was to discontinue 
the series. But there were three con- 
siderations which made us pause. In 
the first place, we realized that we 
had handicapped ourselves by testing 
the effectiveness of the series before 
it had a chance to take hold. Second, 
by not using a reply card, we made 
it quite difficult to respond, particu- 
larly since the letter itself was de- 
signed to be read and not just 
glanced at. Third, the caliber of the 
38 responses which were received 
was of such a nature that we found 
ourselves out on a limb. 

Analyzing the responszs, we found 


that not only did they stem from ex- 
ecutive personnel in companies that 
represented good prospect material, 
but the letters were so enthusiastic 
in nature we felt that, in spite of 
the low quantity, we would just have 
to continue sending “Thoughts” to 
those who requested it. Here are a 
few samples of the comments: 
“Your recent copy of ‘Thoughts 
to Remember’ has been read by me 
no less than five times during the 
past week.” 
“Delightful! Please keep sending 
them.” 
“May | 
taste.” 
“Thank you for the privilege of 
sharing “Thoughts to Remember.’ ” 
“You could not more effectively 
place the name of Cooper Alloy be- 
fore the industrial field. Congratula- 
tions upon a fine piece of work well 
executed.” 
“Very good under the present situ- 
ation and trying times of today.” 
On the basis of the quality of the 
response and the enthusiasm ex- 
pressed, we decided to send future 


compliment your good 
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issues of the series to approximately 
500 names on our executive customer 
and prospect list, in addition to the 
38 individuals who responded to the 
initial test. 

Even though we realized the weak- 
ness of testing after only two mail- 
ings, we decided to enclose a return 
card with our second mailing so that 
results could be better compared with 
the first test. As a result of this move 
we received 80 returns, representing 
a 16% response. Considering the 
ease of response permitted by the re- 
turn card, this is not a high return, 
but it certainly is adequate and 
seemed to justify expanding. So we 
decided to test the engineering and 
purchasing sections of our mailing 
list. To do this we rounded up 100 
sets of past issues of “Thoughts to 
Remember” and sent them with a 
covering letter to 100 names chosen 
at random from our regular customer- 
prospect list. Ten letters, represent- 
ing a 10% return, were received. 
Again, as in the first test, the caliber 
of response was excellent, and com- 
ments were enthusiastic. Some of 
these comments are: 

“Excellent more of such a 
series might contribute something to 
perpetuate the American free enter- 
prise system.” 

“A very fine piece of work. . 


should tend to lessen the strain of 
public relations.” 

“Most welcome . . . it gives us, 
pause for thought as well as refresh. 
ment.” 

Well, there you have it... 
initial test mailing which brought ; 
2.5% return, consisting of some ver 
enthusiastic letters from top manage. 
ment; second, a test mailing whic 
brought a 16% return in the form 
of business reply cards; a third teg 
mailing which brought a 10% letter 
return, with the quality and enthus:. 
asm of the responses at a very high 
level. Under similar circumstances, 
what would you do? 

1. Would you continue mailing 
“Thoughts to Remember” only t 
those who have requested it? 

2. Would you continue the mailing 
to those who have requested it, plu 
the executive portion of the mailing 
list ? 

3. Would you enlarge the mailing 
to include the full list: executives 
engineers and purchasing agents? 

4. Would you discontinue _ the 
series ? 

We at Coover Alloy have made 
tentative decision, but we would bk 
glad to learn what other manage. 
ment representatives, sales represents 
tives and advertising managers would 
do under similar circumstances. 


Characteristics of Advertisements 
That Pull the Most Readers 


The first in a series of bulletins 
summarizing findings of the Continu- 
ing Study of Farm Publications has 
been issued by the Advertising Re- 
search Foundation. 

Bulletin No. 1—based on studies 
of 12 farm publications — analyzes 
147 advertisements in the automotive 
group. This category includes adver- 
tising for automobiles, trucks, trac- 
tors, tires, equipment, accessories, 
parts, gasoline and oil products. 

A. W. Lehman, managing director 
of the Foundation, reports that 5,500 
copies of the bulletin are being dis- 
tributed to interested advertisers, ad- 
vertising agencies, farm publications, 
colleges and universities. The bulletin 
series has been designed to supple- 
ment the Foundation’s reports on in- 
dividual farm publications and to 
provide additional information for 
those seeking to prepare more effec- 
tive farm publication advertising. 

All costs of the bulletin are being 


defrayed by the Agricultural Publish- 
ers Association. The Association and 
its 30 member publications _ have 
contributed approximately $300,00 
since 1944 for operation of the Cor 
tinuing Study. 

The bulletin contains eight pages 
and is punched so that it may be col: 
lated with subsequent bulletins in é 
ring binder. It has 33. illustrations, 
including reproductions of 26 adver 
tisements. 

Featured in the bulletin is an a 
alysis of the factors which helped 
produce the most successful adver 
tisements—those which attracted the 
greatest number of readers. A stud! 
was made of the characteristics of the 
20 highest-scoring advertisements. | 

The bulletin includes an analys® 
of highest-scoring pictures, headlines 
copy, the size factor, average ratin® 
of different types of ads and 4 de- 
tailed listing of all 147 ads covert 
by the bulletin. 
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3 For many years, Detroit has been first among the nation’s 
H five largest cities in factory wage rates. As of July this year, Detroit 
factory workers’ pay-checks averaged $73.16 weekly—25% above the national 
. average! Since then, factory workers at Chrysler, Ford, General Motors, 
a Kaiser-Frazer, Packard and other industrial plants have received 
, pay increases and other benefits that will add almost one hundred 
million dollars to their annual incomes. 
i It’s no wonder the Detroit workingman is the envy of the nation . . . and that the 
‘ Detroit market means business, It is the outstanding sales opportunity of the 
i nation! 
blish . i 
a 4 Number One selling medium in this market is, of course, 
have THE DETROIT NEWS, carrying almost as much advertising linage as both 
Mo other Detroit papers combined! 
Con- } 
pas BN 453,684 565,658 
-ol- highest weekday circulation Sunday circulation 
= ‘ of any Michigan newspaper A. B. C. figures for 6-months 
is ’ period ending Mar. 31, 1950 
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overed Eastern Offices: 110 E. 42nd St., New York 17—under management of A.H.KUCH Western Offices: JOHN E. LUTZ CO., Tribune Tower, Chicago 
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Consumer goodwill obtained by manufacturers giving out 


Grocers Offer Co-op Plan To Lick 
Coupon Redemption Headache 


merchandise deal coupons need not be frittered away 
through irritating redtape when retailers collect on them. 


One of the retail grocer’s postwar 
headaches has been the “free coupon” 
used by manufacturers for sampling- 
campaigns. 

It comes to the housewife by mail 
addressed “Occupant,” or in Sunday 
supplements, or is clipped from ad- 
vertisements. It is single, or a gaudy 
strip of a half-dozen, and offers any- 
thing from a nickel discount to a 
free package of soap or soup: “Take 
this to your grocer!” 

Coupon sampling must pay, or 
Procter & Gamble would not use it 
so extensively. The retailer feels that 
it builds business and takes it in. 


They Pile Up 


Where the grocer’s headache comes 
is in getting his money back from the 
manufacturers who issue them, for 
there are now approximately a hun- 
dred different places where the in- 
dependent grocer has to mail them, 
and for lack of time for paper work, 
he lets them accumulate at his cash 
register. They are always good. 

Coupons dating back eight years 
were turned in recently when a 
wholesale grocery house in Long 
Beach, Calif., set up a clearing house 
for this kind of “shin-plaster.” 

For each coupon the retailer cashes, 
the manufacturer allows one cent to 
cover paper work. 

As a service to members, Associ- 
ated Grocers, a semi-cooperative or- 
ganization of independent retailers in 
the Long Beach area, offered to ac- 
cept all coupons held by its 225 mem- 
bers, give credit for their value, and 
do the paper work for the penny. 
This association is sponsored by the 
E. E. Hoagland Co., wholesale gro- 
cerv house. 

Starting experimentally, Emory 
Hoagland asked only the directors of 
the association to turn in coupons. 
The idea had been discussed by the 
board, and the plan worked out. It 
was successful, and after the first 
month it was extended to all mem- 
bers. 

All that grocers were asked to do 
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was gather up their coupons, sort 
them by kind, and mail or give them 
to drivers. At the start there was a 
flood, because grocers had been put- 
ting off the paper work. Some had 
as high as $260 worth from nearly 
two hundred manufacturers, redeem- 
able from coast to coast. After the 
first flood, the number settled down 
to the regular monthly take of about 
one-quarter as many. 

If a busy grocer had a cash register 
with 172 different compartments for 
coupons, he would be equipped to 
handle those that came in on the first 
flood. But while in some compart- 
ments he might accumulate several 
hundred, in others there might be 
less than a dozen. For each, he would 
have to make up a packet for mail- 
ing, and on many the penny allow- 
ance for the work would fall far 
short of covering stationery, postage 
and time. 

The wholesale house found that it 
was possible to squeak by on the 1- 
cent handling allowance. In some 
cases that is now 2 cents. For econ- 
omy in handling, redemptions are 
made every six weeks. 


Coupon Problem 


A problem arose in the coupons for 
which the grocer hands out a free 
package of the product. Discount 
coupons, good for a nickel or a dime 
off the price, had stated face value. 
But free coupons involve paying the 
grocer his “shelf price.” 

These prices frequently differ sev- 
eral cents. The grocer’s word as to 
his shelf price is accepted by manu- 
facturers. But if thousands of cou- 
pons had to be handled at different 
prices, the paper work would be 
enormously complicated. It was de- 
cided that shelf prices would be av- 
eraged. If a given product retailed 
variously for 21, 22 and 23 cents in 
different stores, the average of 22 
cents would be adopted. This has 
proved satisfactory to everybody. 

Theoretically, the manufacturer is 
supposed to relieve the grocer of pa- 


up coupons. They are presumabj 
handed over when the salesman cal\ 
credited, and the paper work ay 
mailing made unnecessary. Mailing 
volves returning each manufacturer| 
coupons to many redemption point 
from local branches to company head 
quarters scattered over the country 

This plan had been in operatic 
only a short time when manufactw, 
ers, looking into the coupon activitis 
of their sales forces, found that r 
demptions were being neglected 
especially by smaller retailers. 


"Shelf Price” 


Collecting by salesmen appears 
offer an inducement for calling 
more retailers and increasing sale 
From the distributors’ standpoint : 
is the best solution. But it is not eas 
for the smaller manufacturer to pid 
up the few coupons that the smalle 
retailer takes in. 

When the plan was first tried ov! 
letters were sent to coupon-issuing 
manufacturers, asking whether the 
liked the idea of a central clearing 
house, and all but two approved tk 
idea as simplifying their own wor 
One exception is Procter & Gambl 
which always has done a splendid je 
of collecting and crediting through it 
sales organization. 

Some manufacturers allow the gr 
cer 2 cents for coupon handling. A 
sociated Grocers have thus far lot 
a little money, as the commonest @ 
lowance is the penny. But service 
members is counted worth a littl 
loss. Two cents on all coupons prob 
ably would show a little profit, b 
make coupon redemption attracti\t 
to outsiders who might find it ‘ 
profitable racket, picking up coupo 
from grocers and making no retut 

“We decided to do somethit 
about a problem that has thus ™ 
caused mostly talk,” says Mr. How 
land. “We have not completely solve! 
it, but we have made it possible 10! 
our members to immediately cash 
all coupons, whether many or 4 few 
and get their working capital 

“Whether this is a new detail ® 
the grocery business to be handled 
some such way by wholesalers, oF " 
be cleared through a central organ# 
tion manufacturers could set uP, © ; 
ing in all coupons at a single pol 
and issuing credits, is something " 
be decided by those interests.” 
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Lion 


To help you keep your sales potentials and quotas from 


‘becoming obsolescent—to give you the twin yardsticks 


of rate-of-growth and volume—to pass on hints on how 
best to promote in major markets—and to better plan 
your test campaigns, 


Sales Management Presents 


EST MARKETS 


(a) Purposes of testing 
(b) Best sources of test-market data 
(c) Most frequently used cities for testing 
(d) What makes a test market good? 
(e) Ideal test markets—by 
(1) City size groups 
(2) Major geographic areas 


(f) Feature articles on how to run campaigns, 
pitfalls to avoid 


HOW IT'S 

(a) 162 metropolitan county areas as defined by the Gov- 
ernment, and 24 added by SALES MANAGEMENT 

(b) Changes from the |940 delineation 

(c) Revised 1940 retail sales total, also 5 major store cate- 
gories 

(d) Percentage increases 1949 over 1939 

(e) Volume rankings by population groups 

(f) ‘Top Twenty" in percentage gains 

(g) Ten-year comparisons by states and sections, with spe- 
cial tables and Pictograph 

(h) 1950 official population, leading cities 
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I. The Monthly 
Grocery Sales 
Audit elimi- 
nates guesswork 
for food manu- 
facturers 
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Here You have a Combination for " 
Food Merchandising Unmatehed in Americ4 | 


FOR DETAILS WRITE OR WIRE s. 
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Experts Pick Best Test Markets 


By Regions and 5 Population Groups 


Advertising agency experts tell what their clients request 


or what they recommend to insure that failures are mini- 


mized and sound ideas magnified. Five important factors 


stand out as most essential in the choice of test markets. 


Since 1947 there has been rela- 
tively little change in opinion as to 
what factors are most important in 
deciding upon markets for various 
kinds of marketing tests, but the list 


of cities recommended is full of 
change and surprise. Of the half- 
dozen most recommended cities, 4 


were not among the top 10 in the 
September 1, 1947 survey. 

This is the fifth in a series of sur- 
veys designed to sample principles 
and practices in choosing test mar- 
kets. Others appeared in the issues 


of November 1, 1934; August 1. 
1938; August 1, 1940; September 1, 
1947, 

The field investigation for the 


current survey was handled by the 
firm of S. W. Wilkerson and Asso- 
ciates, Philadelphia, with interviews 
among qualified experts in 150 major 
advertising agencies. A partial list 
of agency respondents appears at the 
end of the study under the heading: 
“Typical Respondents.” 


All agencies represented in the 
survey are members of the American 
Association of Advertising Agencies 
or have complete recognition from 
publishers’ organizations. Concen- 
— field work was carried out by 

Wilkerson representatives in New 
York, Chicago, Los Angeles, San 
Francisco, Detroit, Minneapolis, Bos- 
‘on and Philadelphia. Respondents 
Were officers, account executives, 
media directors and research direc- 
tors. While it is obvious that the 
choice of test markets is a joint re- 
‘ponsibility of the agency and the 
client, the survey was confined to 
agencies because previous experience 
proved that national advertisers are 
widely scattered that it is impos- 
‘ible to secure a valid sample on this 
‘ubject within a reasonable budget. 
Wilkerson field representatives se- 
‘ured from most of the agency re- 
‘ondents not only their own ideas 
but those of their clients. 
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The field work was conducted by 
Wilkerson representatives during the 
months of June, July and August. 


Test Market Activity 


The first question asked dealt with 
current test market activity: “Jn the 
past six months, how many test mar- 
ket campaigns of all types (advertis- 
ing tests, product tests, etc.) has your 
organization conducted?” 


26 ran 1 campaign. 

40 ran 2 to 4 campaigns. 

38 ran 5 to 10 campaigns. 

20 ran 10 or more campaigns. 

26 didn’t know the number, re- 
fused this information, or 
had no test campaigns during 
the period. 


When asked how this number com- 
pared with the number conducted 
during the same six-month period of 
the preceding year, the answers re- 
vealed increased activity: 


More 34% 
Fewer 15% 
About the same 46% 
Don’t know, or no 

answer 5% 


Purposes of Tests 
When asked 


“For what purposes 
were the tests made?”’, the respond- 
ents gave top mention, by a wide 


margin, to introducing a new prod- 


uct. 134 respondents answered the 


question and gave these reasons: 


Purposes Mentions 
Introducing a new product 106 
One copy theme vs. another 69 
One medium vs. another 63 
Use of new medium 


(especially TV) 58 
Securing new dealers 36 
One premium vs. another 31 
Testing a new package 30 
Tests by market size 27 
One layout idea vs. another 27 


Tests by 


income groups i7 


Purposes Mentions 
Proposed price change 13 
Tests by age groups 13 
Tests by racial or religious 

groups 13 


Large product size vs. small 10 


Other purposes mentioned were: 
Product evaluation (taste, new uses, 
etc.) ; merchandising offers (combin- 
ation deals) ; saturation tests; name 
tests. 


Checking on Results 


How did the client and the adver- 
tiser evaluate the results of the tests? 
Most frequently mentioned was an 
examination of sales or inventory 
records of the retail stores. 134 re- 
spondents answered this question. 


Methods Mentions 
Retailer sales or inventory 
records 82 
Opinion surveys among 
retailers 73 
Opinion surveys among 
consumers 68 
Mail returns 48 


Coupons through dealers 48 
Reports from clients’ 


salesmen 39 
Surveys made by advertis- 
ing media 25 


Sources of Information 


The editors of SALES MANAGE- 
MENT are flattered by the answer to 
the question, “What are the sources 
you turn to most frequently for in- 
formation in choosing test markets?” 
No suggestions were made to re- 
spondents. Purely on a recall basis, 
146 experts made these answers: 


Source Mentions. 

SALES MANAGEMENT, in- 
cluding annual Survey 
of Buying Power and . # 
monthly “High-Spot 
Cities” 

Miscellaneous sources on 
consumer media, includ- 
ing magazines, newspa- 
pers, radio 76 

(jovernment statistics, in- 
cluding Bureau of the 


Census 54 
Standard Rate &£ Data 
Service, monthly  edi- 


“Con- 


tions and annual 


99 


Table | 
Most Recent Test Cities, and Media Used 


Box-score of Cities mentioned 4 times or more as being used in ‘‘most recent” test campaign. 


NEWSPAPERS 


| 
} 
No. |) | Radio | Tele- 
using | AM | PM Sunday! | vision 

j 


Los Angeles, Calif. 
New York, N. Y. 
Chicago, Ill. 
Philadelphia, Pa. 
Hartford, Conn. 


Fe rPoones 


Boston, Mass. 
Indianapolis, ind. 
Peoria, Il. 

Des Moines, lowa 


Fort Wayne, Ind. 
Milwaukee, Wis. 
San Francisco, Calif. 
Syracuse, N. Y. 
Buffalo, N. Y. 
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Cleveland, Ohio 
Columbus, Ohio 
Grand Rapids, Mich. 
Houston, Tex. 
Kansas City, Mo. 


—nm &nmenr Porn FOweme 


_ 
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Providence, R. I. 
Detroit, Mich... 
Harrisburg, Pa. 
Portiand, Ore. 
San Diego, Calif. 


Seattle, Wash. 
Utica, N.Y... 
Akron, Ohio 
Atlanta, Ga. 
Baltimore, Md.. . 
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Bridgeport, Conn. 
Cincinnati, Ohio 
Dayton, Ohio 
Fresno, Calif. 
Minneapolis, Minn. 


Omaha, Neb. 
Pittsburgh, Pa. 
Rochester, N. Y. 
South Bend, Ind. 
Worcester, Mass. 


Ww 
—w 
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Charlotte, N.C. 
Dallas, Tex.. 
Denver, Colo. 
Memphis, Tenn. 
Newark, N. J. 


New Haven, Conn. 
Quincy, Mass. 
Sacramento, Calif. 
Schenectady, N. Y. 
Spokane, Wash. 


Springfield, Mass. 
Washington, D.C. 


TOTAL: All Cities 
mentioned by all 
respondents 525 
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CITIES RECEIVING THREE MENTIONS: 
Albany, N. Y.; Allentown, Pa.; Binghamton, N. Y.; Evansville, ind.; Louisville, Ky.; Madison, Wis.; Reading, Pa.; 
Rockford, Ill.; Shreveport, La.; St. Louis, Mo.; Wilmington, Del.; Youngstown, Ohio. 

CITIES RECEIVING TWO MENTIONS: 
Athens, Ga.; Bay City, Mich.; Canton, Ohio; Decatur, Ill.; Dubuque, lowa; Duluth, Minn.; Erie, Pa.; Hannibal, 
Mo.; Lancaster, Pa.; Lansing, Mich.; Lincoln, Neb.; Long Beach, Calif.; Moline, I!i.; Nashville, Tenn.; Oakland, 
Calif.; Phoenix, Ariz.; Plainfield, N. J.; Portland, Me.; Poughkeepsie, N. Y.; Racine, Wis.; Raleigh, N. C.: Rock 
island, tll.; San Jose, Calif.; Sioux City, lowa; Springfield, Il1.; Tacoma, Wash.; Troy, N. Y. 

CITIES RECEIVING ONE MENTION: 
Alton, lil.; Altoona, Pa.; Amarillo, Tex.; Aurora, Ill.; Bakersfield, Calif.; Bayonne, N. J.; Birmingham, Ala.; Bloom- 
ington, Ill.; Bremerton, Wash.; Butte, Mont.; Cedar Rapids, lowa; Champaign, II!.; Charleston, N. C.; Chatta- 
nooga, Tenn.; Chester, Pa.; Danbury, Conn.; Danville, Va.; Davenport, lowa; Dearborn, Mich.; Durham, N. C.; 
Easton, Pa.; Elizabeth, N. J.; Elmira, N. Y.; El Paso, Tex.; Fall River, Mass.; Gary, Ind.; Green Bay, Wis.; Greens- 
boro, N. C.; Greenville, N. C.; 

ALSO 
Hamilton, Ohio; Hermosa Beach, Calif.; Jacksonville, Fla.; Johnstown, Pa.; Joliet, Ill.; Kalamazoo, Mich.; Kan- 
kakee, Ill.; Keokuk, lowa; Kingston, N. Y.; Knoxville, Tenn.; La Crosse, Wis.; Lafayette, Ind,; Lexington, Ky.; 
Little Rock, Ark.; Lima, Ohio; Lynchburg, Va.; Manchester, N. H.; Mansfield, Ohio; Mankato, Minn.; Miami, 
Fla.; Mobile, Ala.; New Bedford, Mass.; New Brunswick, N. J.; Newburgh, N. Y.; New Rochelle, N. Y.; Norfolk, 
Va.; North Hollywood, Calif.; Orlando, Fla. 

AND 
Oshkosh, Wis.; Paterson, N. J.; Portland, Ore.; Portsmouth, Va.; Redondo Beach, Calif.; Richmond, Va.; Roa- 
noke, Va.; Salem, Ore.; Salt Lake City, Utah; Sandusky, Ohio; San Pedro, Calif.; Scranton, Pa.; Springfield, Mo.; 
Stamford, Conn.; Steubenville, Ohio; Stockton, Calif.; St. Petersburg, Fla ; Toledo, Ohio; Tuscon, Ariz.; Warren, 


pre or ee Cenn.; Waterloo, lowa; White Plains, N. Y.; Wilkesbarre, Pa.; Williamsport, Pa. and Winston 
alem, N.C. 


Source Mentions 
sumer Markets” 37 
Clients’ sales records 26 
Agency’s own experience 25 
Editor and Publisher 
Magazine 22 
Trade and industrial mag- 
azines 17 
Agency’s research library 13 
Outside research organiza- 
tions, such as Nielsen 13 
Local statistics 8 
Broadcast Measurement 
Bureau 
Printers’ Ink Magazine 
Water hardness maps 
Trade associations 


Choosing test markets is not an 
exact science, and a number of agency 
executives admitted quite frankly 
that “hunches” on the part of their 
own men or client executives fre 
quently gave the nod to certain cities 
as did “common sense.”’ A Minneap 
olis executive complains that “Ow 
clients are likely to want to go ahead 
on distribution on the basis of a one. 
city test. Our greatest problem is to 
get the client to go into at least four 
cities.” 


Cities Used in Most Recent 
Test Campaign 


The question: “Jn the most recen 
test campaign conducted for a client 
what cities were used, and what 
media?”, a corollary question asked 
for the type of product on which the 
test was made. Food, with 39 mer- 
tions, was the leader, followed b 
household products, 20; drugs, 19: 
beverages, 9; cosmetics, 8; soaps ani 
cleansers, 6; major appliances, 
liquor, 5; tobacco, 5; building ma 
terials, 5. 

Results, so far as cities and media 
are concerned, are presented as Table 
1 and accompanying text—a total 0! 
176 different cities. 


A total of 525 city-mentions w# 
recorded by 117 agency men wi 
answered this particular question, 
4.5 cities on the average. 


The media score cannot be com 
pared precisely with previous survey! 
because in 1950, for the first time, 
the response called for cities actual 
used, rather than cities recommendeé 
for a hypothetical manufacturer até 
product. However, the relationship 
are not altogether dissimilar, excef! 
for the emergence of TV, the greatl! 
expanded use of point-of-sale m 
terial, and a drop in outdoor reco 
mendations traceable to the fact that 
24 sheets are sold out in so mai) 
localities, with long waiting lists. 
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STER stands 424 * WORCESTER stands 424 «> W 


WORCESTER _ 


th Most Popular 


Test Market, 
150,000 to 250,000 Population 


Take the word of media men all over the 
country that the Worcester Market is well- 
balanced for test campaigns. Sales Manage- 
ment’s November Test Market Survey, places 


mm .«.. a. 
ER sf. 
recent ks , 


client Worcester 4th in that category among the 

what — oe Cae tye se nation’s population centers in the 150,000 to 

askei + WE CESTER stands 4 250,000 group, and 20th in the nation for cities 

ch the ——— of all sizes. Special mention accompanies this 

) met outstanding rise in Worcester’s popularity. 

ed bi he itl caok bat akiwaauins * ; ; 

19.8 t , @ \ VO nC ESTE R _|n addition, the high buying power of 

ps and this active Central New England Market — 

es, 5 $677,940,000, ranking it 40th in the nation, 

ig me puts power plus in your test promotions. 
You'll find the Worcester Telegram-Gazette 

media a co-operative media in any of your test market 

Table plans. Write for a copy of our latest folder 

otal 0 “Worcester — the Industrial Capital of Central 

Wl oF oe sea New England.” 
1s wa ~ 
1 whe >. a 
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le newspaper coverage WORCESTER, MASSACHUSETTS 
recom GEORGE F BOooTH Publisher 
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OK, Kay!, ; that’s 


« 


and 

Sect 

Give the 

an ad today — 


From: K. Dillard 
To: Promotion Dept. 


e around hare ever give 4 


Did anyon 
thought to Friday? 
e ever looked in © 
da Friday, you'd know 


If you'v n the women's 
news department on any ol 
what a day it can be. 

Here we are layin 


and trying to ge} in al 
important on ererr wedding day), 


other women's features. 

As if that weren't 4 pretty big job by 
itself, today's THE Friday when the debs are 
presented at the annual Idlewild Ball and we 
tra special coverage everyone 
paper . Lots of pictures 
t of everything that 


g out the Sunday section 
1 50 brides (everybody 'S 
plus all our 


must give that ex 
expects in the Saturday 


and a bpow-by -bow accoun 
took place. 


Well, whil 


in one day, We should 4 


plans for our daily feature 
y for Mar tha Hand to have in 


Friday is the da. 

the material for her home furnishings page. 

Sandal English must dream up new ideas for her 

food pages and recipe contest. Ruby Clayton 
lined up for the busy 


McKee must get things 
1 season which opens officially with the 
got to do something about 


of course, 


e we're getting out two papers 
lso start making some 
pages next week. 


socia 
Idlewild Ball. I've 
holiday fashions — you know, 
what a fashion capital Dallas is. 


And let's see, there's beauty, gardening, 


clubs, P-TA, bride's parties, 
ad/infinitus. 


wed- 


dings, engagements, 


Did you say something about 


writing an ad on women's news? 


WOMEN'S NEWS EDITOR 


Ad enough J 


1950 1947 
— Hypothetical 
. roduct 25-cent item 
Morning 
_ newspapers 
Evening 
newspapers 
Sunday 
newspaper 
Radio wil 
TV 
Outdoor 
Car Cards 
Samples 
Point-of-sale 
material 
Direct mail 


we) 


— bo 
a | 
Wi 


WeONWN 


Ne Lhe Of-f ye 


What 
— a Test Market 


R . 
a were asked what the 
. , er = most important facton 
_— : = of test markets. 145 
swered this questi he fal 
' stion, and the f 
, © ~ d “~ 
lowing answers were recorded: * 


Facto 
wir r Mentions 
ypicality of distributive 
outlets 114 
Relative isolation from 
P other cities 110 
! age of advertising 
dia that will c 
ooper- 
ate 
Pc 108 
verage as to income per 
‘ capita 108 
100d mixture of industry 
Pwr farming ~ 101 
revious good record as a 
T test city - 
oe as to population 
aa (large, small, etc.) 
_ year-round stability 
iversified cross section as 
~ to race, religion, etc. 
s00d transportation facili- 
ties 


Scattere : 
Pcs spss mentions went to whole. 
aie ae ae independent vs. 
suldiate: setup; seasonal use 0! 
Niels . over researched”; 4 
2 re city; not a Nielsen city; i! 
PR Boag a does the client have 
lished ae "2 oe city for his estab 
coe a gee — of contr 
aig age Tale = concentrate? 
res ail ot of spill-over? As 
compared with the 197 | sal 
eter as wa laced hi 
ne oP distributive outlets, 
ety we -balanced as_ betweet 
arg and small outlets, indepe lent 
on. sehen , indepen ents 
sees emergence of TV as an im 
— advertising medium throws 
greater emphasis on the limited lis 


Che Dallas Morning News 


RADIO-T 
CRESMER & WOODWARD, INC., Repre ELEVISION STATIONS WFAA-TV % TEXAS A 
. se) Oi 
matives © New York, Chicogo, Detroit, Atlanta, San Fr waponsioa 
, ‘oncisco, Los Angeles 


fy where TV is available. 4 
pees ngeles agent put it, “We att 
stantly checking AM as agaills 


SALES MANAGEMENT 


FORT WAYNE, Indiana 


““A Superior, Exceptionally Well-Balanced City”’ 


Sales Management 


10 Reasons WHY it’s a Great Test Market! 


| DISTRIBUTIVE OUTLETS—An outstanding Midwest 
wholesale center for groceries, drugs, liquor, electric 
appliances and other lines. Food and drug retail outlets 
well balanced between chains and independents. Big 
department stores and specialty shops. Retail sales, 
1949--$177,359,000. Wholesale Sales—$188,821,000. 


ISOLATED MARKET—Fort Wayne completely dom- 

inates its 50-mile trading zone . . . its 13 counties as 
designated by ABC. Breakdown of circulations upon re- 
quest. Nearest other cities: Chicago 164 miles; Detroit 
156 miles; Toledo 105 miles; Indianapolis 117 miles, 


MERCHANDISING COOPERATION—Fort Wayne 

Newspapers, Inc., offer complete merchandising ser- 
vice tailored to meet the specific needs of each advertiser 
in building product acceptance and dealer point-of-sale 
support. Write for complete information. 


EFFECTIVE BUYING INCOME PER CAPITA — Cor- 
porate City $1,925; Metropolitan County $1,758. 
(Sales Management.) 


5 INDUSTRY AND FARMING——Highly diversified in- 
dustry in 165 manufacturing plants normally em- 
ploying approximately 32,000 factory workers. No single 
industry dominates Fort Wayne. 
Total employment in Fort Wayne, Aug. 1950—90,800. 
The center of a great rich farming area. In Fort Wayne’s 
13-county trading area (ABC) are 28,174 individual 
farms with Gross Dollar Income in 1949 amounting to 
$152,463,000. (Sales Management.) 


RECORD AS A TEST CITY—By reason of its record 


as a test city, more and more advertisers and agencies 


are using Fort Wayne as a “proving ground”’ for tests. 
In recent Sales Management surveys, Fort Wayne is 
listed as one of the most outstanding ‘“‘Come-uppers” 
for test campaigns in the U. S. 


POPULATION—Corporate City 132,840 . . . 69th 

largest city in U. S.; Metropolitan County 182,903. 
(1950 Census). Population of 13-county trading area 
450,000. (Sales Management.) 


GOOD YEAR-ROUND STABILITY — Diversified 

manufacturing supplies steady employment to 
factory workers. Monthly reports to the Chamber of 
Commerce of Fort Wayne by 57 leading industries show 
an average variation in employment amounting to less 
than 24% percent from month to month. 


POPULATION CROSS SECTION—92% native-born 

white, 5% foreign-born white, 3% non-white. Pre- 
dominately of German descent. A city with 132 churches 
including all denominations, predominately Lutheran 
and Catholic. 


i EXCELLENT TRANSPORTATION—Trans-World Air- 

lines, United Airlines and Chicago & Southern Air- 
lines furnish complete passenger and freight service. 
Baer Field, municipally owned, is one of the most out- 
standing airports in the nation. 


SIX MAJOR BUS LINES—ABC, Greyhound, Indiana 
R.R., Short Way, Indiana Motor Bus, Waynedale- 
Baer Field. MOTOR TRUCK LINES—Local shippers 
are served by 19 contract and 83 common carriers. RAIL- 
ROADS—Pennsylvania, Wabash and Nickel Plate main- 
lines; New York Central branch. 
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TEST CITY! 


a: Ask Any Agency 
Who Has Tried it! 


TEST CITY! A e < won ots 
vhole- Va 


nt Ask Any Advertiser 
ty Who Has Tried It! 


d”; 4 -. Fort Wayne, Indiana 
ity; if ST inthe State in 
+ have purchasing power 
estab- 


— 
study, * * 

se Outstanding Coverage of the Fort Wayne Area... Morning, Evening, Sunday 
i 


..- Allen County— 9th in the Nation in E.B.1. 


FORT WAYNE NEWSPAPERS, INC., AGENT FOR— 


rae THE NEWS-SENTINEL * THE JOURNAL-GAZETTE 
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Wear 
agains! 
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e Above are represented a few of 


the national advertisers who have 
had Burgoyne pretest their sales, 
advertising and promotion ideas 
for a number of years. 


e One manufacturer pretested his 
alternatives of mass store displays 
with one-cent-sale in Dayton and 
Rockford .. . then used the proved 


program. 


e You too can use Burgoyne pre- 
search insurance on salability of 
new products, old products in new 
markets, new advertising themes, 


effectiveness of promotions, as 
cited above. 
e The dozen Burgoyne pretest 


cities enable you to fit your Bur- 
goyne pretest to your distribution 
and your budget. 


e Write for a proposal today! 


TV—and turning more and more 
to TV.” 

Farther north in San Francisco 
one agent made this interesting com- 
ment: “For drugs we have found 
San Diego very good. The city has 
a live bunch of independent drug- 
gists. In Los Angeles the big chains 
are not cooperative.” 

A Chicago agent commented: 
“Average as to income is my number 
one criterion. The Survey of Buying 
Power is our basic source for virtu- 
ally all advertising uses, tests in- 
cluded.” 

A city may rank very high as a test 
market, but one Midwestern agency 
head warns against “dominance by a 
single industry,” and remarked that 
a certain strike “fouled up a test, 
wasting thousands of dollars.” 

Any city that is “different” is poor 


for testing. A Newark agency off 
says a city “must not be influen 
by predominance of business hay; 
an atypical cycle relative to U 
trends.” 

A New York research head thig 
that no new product of a non-seasg 
nature can be tested properly ink 
than six months. He starts usug 
with a list of 100 cities and th 
weeds out various factors such 
media facilities, the client’s distri 
tive setup, etc. 

A Midwestern executive is again 
“giant” metropolitan markets @ Me 
test points because “they deve : 
strong peculiarities of their oy 
typical of no communities exc 
themselves, and also because of ¢} 
cost of adequate advertising and px 
motional support in them. 

“For a pure test, in the sense, 


SOUTHWEST VIRGINIA’S Pioneer RADIO STATION 


How Many & How Much? 


1949 BMB BMB Radio Prelim. Reports 1949 
Daytime Families 1950 U. S. Census Retail Sales 
50-100% 
19 Counties 101,680 517,587 279,752 
25-100% 
27 Counties 157,110 814,186 452,784 
10-100% 
36 Counties 216,220 1,115,996 610,207 
1949 BMB 
Nighttime 
50-100% 
10 Counties 72,050 360,853 232,657 
25-100% 
22 Counties 128,350 654,711 373,006 
10-100% 
31 Counties 188,540 972,052 5 38,598 
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Owned and Operated by the 
TIMES-WORLD CORPORATION / 


ROANOKE, VA. ih 


FREE & PETERS, INC 
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THE FACTS PROVE that Los Angeles is a 


massive market! This aerial view of a i- RA L 1) 
portion of the downtown area shows but 
a very small segment of the most important 
part of the big Los Angeles market.... X PR ES % 
the population-packed ABC City Zone! 


Within this highly concentrated area Los Angeles’ BIG \_ Evening \ NEWS paper 
resides 58.6 percent of the Metropolitan | 

Area’s total 4,411,270 population. It 
is within this area that the BIG Los Angeles 

Evening Herald and Express concentrates 
more than two-thirds of its total circulation 


to bring you almost 35,000 more circulation 


daily than any other Los Angeles newspaper! 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
MEN BE NOVEMBER 10, 1950 


VTypicality of 
distributive outlets 


MEDIA 
COOPERATION * 


Per capita income 


MEDIA 
COVERAGE* 


\ Diversified industry 


VLOCAL 
ACCEPTANCE™* 


V Market Stability 


*WGST MAKES THE 
TEST IN ATLANTA 
THE NATIONS NO. 
2 TEST CITY. 


5000 WATTS 920 KC 
ABC IN ATLANTA 


REPRESENTED NATIONALLY 
BY JOHN BLAIR 
IN THE SOUTHEAST 


BY CHARLES COLEMAN 


Rank City Votes 
Hartford 

Atlanta 

Dallas 

Peoria 

Portland (Ore.) 
Seattle 

Fresno 


Los Angeles 


we 


Providence 
Sacramento 


Boston 


DO bo DO bo 
— — DO 


Chicago 


i) 
me) 


Syracuse 
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Indianapolis 


Rochester 


A) 


A 


San Diego 


“I “sI “J 


Harrisburg 


San Francisco 


Springfield 
( Mass. ) 


Houston 


eS) 


TABLE II 
THE 42 MOST-RECOMMENDED TEST CITIES 


(For a hypothetical 25-cent product. 
See text for detailed description. ) 


Rank City 
Minneapolis 
Spokane 
Worcester 
Columbus (Ohio) 
Denver 
South Bend 
Richmond 
Cleveland 
Des Moines 
Fort Wayne 
Memphis 
Philadelphia 
Tacoma 
Little Rock 
Milwaukee 
New York 
Phoenix 
Utica 
Birmingham 
Charlotte 
Kansas City 

(Mo. & Kan.) 
Pittsburgh 


an operation that can be extended to 
other communities, it would be fool- 
ish to select a place where media 
offered exceptional cooperation, as 
the same type of promotion could 
not be extended to other areas.” 


The Comparable Question 


In the past three Test Market sur- 
veys conducted by SM, this statement 
was read to respondents: 

“Assume that a client plans to put 
a 25-cent product on the market na- 
tionally. . . . It is uniformly useful 
to all types and kinds of people and 
has no regional or ¢limatic limita- 
tions. .. . In both price and function 
it should appeal to the great mass of 
consumers. . . . It will be sold 
through drug, variety and depart- 
ment stores. 

“Before going into advertising on a 
large scale, the maker wants to con- 
duct test campaigns in a number of 
cities which would give him a good 
cross section of the national market. 
... The sum of $50,000 has been 
allocated for test market advertising 
over a 3-month period. . . . The lo- 
cations of the advertiser and the 


agency are immaterial because 1 
client is prepared to assume costs! 
supervising and the checking on © 
sults where the tests may be made 

Before asking for specific recor 
mendations on cities to be used ! 
testing, the Wilkerson represent: 
tives put this question to respondents 
“In testing such a product, which? 
the following population-size grou! 
should be included — 500,000 a 
over?; 250,000-499,999?; 75, 
249,999 ?; under 75,000? 

The middle-size metropolitan m* 
ket walked off with the honors: 


500,000 and over 14.1% 
250,000 to 499,999 26.7% 
75,000 to 249,999 36.7% 
Under 75,000 16.4% 


- bo 
No answer 6.1% 


As compared with previous SY 
veys, this was a decided drop for * 
very large cities; the middle gro 
increased ; the smaller cities remail 
about the same. . 

The respondents mentioned -” 
different cities. 

Regionally, there were import 
changes from 1947, just as that \@ 
was quite unlike 1940. 


SALES MANAGEMEN 


Sales Management Survey says: - 


“The No. 1 Test Market in U. S.— 


Hartford, Conn.” 


In all three—1950, 1947 and 1940, Sales Management 
surveys among advertisers and their agencies—top prefer- 
ence has been accorded Hartford, Conn. among all cities, 


all sizes, all parts of U.S., as a test market. 


The reasons for choice are given on page 102 this issue. 
But also Hartford characteristics of employment, housing, 
family, living standards, diversified industry, are more 
typical of the nation’s big metropolitan markets than any 


other city near its size. 


“The No. 1 Medium in the No. 1 Test Market—” 


" ¢ Hartlord Cimes. 


Ise 

osts | Largest daily newspaper circulation in Connecticut 
on 

made : : : ’ 

recor Sales Management found that media selected for tests 

sed I . ee . . 

‘ecene all cities put evening newspapers 52% ahead of morn- 

rs ing newspapers; 180% ahead of Sunday newspapers ; 93% 

ICN / 


gro’ ahead of radio; 310% ahead of outdoor. But in Hartford 


75,08 the Hartford Times (evening) was preferred 74% over 
+ I ) 


n mee the competing morning newspaper; 350% over the com- 


rs: — ; ' 

peting Sunday; 74% over radio and 350% over outdoor. 
1% 
1% 
1.7% Hartford retail merchants know too! During 1950 (first 
4% 


nm , ; 
1% —§ ? months) they have placed 160% as many lines of adver- 


us Su} Using in the Hartford Times as in the competing morning 


for tit 


gro Md Sunday newspapers combined. In dollars the percent- 


main ; ; 
age would be materially higher than 160. 
od 2 
porta 
at yee 


Represented by J. P. McKinney & Son 
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One of 21 Gannett Newspapers 


New York, Chicago, San Francisco 
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New England and Middle Atlantic 
27.3% 27.2% 35.5% 
South and Southwest 
23.3 10.4 
Middle West 
28.2 41.5 
lar West 
21.2 20.9 


In 1947 the respondents chose 5.6 
cities on the average. This year the 
average was 6.9, 

The attached tables give the /ead- 
ers by three different types of break- 


increased popularity is evident for 
Syracuse, Springfield (Mass.), Spo- 
kane, Worcester, Richmond, Des 
Moines, Grand Rapids, Jacksonville, 
New Haven and Miami. 

The most outstanding “come-up- 
pers” in the 75,000 to 150,000 group 
are Fresno, Harrisburg, Fort Wayne, 
Tacoma, Little Rock, Phoenix, 
Utica, Charlotte and Roanoke. 

More votes were registered this 
year than in previous surveys “under 
75,000” cities such as Stockton, Ce- 
dar Rapids and Pittsfield, but the 


Rank 


City Votes 


San Francisco, Cal. 
Houston, Tex. 
Minneapolis, Minn. 
Cleveland, Ohio 
Philadelphia, Pa. 
Milwaukee, Wis. 
New York, N. Y. 
Pittsburgh, Pa. 
Buffalo, N. Y. 
Detroit, Mich. 

St. Louis, Mo. 
Cincinnati, Ohio 
New Orleans, La. 


down, and readers will find many importance of these markets would 


important changes over the 1947 ae justify even greater atten- 
survey. tion. 


; 2. Cities 250,000 - 499,999 
Out of the 10 national leaders, for 
example, only Hartford, Peoria, Los Rank City Votes 


Angeles and Sacramento were re- THE NATIONAL LEADERS. Atlanta, Ga. 38 


peaters . . . newcomers in the top by P lation G Dallas, ‘Tex. 30 
echelon are Atlanta, Dallas, Port- y Fopulation Groups Portland, Ore. 29 


land, Seattle, Fresno and Providence. Seattle, Wash. 27 

Among cities over 500,000, Los Providence, R.I. 23 
Angeles, Boston, San _ Francisco. Indianapolis, Ind. 19 
Houston, Minneapolis and Philadel- San Diego, Calif. 18 
phia made big gains. Rochester, N. Y. 18 

In the next largest population Columbus, Ohio 14 
group the outstanding gains were reg- Denver, Colo. 14 
istered by Atlanta, Dallas, Portland. Renk = City Votes Birmingham, Ala. 12 
Seattle, Providence, San Diego, Bir- Los Angeles, Calif. 23 Memphis, Tenn. 12 
mingham and Memphis. Boston, Mass. 21 Kansas City, Mo. 

In the 150,000 to 250,000 group Chicago, III. 21 & Kan. 1] 


Baltimore, Md. 


(For a hypothetical 25-cent prod- 
uct. See text for detailed descrip- 
tion. ) 


1. Cities over 500,000 
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What more than just your ad in print? 


Our Grocery Store Inventory 1s a scientifically 
accurate, independently-conducted 

monthly survey of retail sales and distribution 
of food products and cigarettes in the 

San Francisco Bay Area. 


Our Sales Control is a comprehensive 
market analysis that includes all manner of 
detailed, up-to-date sales planning data 
for this entire market 


Our other services are valuable, too 

When you use northern California's 

big newspaper, you get more than just your 
ad in print. 


EXAMINER 


FIRST for over 63 years 


Nationally Represented by Hearst Advertising Service 


San Francisco 


—, 
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U® years on WIRE 


H. P. Wasson and Company ... one of the leading department stores in Indian- 
apolis and the middle west... has used the impact of radio advertising on WIRE 
since 1931. 

Over 30% of our commercial radio time is sold to local sponsors who are at the 
point-of-sale and can check direct results. Therefore, it is naturally sound business 
to choose WIRE as your advertising medium in this highly rated test market. 


The people who live in Indianapolis typify the people of the entire country. 
Indianapolis is an ideal proving ground for your product and WIRE is your best 
salesman ... in the “Heart of Hoosierland.”’ 


WIRE IS NATIONALLY REPRESENTED BY THE JOHN E. PEARSON COMPANY 


BASIC NBC - 5,000 WATTS INDIANAPOLIS, INDIANA 


ee 


MEN! 
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CHECK YOUR 
KEY MARKETS 
EVERY MONTH... 


in SALES MANAGE- 
MENT’S “High Spot Cities” 
feature published in every 
first-of-the-month issue. 


This feature provides a 
forecast of monthly retail 
sales for more than 200 
leading U. S. cities. It 
shows how the sales level 
in each of these cities has 
changed from the same 
month of the previous 
year and how this change 
compares with the na- 
tional average. 


2. 250,000 - 499,999 (Cont'd) 
Rank City Votes 


Dayton, Ohio 
Omaha, Neb. 
‘Toledo, Ohio 
Fort Worth, Tex. 
Akron, Ohio 
Louisville, Ky. 
Newark, N. J. 
St. Paul, Minn. 


3. Cities 150,000 - 249,999 


Rank City Votes 


Hartford, Conn. 
Syracuse, N. Y, 
Springfield, Mass. 
Spokane, Wash. 
Worcester, Mass. 
Richmond, Va. 
Des Moines, lowa 
Grand Rapids, 
Mich. 
Jacksonville, Fla. 
New Haven, Conn. 
Miami, Fla. 
Salt Lake City, 
Utah 
Wichita, Kan. 
Nashville, Tenn. 
Norfolk, Va. 
Bridgeport, Conn. 
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4. Cities 75,000 - 149,999 


City 

Peoria, Ill. 
Fresno, Calif. 
Sacramento, Calif. 
Harrisburg, Pa. 
South Bend, Ind. 
Fort Wayne, Ind. 
Tacoma, Wash. 
Little Rock, Ark. 
Phoenix, Ariz. 
Utica, N. Y. 
Charlotte, N. C. 
Roanoke, Va. 
Albany, N. Y. 
Madison, Wis. 
Rockford, Ill. 


Manchester, N. H. 


San Jose, Calif. 
Savannah, Ga. 
Evansville, Ind. 
Rock Island- 
Moline, Ill. 
Trenton, N. J. 
Charleston, S. C. 
Davenport, lowa 
FE] Paso, Tex. 
Macon, Ga. 
Portland, Me. 
Reading, Pa. 
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for cities of all sizes in 


New York State 


na for cities of all sizes in 
d Middle Atlantic States 
tag ao 


for cities 150,000 to 249,99 
in the United States 


nd 


for cities of all sizes in 
. United States 


. « . and you can blanket this significant market with 


The only COMPLETE Broadcast 
Institution in Central New York 


WSO ere. 


NBC Affiliate @ Headley-Reed, National Repr«sentatives 


SALES MANAGEMEN! 
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SOCTHERN NEW ERGLBSSS 
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coerce 
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Paul W. Morency, Vice-Pres.—Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


WTIC’s 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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(Cont'd) 


Rank City 
22 = Springfield, III. 
22 ‘Topeka, Kan. 


5. Cities Under 75,000 


Rank City 
Stockton, Calif. 
Cedar Rapids, Iowa 
Pittsfield, Mass. 
Burlington, Vt. 
Muncie, Ind. 
Troy, N. Y. 
Asheville, N. C. 
Elmira, N. Y. 
Holyoke, Mass. 
Lancaster, Pa. 


Poughkeepsie, N. Y. 


Tucson, Ariz. 


R. W. McCARTHY 
Advertising Director 


FIRST IN HOUSTON 


4. Cities 75,000 - 149,999 


San Bernardino, Calif. 


The IDEAL 
CITY for TEST 


MARKETING 


< 
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iN CIRCULATION AND ADVERTISING 


oe < 


ATIO 


M. J. GIBBONS 


National Advertising Manager 


Other Cities Mentioned: Nrw 
ENGLAND & MIpDDLE ATLANTIC, 
Altoona, Bayonne, Bethlehem, FEndi- 
cott, Framingham, Johnstown, John- 
son City, Meriden, Middletown, 
New Britain, Paterson, Uniontown, 
Rome. SoutH & SoutH West, Au- 
gusta, Baton Rouge, Fort Smith, 
Hagerstown, Meridian, Odessa, Port 
Arthur, Portsmouth, Wilmington. 
Mippie West, Appleton, Bismarck, 
Champaign, Clinton, Eau Claire, 
Fargo, Freeport, Hamilton, Janes- 
ville, Kalamazoo, Lincoln, Mankato, 
Mansfield, Marion, Mason City, 
Quincy, Saginaw, Sandusky, Sheboy- 
gan, Sioux Falls, Warren, Wausau, 
Yankton, Zanesville. FAR WEsT, 
Albuquerque, Boise, Butte, Colorado 
City, Eugene, Eureka, Modesto, 
Oakland, Ogden, Pasadena, Pueblo, 
Reno, San Pedro, Walla Walla. 


N — 594.321 


First in the South...Fourteenth in the Nation 


As a test market of cities 500,000 and over, 
advertising agency experts pick Houston first 
in the South and Southwest, fifth in the nation. 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


THE BRANHAM COMPANY 
National Representatives 


FOR 37 CONSECUTIVE YEARS 


~ MOST-RECOMMENDED 
TEST CITIES 


by Population Groups 
and Regions 


1. Cities 500,000 & Over 


A. NEW ENGLAND & MIDDLE 
ATLANTIC 


Boston, Mass. ‘ 
Philadelphia, Pa. 

New York, N. Y. 
Pittsburgh, Pa. 

Buffalo, N. Y. 


B. SOUTH AND SOUTH WEST 


(South Atlantic, East Sout 
Central, West South Centr 
Houston, Tex. 


SALES MANAGEMEN! 


Without LONG BEACH, 
this area could not be 


AMERICA’S 3rd LARGEST MARKET 


LONG BEACH Retail Sales are over twice those of 
Bridgeport, Connecticut. 


LONG BEACH Food Sales are over twice those of 
Norfolk, Virginia. 


LONG BEACH General Merchandise Store Sales 
are over twice those of Mobile, Alabama. 


LONG BEACH Drug Store Sales are over twice those 
of Spokane, Washington. 


LONG BEACH Furniture, Household, & Radio Sales 
are over twice those of Worchester, Massachusetts. 


The only way to reach this buying market effectively is with 
the LONG BEACH Press-Telegram whose readership is more 
than 5 to 1 over any Los Angeles newspaper. To sell Long 
Beach, it’s the... 


*Sales Management's ‘1950 Survey of Buying Power’’ 


LONG BEACH 


ress-Celegram 


LONG BEACH, CALIFORNIA 


Delivered to over 2 out of 3 Long Beach homes 
Represented Nationally by Cresmer & Woodward 


NOVEMBER 10, 1950 


this natural formula gets results! 
—— 
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5 i. is, district, an important industrial area and a recognized 
= 


New Haven offers the ideal, natural conditions for 
complete and satisfactory test results. The natural 
breakdown of the total buying population of over 


350,000 is approximately evenly divided into three 
distinct classifications. These, a wealthy agricultural 


cultural center, give three different and distinct types 


Wealthy 
Ag riculturolF 


District: 


of buyers. Each of these buying groups have money to 
spend — and spend it. The per capita effective buy- 
ing income is $1,453. This, too, is advantageous since 


it is representative by being neither too high nor too 
low for practical use. 


important \Y 
industrial 
Area 

Another important factor to consider is 

the wholesale distribution advantage. New 

Haven with its natural location and com- 

plete transportation systems is the jobbing 

center of Connecticut and all of Southern 


New England We will gladly give you 
complete details concerning this, 


Naturally, too, there’s only one sure way to reach 
these more than 13 million Connecticut buyers. 


Che New Ztaven Register 


Represented by—THE JULIUS MATHEWS SPECIAL ACENCY——New 


ork Boston. Chicago Detroit 


1. Cities 500,000 & Over San Francisco, Calif. C. MIDDLE WEST (Cont'd) 


(Cont'd) 


. SOUTH & SOUTH WEST (Cont'd) 
New Orleans, La. 6 
Baltimore, Md. 6 
Washington, D. C. 2 


. MIDDLE WEST 
(East North Central, West 
North Central ) 
Chicago, Ill. 21 
Minneapolis, Minn. 16 
Cleveland, Ohio 12 
Milwaukee, Wis. 11 
Detroit, Mich. 9 
St. Louis, Mo. 8 
Cincinnati, Ohio 7 
. FAR WEST 
(Rocky Mountain and Pacific 
Coast ) 
Los Angeles, Calif. 23 


2. Cities 250,000 - 499,999 


A. NEW ENGLAND & MIDDLE 
ATLANTIC 


Providence, R. I. 
Rochester, N. Y. 
Newark, N. J. 

. SOUTH & SOUTH WEST 
Atlanta, Ga. 
Dallas, Tex. 
Birmingham, Ala. 
Memphis, Tenn. 
Fort Worth, Tex. 
Louisville, Ky. 
San Antonio, Tex. 


. MIDDLE WEST 
Indianapolis, Ind. 
Columbus, Ohio 
Kansas City, Mo. 
Omaha, Neb. 


Dayton, Ohio 
Toledo, Ohio 
Akron, Ohio 
St. Paul, Minn. 


. FAR WEST 
Portland, Ore. 
Seattle, Wash. 

San Diego, Calif. 
Denver, Colo. 
Long Beach, Calif. 


3. Cities 150,000 - 249,999 


A. NEW ENGLAND & MIDDLE 
ATLANTIC 


Hartford, Conn. 
Syracuse, N. Y. 
Springfield, Mass. 
Worcester, Mass. 
New Haven, Conn. 
Bridgeport, Conn. 
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a. 1950 Test Mark 


Magazine. (Nov. 
what they recomm 


and sound i 


re 


to insure that 


agencies tell 
deas magnified. 


failures are minimized 


Fe 

f | 

5 IRS 7 TEST MARKET IN WESTERN STATES. 
¢ 250,000 to 


PORTLAND rated FIRST in cities © 


500,000 population. 


PORTLAND rated FOURTH in entire 
United States as most recommended test-city. 


ws 7 MEDIUM. Afternoon newspapers 


RATED FIRST os best test medium 
5 Management survey: 


cena 
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in Sale 


RST sell OREGON'S 


PROFIT MARKET 
the rich Portland Retail Trading Zone 


ned by Audit Bureau of Ci 


rculations) 


(os defi 


Accounts for: 
53% of Total Oregon 


57% of Total Oregon M 
73% of Total Oregon Market* General Mise. Sales 
55% of Total Oregon Market” Retail Sales 


d five Columbia n Washington. 


River counties i 


*Entire state of Oregon on 


PORTLAN D, OREGON 
86 
means business 


Evening and Sunday 


ynolds-Fitzgerald, Inc. 


zine Groups ° Represented Nationally by Re 


ber Metropolitan Comic and Pacific Sunday Maga 


2 Mem 


A FOR Spor Ap : | 
| Beseeoe OJ; 
| ~— JOHN BLAIR Mon ela ou. KPQJ th 
| ee JOURNAL Portland’s Hard 
| ~Selli 
} Radio Statio fe 
n 


NO 
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9 3. 150,000 - 249,999 (Cont'd) 
G B. SOUTH & SOUTH WEST 
0 Richmond, Va. 


Jacksonville, Fla. 


A NATURAL FOR CANASTA PLAYERS Miami, Fla. 


Nashville, Tenn. 
. and a “natural” when it comes to winning Norfolk, Va. 


sales results too! These Ranch & Farm News Soe agy et Okla. 
aces mean high score for every advertiser! Tulsa, Okla. 


sa . MIDDLE WEST 
m OVER 200,000 


76, Des Moines, lowa 
a CIRCULATION Grand Rapids, Mich. 


‘i Wichita, Kan. 
Youngstown, Ohio 
WITH 80,000 | 
RESIDENTIAL | . FAR WEST 
RANCH & FARM Spokane, Wash. 
Salt Lake City, Utah 
SUBSCRIBERS! 


Cities 75,000 - 149,999 


A. NEW ENGLAND & MIDDLE 
ATLANTIC 


Harrisburg, Pa 
Utica, N. Y. 


Aedacilining fou 


Carvel 


682,986 Swine - 43.2% of Tex. total f ™ Hall Cutlery 

6,023,268 Sheep 70.1% of Tex. total Ee ...In 1948, Chas 

22,897,966 Poultry _. 81.5% of Tex. total 7 Dette Sen mnt 

4,603,064 Cattle , 53.6% of Tex. total } rae "Gee eo facturers of fine quality 

501,625 Dairy Cows 50.6% of Tex. total Fee ee cutlery, turned over the <r | 

1,611,072 Bales of Cotton 63.5% of Tex. total é. ad § advertising and merchan- x | 

191,992,826 Bushels of Grain 74.3% of Tex. total eS eet,” dising of their newest prod- 

Se nee See Te uct, Carvel Hall Cutlery, 
Check These Figures in the Territory Served by el to this agency. 
Star-Telegram Ranch and Farm News . In 1949, sales of Carvel 
Effective Buying Income (1949) $ 3,813,968,000.00 : Hall Cutlery topped those of 
ne ee Os 651,234,000.00 ee ey previous ed ve Meer 
40.1% of Texas we ih ; is increased distribution 

ee rae ae seas be and consumer demand, 
General Merchandise Sales a em 495,925,000.00 zl ‘ created by intensive wave 
Furniture—House—Radio (1949). beara; 128,563,000.00 ae aS promotions, consistent ad- 


Civilian Population (1949). 3 ; 3,328,600 - vertising and merchan- 
ry. of “Texas 


Gross Farm Dollars (1949). 1,173,165,000.00 ei dising, was planned by 
61.6% of Texas 


Above figures copyright 1950, Sales Management Survey of Buying Power b | 
Further reproduction not licensed. p 


S| 
"The FORT WORTH ‘ieumeeiisouiin an\ant, ned ‘| | 
WRITE TODAY! . STAR-TELEGRAM ‘erie j 


advertising mgr 


FOR DATA FOLDER — —~ Ranch & Farm News Advertising Since 1912 


LARGEST CIRCULATION IN TEXAS 
AND COVERAGE MAP Without the use of contests, schemes or premiums B A LT I MO R E 


“Just a Newspaper” Write...Wire... Call Today 


SALES MANAGEMEN Bf NC 


STOP! 


The Experts Picked America’s 
Best Test Markets! 


The Experts also Picked 


HARRISBURG, PA. 


as Tops in its Class! © 


(NEW ENGLAND AND MIDDLE ATLANTIC) 


Harrisburg and Central Pennsylvania 
Are Covered by 


1 Che Patriot— The Evening News 
The Sunday PYPatriot- News 


Represented Nationally by 
KELLY-SMITH COMPANY 


4. Cities 75,000 - 149,999 
(Cont'd) 


A. NEW ENGLAND & 
MIDDLE ATLANTIC (Cont'd) 
Albany, N. Y. 
a@ selected Manchester, N. H. 
Trenton, N. J. 


es Portland, Me. 
by Advertising Reading, Pa. 
H Allentown, Pa. 
Agency Experts ” Binghamton, N. Y. 


S. M.'s New Test ~- Erie, Pa. 
Schenectady, N. Y. 

Survey aS .-- Waterbury, Conn. 
Wilkes-Barre, Pa. 
Fall River, Mass. 


Scranton, Pa. 


. SOUTH AND SOUTH WEST 


Little Rock, Ark. 
Charlotte, N. C. 
Roanoke, Va. 
Savannah, Ga. 
Charleston, S. C. 
FE] Paso, Tex. 
- nd Macon, Ga. 
. H Pte we Charleston, W. Va. 
Peoria ts Fens ~_ EZ Columbia, S. C. 
in the U. S. in : Chattanooga, Tenn. 


“aid i Greensboro, N. C. 
75M to 150M Pop. 9°) te Montgomery, Ala. 
Group and 4th in ao aay SS Jackson, Miss. 


ee Shreveport, La. 
ALL Pop. Groups. . Waco. Tex. 
‘ Winston Salem, N. C. 


. MIDDLE WEST 


Peoria, Ill. 
South Bend, Ind. 
Fort Wayne, Ind. 


JOURNAL ° STAR | t Madison, Wis. 


Rockford, Ill. 
PEORIA NEWSPAPERS. INC.. Acent. | Evansville. Ind 
; National Representatives - WARD-GRIFFITH CO.. INC.. Offices im Principal Cities ; Rock Island-Moline, IIl. 


4 Davenport, lowa 
100,000 DAILY Ci G2 we ATION Springfield, III. 
Topeka, Kan. 
Gary, Ind. 
Sioux City, Iowa 
Waterloo, lowa 

Youngstown, Ohio 

Would you like to see our carefully selected “25 best Canton, Ohio 
Duluth, Minn. 
sales letters” every month? Write and ask how you St. Joseph, Mo. 


can subscribe to the SALES LETTER ROUND TABLE. Seringeeld, Cite 


(Christmas letters featured in the November edition) 


- FAR WEST 
SALES MANAGEMENT a ie 


386 Fourth Avenue, New York 16, N. Y. Sacramento, Calif. 
Tacoma, Wash. 
Phoenix, Ariz. 
San Jose, Calif. 


SALES MANAGEMEN! 


(75,000 TO 150,000 CLASS, 
SAYS “SALES MANAGEMENT”! 


WHITE A.B.C. 1] 
SUNDAY :— 1,653 
vorninc: 94,099 C.B.S. FOR ARKANSAS 


. | LARGEST CIRCULATION 10,000 WATTS DAY — 5,000 WATTS NIGHT 
‘4 IN ARKANSAS BY 23,247 


) MORNING, 23.247 SUNDAY, 27,643 


What has happened in the Little Rock market in the past To TAKE this market—and the rich heart of the whole 
'0 years should happen in ALL your markets! 252%, Arkansas market—it TAKES the Arkansas Gazette— 
increase in Retail Sales, (avg. for 100,000 cities class, always the leader in the City Zone, Trading Zone and 
207/,); 251% increase in General Merchandise Sales, Statewide circulation! Hand in hand with the Arkansas 
lavg. for class: 188%); Quality-of-Market Index: 159. Gazette goes the Gazette's air voice—KLRA—the only 
And population-wise, the Greater Little Rock market CBS outlet in the state. Programmed to please most 
tacks up with 143,639 buyers—a 32°, gain since 1940 people, rural and urban, KLRA delivers 64 out of 
census—see figures below! Arkansas's 75 counties—gets the ear of the buyers. 


Little Rock: 101,387 North L. R.: 42,252 
A Metropolitan Market 118th in Population—But 69th in Retail Sales 


and 31st in Per Capita Effective Buying Income! 


Lilla 


OLDEST NEWSPAPER WEST OF MISSISSIPPI RIVER NAT. REP.: THE JOHN BUDD COMPANY 
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Use the test market 
picked by experts 


BURLINGTON 


Vermont 
$49,000,000 net income $46,000,000 retail sales 


Has every factor Complete market 
to qualify as an uninfluenced by 
excellent test city overshadowing cities 


-_ 


BURLINGTON FREE PRESS 


Over 26,000 A.B.C. 13!/c per line 


Nationally represented by 


SMALL, BREWER and KENT, Inc. 


New York, Boston, Chicago, San Francisco, Los Angeles 


To a radio advertiser 
who can't afford Godfrey 


In case you’re beginning to believe that Arthur has 

all the CBS time on the air and all the dough in the 
world, take courage in this fact: segments of lowa are 
still autonomous. 

There’s good reason to believe that Iowa’s income is 
greater than Godfrey’s—and his isn’t half industrial and 
half agricultural. Jowa grows more corn than 

Godfrey. Iowa hogs produce more ham than Godfrey. 
A single Iowa silo is bigger than Godfrey. Iowa has 
two more Senators than Godfrey. Godfrey may know 
more about an oookelele, but who eats oookeleles? 

lowa produces more beef than Godfrey and Texas 
combined. 

Yes, and WMT is on the air more hours in a single 
day than Godfrey is all week. What’s more, WMT has 
more sponsors than Godfrey! 


WMT’s 2.5 mv contour encompasses well over a million 
people, a good portion of whom listen to Godfrey. 

They also listen to non-Godfrey time. A one-minute 
Class A commercial on Eastern lowa’s WMT budgets 
at $27.00 (52-time rate) which is practically chicken- 
feed even to folks with non-Godfrey incomes. Please 

ask the Katz man for additional data. 


5000 WATTS 600 KC 


DAY & NIGHT 


BASIC COLUMBIA NETWORK 


5. Cities under 75,000 


A. NEW ENGLAND & MIDDLE 
ATLANTIC 


Pittsfield, Mass. 
Burlington, Vt. 
Troy, N. Y. 

Elmira, N. Y. 
Holyoke, Mass. 
Lancaster, Pa. 
Poughkeepsie, N. Y. 
Bangor, Me. 
Lowell, Mass. 

New Brunswick, N. J. 
Plainfield, N. J. 
Salem, Mass. 
Stamford, Conn. 


. SOUTH & SOUTH WEST 


Asheville, N. C. 
St. Petersburg, Fla. 
Abilene, Tex. 
Lexington, Ky. 
Lubbock, Tex. 
Raleigh, N. C. 


. MIDDLE WEST 


Cedar Rapids, Iowa 
Muncie, Ind. 
Decatur, III. 
Galesburg, III. 
Green Bay, Wis. 
La Crosse, Wis. 
Lima, Ohio 
Middletown, Ohio 


FAR WEST 


Stockton, Calif. 
Tucson, Ariz. 
San Bernardino, Calif. 


Bakersfield, Calif. 


Typical Respondents 


Among the 150 responses are kes 
personnel of almost every importatt 
agency in the country, and the fo: 
lowing list is representative of thes 
top-drawer agencies. 


Anderson, Davis & Platte, Inc; 
Atherton & Currier, Inc.; N. W 
Ayer & Son, Inc.; Badger ai 
Browning & Parcher, Inc.; Te 
Bates & Company; Batten, Barto, 
Durstine & Osborn, Inc.; Benton & 
Bowles, Inc.; The Biow Compaty, 
Inc.; Brisacher, Wheeler & Stall; 
Brooke, Smith, French & Dorrantt 


Inc. 


Leo Burnett Company, In: 
Campbell-Ewald Company, Ine: 
James Thomas Chirurg Compaiy 
Inc.; Compton Advertising, ne’ 
Cowan & Dengler, Inc. ; The Cra 


SALES MANAGEMEN! 
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Authoritative and impar- 
tial, this pioneer New 
Brunswick Daily Home 
|News study, done by Prof. 
William H. Boyenton of 
Rutgers University, seems 
certain to make new con- 
cepts of newspapers as ad- 


THE MOST REVEALING 
ADVERTISING READERSHIP 
yt of newspanes «et STUDY EVER ATTEMPTED 
Thee ad ae BY A TATLY NEWSPAPER 


_amazing results. 


A big claim, but we make it: Not since the Continuing Study of Newspaper Reading was an- 
nounced, ten years ago, has there been anything so DARING and REVEALING as the just- 
completed New Brunswick Daily Home News Duplication and Advertising Readership Study. 
The results take the measure of the Fourth Dimension of Newspaper Advertising. 


For the first time in history, a public exposed to many newspapers has been tested as to which of 
those newspapers contains advertising which interests them. This public—1,500 of them sampled 
at random among 152,000 people—has answered so emphatically, that those who spend adver- 


tising dollars ought to hear. And in addition, we obtained the circulation duplication picture 
of Central New Jersey. 


HERE ARE THE QUESTIONS ASKED OF 1500 
SHOPPERS IN THE NEW BRUNSWICK MARKET 


1000 Interviews Were Taken at the Point of Sale at Food Markets - - - 
300 Interviews Were Taken at the Homes of Respondents 


Proving All Business Is Local Even Among Newspapers 


QUESTIONS 
ASKED: 


WHAT NEWSPAPERS DO YOU READ 4 OR MORE 
TIMES WEEKLY ? 


ANSWERS: 


A—769% said The New Brunswick Daily 
Home News, for grocery store ads. 


B—70% said The New Brunswick Daily 
Home News, for national grocery ads. 


C—72% said The New Brunswick Daily 
Home News, for ads other than food or 
grocery ads. 


W hat newspapers do you read— 
--- for grocery ads? 
--- for national grocery ads? 
--- for ads other than food or 


grocery ads? 


The combined percentage for 8 Metropolitan newspapers circulating in the area, totalled only 
A—3%, B—3% and C—35% respectively. 


This answers the real question: Which newspaper’s 
ads are READ by New Brunswick’s 152,000 able- 
to-buy shoppers. And another big question was 
answered too. We now know that 45 out of every 


100 New Brunswick Home News readers read 
no other daily newspaper. If you buy advertising 
youll want a good look at our just-completed 
Advertising Readership Study. 


Write or Phone for Complete Details of Advertising Readership Study 


THE DAILY HOME NEWS—THE SUNDAY TIMES 


NEW BRUNSWICK, N. J. 


NEW YORK OFFICE: 512 FIFTH AVENUE PHONE PE 6-0398 
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ARE YOUR AUTO 
ALLOWANCES RIGHT? 


You can make sure that every one 


of your men will get the right 
allowance for driving his own car 
on company business by adopting 
Plan. 


been used successfully during the 


the Runzheimer This has 
past 18 years by 140 leading Amer- 
ican and Canadian companies with 
more than 12,000 drivers. For full 
information, without obligation, 
write today on your business letter- 
head stating how many cars you 


operate. 


Runzheimer and Company 
Auto Allowance Engineers 


224 South Michigan Ave. 
Chicago 4 
HArrison 7-0882 


THE LOUISVILLE TIMES @ 


Owners ond operators of Station WHAS and Station WHAS-TV 
337,851 DAILY * 265,610 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
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er-Krasselt Co.; Critchfield and 
Company; Cunningham & Walsh, 
Inc. ; Dancer-Fitzgerald-Sample, Inc. ; 
Doherty, Clifford & Shenfield, Inc. 


John C. Dowd, Inc.; Roy S. Dur- 
stine, Inc.; Erwin, Wasey & Co., 
Inc.; Benjamin Eshleman & Co.; 
William Esty Company, Inc.; Fed- 
eral Advertising Agency, Inc.; Foote, 
Cone & Belding; Fuller & Smith & 
Ross, Inc.; W. B. Geissinger & Co., 
Inc.; Geyer, Newell & Ganger, Inc. 


Grant Advertising, Inc.; Gray & 
Rogers; Grey Advertising Agency, 
Inc.; Henri, Hurst & McDonald, 
Inc.; Hoffman & York, Inc.; Honig- 
Cooper Company; H. B. Humphrey 
Company; Duane Jones Company, 
Inc.; Kenyon & Eckhardt, Inc.; 
Ketchum, Macleod & Grove, Inc. 


Abbott Kimball Co., Inc.; Kudner 
Agency, Inc.; Lockwood-Shackelford 
Company; Mace Advertising Agency, 
Inc.; MacFarland, Aveyard & Com- 


pany; Mlarschalk and Pratt Com- 
pany; J. M. Mathes, Incorporated ; 
Maxon, Incorporated; McCann- 


Erickson, Inc.; McKee & Albright, 


Inc. 


Olmstead & Foley Advertising 
Agency; Pedlar & Ryan, Inc.; Roche, 
Williams & Cleary, Inc.; Ross Roy- 
Fogarty, Inc.; Ruthrauff & Ryan, 


| Inc.; Schwimmer & Scott Incorpor- 
| ated; Sherman & Marquette; J. D. 


Tarcher & Co., Inc.; Tatham-Laird, 


| Inc.; J. Walter Thompson Company. 


Warwick & Legler, Inc.; The 
Wesley Associates; MacWilkins, 
Cole & Weber; Young & Rubicam, 


Inc. 


COPYRIGHT 


The exclusive estimates of 
1949 retail sales and corollary 
data must not be reproduced 
in printed form, in whole or in 
part, without written permission 
of SALES MANAGEMENT, 


INC. 


TABLE Il! 
TYPES OF TESTING 


1. Advertising Technique 
A. Copy ‘A’ vs. copy ‘B’ 
B. Copy ‘B’ vs. no advertising 
C. Large vs. small insertions 


I). Frequent vs. infrequent 
insertions 


2. Advertising Quantity 


A. Increased quantity 
B. Decreased quantity 


3. Advertising Type 
A. Newspapers vs. radio 
B. Newspapers vs. outdoor 
or car cards 
C. Radio vs. outdoor or car 
cards 


TD. Moving pictures 


4. Cooperative Advertising 
A. Type ‘A’ vs. type ‘B’ | 
B. Type ‘A’ vs. none | 


5. P.M.'s | 


6. Displays 
A. Display ‘A’ vs. display ‘B 
B. Display ‘A’ vs. no displays 


7. Deals 
A. Type ‘A’ vs. type ‘B’ 
B. Type ‘A’ vs. none 


8. Retail Sales Effort 


A. Increased quantity 
B. Decreased quantity 


9. Detailing 


A. Physicians 
B. Dentists 


10. Sampling 
A. Type ‘A’ vs. type ‘B’ 
B. Type ‘A’ vs. none 


11. Price Changes 


12. Package Changes 
A. Style 
B. Size 
(These types are those_ 
observed by the A. © | 
Nielsen Company. ) 


— 
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“HOME SNEFT DOoPLE.---» 
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ONE TUNE AT A TIME, 


|Home 


Y 
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Get hep to The Call-Bulletin's 
concentrated circulation if 
you want to make music in 
San Francisco's compact and 
prosperous market. In ad- 
vertising, as in vocalizing, 
concentration does it! 


IT TAKES CALL-GULLETIN CONCENTRATION 


TO WIN THE SAN FRANCISCO MARKET 


THE Catt-But.etin 


e SAN FRANCISCO'S FRIENDLY NEWSPAPER 
A. 

Moloney, Regan & Schmitt 
can show you how to serenade 


_— the San Francisco market 
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Some Pitfalls of Sales Tests 


Even if you use maximum care in selecting your test mar- 


kets, your plans can be upset by a variety of factors not 
under your control. Here's a check list of possible trouble 
sources, with suggestions on what you can do about them. 


BY CARL H. HENRICKSON, JR. 


Director of Research, J. M. Mathes, Inc. 


No matter how carefully you may 
have selected your test cities, unfore- 
seen circumstances may arise to upset 
balance in the sample groups of 
cities, Strikes, big war contracts, un- 
usual weather, catastrophes and other 
factors, over which you have no con- 
trol and couldn’t possibly have antici- 
pated, needn’t vitiate your results en- 
tirely. If you have matched your 
cities carefully you can bring your 
sample back into balance, with a re- 
duced sample of course, by eliminat- 
ing the city involved and the match- 
ing cities in the other groups. 

‘The real bugbear of a sales test is 
to have some competitor spring a 
special deal or a big advertising cam- 
paign right in the middle of your 
test. You tell me how to make ad- 
justments for a bombshell of this 
kind. You could, of course, antici- 
pate something of this sort and go to 


the of getting records of 
sales movement of competitive prod- 
ucts as well as your own. 

So much for test city problems, 
and they are legion in sales tests. 
Your sample of stores and collection 
of sales data is where the headaches 
really can creep in or slap you down. 
The advertiser client is sometimes 
appalled at the cost estimates sub- 
mitted for interviewing to collect 
sales data. The client will sometimes 
offer to have his sales personnel ob- 
tain the data from test stores and 
even select the sample stores. Believe 
me, and this is with deep conviction, 
if you accept this magnanimous offer, 
you're sunk, brother! It is unfair to 
ask sales personnel to take on the 
burden. Accurate inventories must be 
taken according to an exact schedule. 
Records of deliveries must be made 
without error. It is neither to the lik- 


expense 


ROANOKE—AN 


ia’, 


# 


IDEAL TEST MARKET e 


ing nor within the training of sale 
personnel to do a good job on tag 
of this sort. Picking a sample , 
stores, even with quota instruction 
is not a task to be left with sales pe 
sonnel. Naturally they will  sele: 
merchant friends who will be moe 
cooperative. It usually turns out the 
they are foo cooperative. The friend! 
merchant will be inclined to give t 
product a real push to “help out” 

the test. It'll be to the interest ¢ 
everyone concerned if outside inter. 
viewers are employed for the stor 
check function, 

One of the toughest problems j 
connection with a sales test is to ge 
cooperation in large chain grocer 
stores. Some outside research orga. 
izations have been successful in get 
ting cooperation of managers of larg 
chain stores. It pays to employ re 
search organizations with a great de: 
of experience on store checks fo 
sales test interviewing. Untrained: i: 
terviewers messing up the job ca 
wreck the test and prove most cost) 

It isn’t always necessary to obtai 
exact information on consumer pu 
chases from retail outlets. Items ¢ 
rapid turnover, such as_ carbonate 
beverages for instance, can be sale 
tested without on-the-premise reta 
store checks. The procedure is simp) 
to take off delivery data from route 
books and make comparisons. Change: 
in inventory would be of relative! 
minor significance in computing re 


*Sales 
"195C 
Metre 
Test } 


Highly recommended 
for every agency 
and client library. 


| 
a 


Send for your complimentary copy of 
Award Winning Study 


“MARKET TESTISTICS” 


A most, informative booklet which explain: 
and illustrates the basic ingredients of 4 
good test market. 


Write to Sawyer-Ferguson-Walker Co 
60 East 42nd Street, New York 17, N.Y 


ROANOKE 


TIMES AND WORLD-NEWS 
ROANOKE VIRGINIA 


SAWYER’* FERGUSON * WALKER CO. 
National Representatives 


SEE “TEST MARKET” SURVEY THIS ISSUE 
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the returns are in... 


SYRACUSE, N. Y. 
‘| elected “No. 1" Test Market 


( 


For years a key market, Syracuse’s 
importance is now shown more clearly 
than ever as the result of 1950 test market 
studies reported in the November 10th 
issue of Sales Management. In actual test 
campaigns placed in 1950 as reported in 
these studies, Syracuse ranks: First in 
New York State for cities of all sizes; First 
in the Middle Atlantic States for cities of 
all sizes, and second among cities of its 
size in the United States. 


ter 


FIRST in New York State 


} 


“TFRST in the Middle 
ec Atlantic States 


*Sales Management's 
"a" B"1950 Survey of 

s Metropolitan and 

sale lest Markets" 


Widely diversified industries and extensive agriculture 
provide steady employment, maintain high family buying 
power. 


ee aeons " 


Ideal for testing—growing in population—and consist- 
ently high in retail sales volume, this responsive market at 
the Hub of the Empire State now offers greater opportunities 
than ever. 


SYRACUSE NEWSPAPER CIRCULATION 


provides complete coverage of this key market. Today, more . 
than 215,000 daily and 333,000 Sunday circulation delivers 
the message of manufacturer and retailer to this great, ready- ; 


The 
SYRACUSE 


to-buy, able-to-buy audience. 


For complete market coverage 
at ONE LOW COST... 


HERALD JOURNAL— POST STANDARD 
(Evening) orning 
HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


ALL BUSINESS 
IS LOCAL 


NOVEMBER 10, 1950 = 


SUE 


ENT 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 


tail sales for a period of several 


months. 


Even on items ot slowe! turnover the 


expensive and complicated procedure 
of recording and comparing consum- 
er purchases need not be a deterrent 
to a test of advertising effectiveness. 
Instead of an attempt to obtain ac- 
counting data from 
of stores, a much larger sample of re- 
tailers can be asked a few 
after the test 
campaigns. The purpose of the ques- 
tions is to obtain an indication of 
changes in sales leadership of your 


questions before and 


a small sample 


simple 


own and other brands as a result of 
your advertising. The questions are 
merely: ‘““What is your best selling 
brand? Second brand? Third?” 
When tabulated, weighted and com- 
pared, the data show quite neatly 
changes in sales leadership of not only 
your own brand, but competitors’ 
brands as well. The interviewer also 
can record dominance of merchandis- 
ing display by brands by observation. 
The latter information would give 
some indication of the merchants’ 
evaluation of the most profitable 
brand. Simple isn’t it? Not quite as 


bd 


bl. 


5,000 Watts 
Represented by Raymer 


Walter Haase, Station Mgr. 
William Malo, Commercial Mgr. 


HARTFORD 
VOTED 
CITY FOR THE U.S.A. 


IS AGAIN 
FIRST TEST 


WDRC IS FIRST IN 


HARTFORD MORNINGS, 
AFTERNOONS, EVENINGS. 


WDRC IS CONNECTICUT’S 


FIRST STATION (1922). 
BASIC CBS SINCE 


1930. 


RANK OF HARTFORD 
METROPOLITAN AREA IN 
ITS POPULATION GROUP 


RETAIL SALES 
3rd in United States 
Ist in New England 


FOOD SALES | 


2nd in United States 
2nd in New England 


GENERAL MDSE. SALES 
2nd in United States 
Ist in New England 


DRUG SALES 
2nd in United States 
[st in New England 


FURN. HSLD. RADIO SALES 
3rd in United States ; 
lst in New England 


AUTOMOTIVE SALES 


Ist in United States 
ist in New England 


eeeeee#ee#ee#ee#e?# @# 


accurate as the orthodox sales » 
but chances are good that your 
sults will be significant. 

Would that there were some s 
ple, conclusive sales testing ted 
niques for measuring relative ef 
tiveness of several advertising cy 
paigns. ‘lo summarize, then, jus 
few of the pitfalls in the path, 
those of you who may conduct 
tests: 


1. Pressure to economize by ug 
sales personnel to conduct retail sty 
checks. 


2. Pairing and grouping of 
cities to obtain satisfactorily mateh 
areas with neatly balanced mark 
and media characteristics. 


3. Difficulties in maintaining fed 
conditions at status quo to filter o 
advertising influence from influeng 
of other sales efforts. Too much “g 
operation” from sales staff a 
friendly retailers. 


4. Sudden changes in nature of ty 
market in some of test cities brough 
on by strikes, war contracts, unusw 
weather, catastrophes, etc. 


OFFERS MORE 


RETAIL SALES* 
$2,294,535,000 


*1949 Sales Management 
SURVEY OF 
BUYING POWER 


THAN ANY OF THE 12 STATES 
IN THE RICH. GROWING 
SOUTHEASTERN MARKET 


Here in one state is an economy) 
soundly balanced between agricul 
ture and industry—a market with m0 
people with more money to spend 
their unfulfilled needs than ever b+ 
fore. 44 daily and 156 weekly ne¥* 
papers, 85 radio stations and 2 tele 
vision stations blanket this market“ 
over 4 million people, with m0 
to spend. 


Department of Conser?*” 


a and Development, Rae 
—— 
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Is) Newspaper in the 
Dallas Markel 


Concentrated, Dynamic Coverage by 
| The Times Herald of 20 Northeast 
mm. Texas Counties Having $1'/2 Billion 


Dollars Buying Power.* 
* Sales Management: 1950 


in Circulation 


In the 20 counties of the City and Retail Trading March 31, 1950, by the second newspaper. 
Zones, as defined by the Audit Bureau of Cir- 98.5% of The Times Herald circulation is in 
culations, the Times Herald has 138,500 cir- the market. 


culation, 16,239 more than that reported 
| Aq I 


Again in 1950 The Times Herald leads the sec- According to Media Records, the Times Herald 
ond Dallas newspaper in total advertising, in _ is fifth in the nation, among both six-day and 
total display linage, and in total retail linage. seven-day newspapers, in retail linage. 


‘in Reader Apnea 


The Times Herald now uses the top five wire award-winning departments for men and 
facilities: AP, UP, INS, NY Times and Reuters. women, an impressive array of columnists and 
No other newspaper in the Southwest uses both outstanding comics make The Times Herald 
Wirephoto and Telephoto. These services plus Dallas’ favorite newspaper. 


THE DALLAS TIMES HERALD 


First in Dallas 


Represented by The Branham Company 


KRLD © AM-FM-TV ¢ CBS AFFILIATE «© DALLAS-FORT WORTH 
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5. Unforeseen and unusual com- 
petitive advertising and promotion in 
some of sample cities. 


Attempts to use sales testing 
technique as a statistical caliper to 
measure dollar returns from advertis- 
ing investment. 


All too often sales tests are sug- 
gested as the simple and conclusive 
way to measure the effectiveness of 
advertising. Yes, “all too often,” be- 
cause usually the people who make 
the suggestions have little apprecia- 
tion of what is involved in order to 
obtain valid results. The idea for a 
sales test to judge the effectiveness of 
advertising is usually “passed on” to 
the research man as something that 
needs only simple implementation and 
presto, up comes the answer. 

‘The general idea of a sales test is 
to find out how something works in 
a small “guinea-pig” market before 
risking a much larger expenditure in 
a vastly broader market. Sales tests 
have been used from time to time to 
test many marketing factors: changes 
in the product; size, color, shape and 
design of packages; pricing; special 
promotions; advertising, media, space 
size and frequency, appeals and for- 


Hub of the, 


Sotuth Plauns of Sowa Uy, 


mat. Sales testing almost always in- 
volves a matter of alternatives, the 
“old” versus the “new” or the choice 
of several new techniques. 

Right here is the place to caution 
igainst attempting a sales test to ob- 
tain a measure of the net dollar re- 
turn from the advertising expendi- 
ture. No statistical caliper has yet 
been devised to measure the profit 
from the advertising investment. It 
isn’t likely that one ever will be de- 
vised. 


A Word of Caution 


In the first place, it is practically 
impossible to isolate completely 
the influence of advertising from 
other sales influences such as the at- 
tributes of the product and its pack- 
age, the efforts of sales personnel and 
the counteracting influences of com- 
petitors’ sales promotional and adver- 
tising effort. Also, no way has been 
found to measure, measure, mind you, 
the future and cumulative effects of 
advertising. A new user gained by 
today’s advertising may continue to 
be a user 20 years hence. In turn, he 
may have induced many friends to 


Avoid setting up data in such a wa 
that the information migut be jy 
terpreted in terms of sales per adve. 
tising dollar. 

Most sales tests involve measurg 
of movement of goods to consumey 
through a sample of stores in a nup 
ber of test cities. Test cities usual] 
are set up in matching groups ¢ 
cities with similar market characte. 
istics. For instance, two or mor 
groups of three cities may be selecte/ 
The largest cities in each grow 
should be as nearly equal in size an 
nature as possible. One of they 
groups is usually set up as a “cop. 
trol” group. The purpose of the con. 
trol group is to provide a bench mat 
for comparison of results in citis 
where the new advertising campaign 
will be tested. 

Selection and matching of te 
cities can be a problem if any cop 
siderable local advertising has bee 
done in the recent past on the proé- 
uct. The problem is, of course, th 
carry-over influence of past advertis 
ing. If this influence were the sane 
in all cities, everything would be dl 
right. But local advertising is neve 
spread evenly on a per capita basis i 


LUBBOC ‘ 


POPULATION: Lubbock Corporate 
Limits, 71,592—Metropolitan 
Lubbock County, 100,603 


(1950 U. S. CENSUS FIGURES) 


Lubbock Area Population increased 40% 
— Retail Sales increased 361%, Wholesale 431% in 
1939-48—Farm Income 1949, $264,347,000—Build- je* 


ing Permits highest per capita in State. 


LUBBOCK is a perfect TEST MARKET |,” 
—well balanced, stable high potential — 
97.1% native white population, few man- 
ual laborers, home owners. Large enough to 
reflect metropolitan preferences. Compact 
and uniform to permit thorough sales su- 
pervision and observation. PLUS—unusual 
merchandising assistance in any test cam- 
paign by the Lubbock Avalanche-Journal. 


use the product. A further caution: every city. Differences in market de 
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velopment on the particular product 


present problems in selecting test 
cities. Usually, records of promo- 
tional expenditures and sales cannot 
be broken down city by city. If you 
were picking test cities and attempt- 
ing to select cities of equal market 
development, about the only thing to 
do, in most cases, is to ask the sales 
manager for his opinion as to how 
they match up marketwise. 

In selecting, matching and group- 
ing test cities, it is desirable, of 
course, to match up cities by vari- 
ous sizes. However, it is just as im- 
portant to match up cities by char- 
acter of the market. Differences that 
may show up in your sales test could 
well be only a reflection of differ- 
ences in character of your test cities 
rather than differences of the adver- 
tising being tested. Test cities should 
be matched up to be as similar as 
possible as to industrialization, in- 
come, market quality, retail market 
area and culture. The “Quality of 
Market Index” in SALES MANAGE- 
mMENT’s Survey of Buying Power is 
an indispensable gauge for matching 
test cities. Furthermore, the data in 
the Survey of Buying Power will en- 
able you to refine your results by 
weighting for some of the inevitable 
differences that remain after the best 
possible matching of test cities. 

Everything about the test cities 
may seem nicely balanced until the 
loal advertising media are consid- 
ered. Ninety-nine times out of a hun- 
dred you will have to drop and re- 
place cities in your sample because of 
wide variations in the influence of the 
available media for your advertising. 
Circulation and line rates aren’t 
always the answer to your problem. 


-sle in quiet comfort 
HOTELS ‘Maufair 
ikennox — 


ST. LOUIS 1, MO 
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Advertising experts agree on... 


—HFARRISBURG— 


As the first Eastern Test Market 
In the Preferred Population Group 


And to effectively reach all 
of this market, they use... . 


fame CBS -W H p- ces 


9,000 Watts Day and Night 


W.... il P....: 


igh 


oopers 


In SALES MANAGEMENT’s Test Market Survey, Harris- 
burg, Pa., gets more votes among 75,000 - 150,000 cities 
than any other market in the New England, Middle 
Atlantic and Southern states. And Harrisburg—Penn- 
sylvania’s THIRD MARKET in retail sales—is one of 
the most recommended cities in the entire “middle 
size metropolitan market” population group, voted 
best for testing by the experts polled. 

In its new home on the dial at 580 kilocycles and its 
more effective power of 5,000 watts day and night, 
WHP will extend its coverage throughout a much 
wider area in Pennsylvania’s rich South Central belt 
and beyond. 


KEY STATION OF THE 
KEYSTONE STATE 


5000 WATTS 
580 KC 


HARRISBURG, PA. 
Represented by the Bolling Co. 
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Ten Rules for Testing 


BY LAWRENCE J. HUBBARD 


Director of Research, Duane Jones Co. 


Out of the barrel of experience comes this pattern for 
successful testing. Factors considered range all the way 
from the size of the test market, through type of media 
available, and on to measuring and evaluating the results. 


In our operation at the Duane 
Jones Co. we are constantly mindful 
of the one target at which all market 
testing is aimed. That target is an 
end result that can be used by the 
management and sales management 
of the client. In other words, once 
all figures have been tabulated and 
presented, there comes the question 
of what to do about them. So we 
make every effort to be sure that the 
answer is so clear that a decision can 
be made. 

Keeping that target in mind, we 
think first in terms of the product 
itself. We know that advertising and 
promotions are not in themselves re- 
sponsible for the success or failure 
of a branded item in the drug or 
grocery field. They act merely as an 
accelerating force. They get consum- 
ers to try the product more rapidly. 

(1) It is the competitive merit of 
the product itself that determines how 
often it will repeat when sampled in 
this way. 

This factor should be taken into 


consideration in test market work. It 


must be determined whether or not 
adequate consumer research has been 
done to compare what is inside the 
package with competitors’ brands. 
For example, it would be ill advised 
to test the effect of couponing in a 
test market for a product which has 
not been proved superior in several 
characteristics to its competitors. For 
with an inferior product the coupon- 
ing would not increase sales. 


Small Selection First 


(2) Again keeping our eyes on the 
target of a practical answer manage- 
ment can act upon, we select a group 
of small test markets rather than one 
large market. In that way we min- 
imize the hazard of some unpredict- 
able condition or event occurring to 
invalidate the test. (3) Along the 
same lines, we prefer to use two or 
three test markets at first, and then 
expand the group as the pattern be- 
comes clear, rather than to use all 


the test markets initially. 

In selecting a group of test my. 
kets, one of the great mistakes fr.qqporm 
quently made is to take the client; 
so-called “bad markets.” Let us su he 
pose that the test is to determine ty 
effect of a change in media strateg 
or a change in pricing, or packaging ord’ 
or in the product itself. 

(4) Whatever the test, it is im iving 
portant that we have both aborw 
average and below average market 
if we are to evaluate the effects 
the change on an over-all basis. 

And here is another factor we cor 
sider in our effort to make any cor 
templated change projectable to tk 
total sales area. (5) We inspect thfipeach 
features of the test markets carefull 
to be sure that they do not contai 
features atypical of the total sales te: 
ritory. For example, it would be bé 
judgment to select a test markt 
where the newspaper or radio st 
tion habitually utilizes — strenuow 
merchandising support for test cat 
paigns, when this same support cou! 
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GREEN BAY, WIS. IS AN IDEAL TEST MARKET 


han 


outs) 


The Compact City Zone of 75,000 People Has: 


1—typical distribution facilities 
2—relative isolation 
3—cooperative media 


4—average per capita income 
and all the other prerequisites 


WE HAVE ALL THE PROOF YOU NEED—IN CONCISE 
FACTUAL FORM. CONTACT THE GENERAL ADVER- 
TISING DEPARTMENT, 


<~ ( 
THE PRESS-GAZETTE -<Gaty, BY" 
FOOD STORE PANEL Sis 


OFFERS: 


news 


the ¢ 


|—actual count of brand sales Morn 


in panel stores 


2—reliable, current data on 
distribution, shelf position, 
etc., during the test 


GREEN BAY 
PRESS-GAZETTE 


——— 
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ARTFO RD: Most Recommended Test Market in the U.S.... Rich 
Metropolitan Market with More Than Half a Billion Dollars of Sale.... 


TO SELL HARTFORD, YOU MUST 
USE THE COURANT 


A strong statement, you bet... and the | 
facts and figures are even more emphatic! ) 


hewspaper in Hartford, with three times 
Automotive 99,796 363 | 


Hartford’s retail sales are almost double reaches every corner of the trading zone. The 

ee ormal volume for a city its size—87% above Courant’s circulation goes far beyond the ) 
_ he U. S. per capita. This tremendous plus county’s borders . . . covering an area equal in | 
a yeans only one thing—that millions of Hart- size to half the state of Connecticut. | 
Zi Mford’s retail sales dollars come from families 
5 Mibilng exteide the city. Hartford—city, county or Metropolitan 
abort County market—is only part sold without The 
_ Whether you're testing in Hart- Courant. 
= coord or building year-round volume, you 
ee med The Hartford Courant... to 
ag reach the families who buy in Hartford i” ne : 
_ and to reach them where they live... HARTFORD METROPOLITAN COUNTY 
be ba 
warke And of course you can’t begin to Dollars in % of Gein Rank in Volume 
whe do a real selling job in the Hartford Vheesends we Soe | 
‘F\etropolitan County market without Retail Sales $575,744 188 3 | 

The Courant. Consider these facts. More Food 140,658 179 2 ' 
“7 han 66% of the county’s families live General Mdse. 74,134 156 2 
T | outside of the city of Hartford. The Drug 19,482 162 2 

| (ourant—only morning and only Sunday Furniture- 

a Hshld-Radio 30,765 220 3 


the circulation of any other Connecticut 
B“ornng paper—delivers your advertis- 


me to city breakfast tables .. . and INN 
2 


he Marlford Courant 


The Hartford Sunday Courant offers more circulation than any other 
Connecticut paper ... morning, evening or Sunday. 


Represented Nationally by Gilman, Nicol & Ruthman 
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> FIRST 
FIRST 
FIRST 


© FIRST 


NETWORK 
IN AMERICA 


ATLANTA...A FIRST TEST MARKET Ag 


CBS Affiliate Stations. 


IN LOCAL SPOTS AND GROSS SALES—WAGA-TV. 
—LOCAL ADVERTISERS KNOW WAGA-TV SELLS. 


WEEKLY DAYTIME AUDIENCE CHOICE OF WAGA- 
RADIO FAMILY MARKET OF 


1,000,000,000. 00. 


CHOICE FOR ATLANTA MARKET BROADCAST - lA 
TELECAST TESTS SHOULD BE WAGA—WAGA-TV 


Represented Nationally By-THE KATZ AGENCY, INC. 


Tom Harker, National Sales Manager, 488 Madison Ave., N.Y. 22 000 


not be expected if the campaign were 
expanded. Similarly, it would be in- 
advisable to put behind a combina- 
tion sale in a test market an unusual 
amount of effort from the sales force 
if that pressure could not be applied 
throughout an extended area. 

Not only did we keep our eye on 
the target of results that will prove 
usable to the sales management of 
our client, but we also keep our eye 
on conserving the client’s budget for 
this type of merchandising test. (6) 
It is my opinion that most marketing 
men overemphasize the value of cross- 
sectioning the entire grocery or drug 
trade in setting up their store audits 
in a given city. It has been our ex- 
perience here at the Duane Jones Co. 
that it is extremely wasteful to utilize 
30 or 40 grocery stores in a test when 
a few large supers do 80% of the 
volume of business. We have proved 
that 5 or 10 of these big-volume 
super markets can give the accurate 
answers at a great saving in cost. 

(7) Another factor to be guarded 
against is inadequate distribution. 
Planning must be done well in ad- 
vance. We find it advisable to get 
the cooperation of the sales depart- 
ment, so that the distribution of the 
merchandise in the towns selected is 
at a minimum of 70% and is main- 
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tained at this figure throughout the 
period of the test. On the other hand, 
there is the danger that the work and 
enthusiasm of the sales department 
can invalidate tests. So we ask the 
cooperation of the sales department 
to see to it that sales effort in the 
test area is limited to a normal level. 

(8) One other point about sales 
departments: We work with them 
closely in selecting test markets with 
relation to warehouse points of chain 
stores, to see to it that chain store 
shipments and similar distribution 
factors do not distort the results. 

(9) Most product classifications, 
moreover, have consumption peculi- 
arities which vary by climatic con- 
ditions, population density, sales ter- 
ritoral pattern of competitors, and 
similar factors. In selecting test mar- 
kets, these factors, too, must be care- 
fully considered and properly evalu- 
ated. (10) And finally, there is no 
substitute for personal observation. 
The merchandising people in the 
agency who set up the tests must look 
at more than maps, reports and sta- 
tistics. “They should have first-hand 
information. Field trips to the test 


markets often reveal information 
which would not otherwise be 
obtained. 


This is in no sense a catalog of all 


the things to be guarded agains 
setting up test markets. Each prod 
and each test has its own if 
syncrasies. ‘I’o me, the important i 
tor is that the merchandising 2 
come to the problem with a a 
pletely practical viewpoint. Th 
must keep in mind that the end 
sult is not a research report. It isd 
step beyond that: a practical deas 
that the sales management 2 
make in helping to increase sales 
profits. 


IN THIS ISSUE... 


Test Markets Study . . . begins ® 
page 99. New City Population Figut 

. on pages 152 and 154. Mette 
politan Areas, Editorial Comment. 
page 136. Metropolitan Areas, figu! 
. +. page 156 and following. Te 
Leading States in Percentage Sait 
All Retail Sales and Sales in Fr 
... page 
Leading Cities in Percentage Gains 
All Retail Sales and Sales in Fi 
. . page 15 


Store Classifications 


Store Classifications . 


NOVE 
SALES MANAGEME® 


EST MARKET EXPERTS 
LOVE SOUTH BEND! 


Second in the midwest and fifth in the nation in its population 
group! That’s how South Bend is ranked as a test market by 
advertising agency experts. The survey in which they selected 
South Bend as one of America’s top test markets appears in 
this issue of Sales Management. 


~~ AS“ 


And right on down the line the South Bend market rings 
the bell on every one of the factors listed by these experts as 
most important in the choice of test markets. 


WSBT is by far the strongest and best-loved voice in the 
South Bend market. No other station, local or elsewhere, even 
comes close to WSBT in coverage, listenership, and influence. 
South Bend is the market — and WSBT is the station — for 
tests you can trust. : 


000 WATTS * 960 KC «+ CBS « PAUL H. RAYMER COMPANY, NATIONAL REPRESENTATIVE 


— ee a a i 


FORT WAYNE, INDIANA—a great test market = 
hecause war rurat 


HALF URBAN | 
DIVERSIFIED INDUSTRY | 
No wonder experts rate Fort Wayne so highly as a test market f 
among cities of 75,000-150,000! This area’s half-rural, half-urban } 
composition assures a good cross-section of consumer preferenges. . j 


and wide diversification, both in industry and agriculture, guards 
against sudden economic shifts that can throw a market test out of 
kilter. For intensive penetration in this rich Midwest market, use 
the station that consistently leads in listener surveys. . 


FORT 
WAYNE 
NBC 


9): WESTINGHOUSE RADIO STATIONS inc 
4 KYW * KDKA * KEX * WBZ * WBZA * WOWO * WBZ-TV 
National Representatives, Free & Peters, except for 


WBZ-TV; for WBZ-TV, NBC Spot Sales 
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Of all 
to tell peopl 


a 
the 


most effectivs 


levices men have used 


Wh, 


what they have to sell, 


Ws the microphone... 


And this one reaches them today 
at lower cost than any other advertising medium, 


or any other microphone. 


Metropolitan America: 
How It’s Changed Since '39 


The big cities and the counties they control have kept pace 
with national growth, with a tremendous upsurge in the 
Far West and Southwest. 162 "official’’ Standard Metro- 
politan County Areas and 24 others added by SM now 
account for exactly two-thirds of total retail volume. 


The 1939-1949 decade may well 
go down in history as one which gave 
us first the biggest and costliest war 
and then turned around and brought 
more creature comforts to more peo- 
ple than in any other 10-year span. 

The average per capita income 
rose from $539 in 1939 to $1,330 in 
1949, a gain of 148%. Since the 
corresponding rise in the price level 
was of the order of 70%, “real” per 
capita income rose by 46%, as one 
measure of the rise in living stand- 
ards since 1939. 

Alternatively, the volume of retail 
sales in this period rose 205%. Here 
again part of the gain is due to a rise 
in the price level for consumer goods, 
but the corresponding gain in the 
physical volume of goods sold (after 
adjustment for price change) is ap- 
proximately 75%. Since population 
gained only 15%, then the physical 
per capita volume of goods sold rose 
by 52%. 

Thus, by either approach, living 
standards have gained by about 50% 
since 1939, 

Now in a period of extraordinary 
gains in income and living standards, 
we expect that a larger proportion 
of the income gain will go to the 
satisfaction of demand for consumer 
durable goods, rather than for serv- 
ices or for perishables. Such has 
proved to be the case, for since 1939 
sales of furniture, appliances, auto- 
mobiles, and parts have quadrupled, 
whereas the general level of retail 
sales has tripled. An examination of 
the percentage gains in sales of all 
metropolitan areas indicates that this 
extremely high level of “hard goods” 
sales is a national phenomenon shared 
by all regions. It is important to note 
that this high level is not only a 
product of the wartime deferred de- 
mand for goods in short supply. J¢ 
also reflects a far-reaching upgrading 
of the consumer market, to be ex- 
pected in times of rapidly rising in- 
come, 
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Many changes in the regional 
structure of the retail market are 
traceable to this vast upward shift in 
income and living standards growing 
out of a decade of full employment. 

For instance, one important con- 
sequence of the unprecedented high 
level of income and employment of 
the past 10 years is the growth in the 
number of new family units. Thus 
the number of married couples rose 
from 28.5 million in 1940 to 35.9 in 
1950, a gain of 7.4 million couples 
as compared with a gain of only 3.4 
million in the preceding decade. 


Greatest Increase in Number of 
Families 


As a result of this high marriage 
rate, and despite the very high birth 
rate of the past 10 years, the average 
size of the American household has 
declined, from 3.7 persons in 1940 
to 3.4 persons in 1950. 

For the marketing of hard goods, 
the creation of new family units is of 
more significance than changes in 
family size. Every new family unit 
is a potential consumer of the entire 
range of hard goods associated with 
the construction, furnishing and oper- 
ation of new dwelling units. There- 
fore, a key problem here is the pat- 
tern of location of new dwelling 
units. 

By and large, of course, the vast 
increase in the number of marriages 
and new family units is a national 
phenomenon observable in all areas. 
But there are certain population 
shifts that have been in slow but 
persistent operation for many years 
which tend to favor the location of 
new families in certain areas at the 
expense of others. 

First, there is the traditional shift 
from farm to city, still in operation 
after many decades. Thus the Ameri- 
can farm population (i.e. persons liv- 
ing on farms) has declined steadily 
from 30% of the total population in 


1920 to 25% in 1930, 23% in 194 
and finally to about 19% today. Fy 
marketing analysis, however, the in. 
teresting feature of the decline jp 
farm population in the past decat 
is the fact that it was accompanied 
by a huge increase in farm incom 
Thus, per-capita income levels ¢ 
farm and rural areas have enjoye 
far greater than average percentag 
gains since 1939, and these areas noy 
constitute very rich and high quality 
markets, despite their population 
losses. 

Secondly, we have the population 
movement to the Far West, an 
Southwest, in operation over mam 
decades, but greatly accelerated by 
the war. The state of California alo 
increased its number of family unit 
by well over one million in the pay 
decade. In these regions we find mam 
new and rapidly developing marke 
areas which surpass all others in rate 
of growth. Thus, when the officid 
standard metropolitan areas ar 
ranked by magnitude of percentag 
gain in sales since 1939, we find the 
12 of the first 20 are western o 
southwestern markets, and 7 other 
are in the South. 


Trek to the Suburbs 


Finally, we must consider what ‘ 
probably the most significant market 
ing shift—the growing movement ¢ 
population and sales away from th 
large central cities toward the outly 
ing suburban areas. Thus, the share 
of population and sales of most leat: 
ing cities dropped since 1939 but wa 
offset by corresponding gains in ares 
surrounding the cities. . 

This process of decentralization ' 
by no means limited to the older (ani 
therefore presumably more congested 
cities of the East. Thus, it will 
found in the tables to follow that th 
sales gain since 1939 of suburba 
counties almost invariably exceed 
that of the central county. In Nes 
York County, for instance, a sale 
gain of 138% can be compared wit) 
a gain of 274% for Nassau Count) 
San Francisco’s sales gain of 161% 
is outranked by a gain of 441% = 
Contra Costa. Such examples can & 
taken at random from all parts © 
the nation. ; 

The decentralization of shonpitt 
facilities is a trend that will ut 
doubtedly continue to assume mo 
and more importance. Undquestior 
ably, it is the development of the 
automobile as an American  instité 
tion that makes possible the vast & 
tension of urban markets bevond th 
limits of the transport facilities ° 
the central city. It is interesting © 
note that the postwar production @ 
nearly 19 million cars has broug! 
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North Carolina -- South's No. 1 State! 


First in the Nation in % 
Increase Gen. Mdse. Sales 


—SALES MANAGEMENT 


The Greensboro Metropolitan 
Area has the largest percent 
of increase in the Nation in 


- General Merchandise Sales, 


from 1939-1949 .. . 619% rise 
in past 10 years! 


North Carolina Leads the 
South's Spectacular 
Industrial Expansion 


—FEDERAL RESERVE BANK 


In the heart of the Carolinas, 
“spectacular growth probably 
unmatched by any area of 
comparable size in the na- 
tion’—the Growing Greens- 
boro Market manufactures 
one-fourth of the _ state’s 
goods. 


100,000 Circulation; 
10%, ABC Coverage 


—CURRENT FIGURE 


With an all-time high in cir- 
tulation, the Greensboro News 
and Record has over 60% in- 
Crease, 1950 over 1940, and 


currently has over 340,000 
readers! 


Sth in the Nation in % 
Increase Retail Sales 


—MODERN INDUSTRY 


Biggest increase in North 
Carolina—and 9th in the U. S. 
in percent of retail sales in- 
crease from 1938 to 1948—be- 
longs to Greensboro Metro- 
politan Area. 


Our 12-County ABC Market 
has 1|5 of the State's 
Retail Sales 


—SALES MANAGEMENT 


Over one-sixth of the state’s 
people here account for one- 
fifth of the state’s retail ‘sales. 
Over $394-million is your 
sales target in this rich, pro- 
ductive area! 
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10th in the Nation in J 
Increase Retail Sales 


—SALES MANAGEMENT 


Increase from 1939 to 1949 for 
the Greensboro Metropolitan 
Area retail sales is 301%— 
biggest in the state! This 
amounted to $177-million re- 
tail sales in 1949. 


1,000,000 People in 
50-Mile Radius of This 
Great Distribution Center 


—FEDERAL RESERVE BANK 


Greensboro has a greater pop- 
ulation within a 50-mile ra- 
dius than any other South- 
eastern city. It is one of the 
South’s most important cen- 
ters of distribution! 


70% coverage of the Greensboro 12-County ABC Market— 
and selling influence in more than half of North Carolina! 


Greensboro 


News and Record 


GREENSBORO, NORTH CAROLINA 


Represented Nationally by Jann & Kelley, Inc. 
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SHREVEPORT © 
RANKS 


23rd 


IN THE U. S. 
IN FAMILY 
BUYING 
POWER™ 


Though 86th in 
population, 
Shreveport 
ranks far better 
in income and 
retail sales clas- 
sifications .. and 
The Shreveport 
Times is the pre- 
ferred newspa- 
per for more 
than 70,000 
high - income 
families! 


*Data source: Seles Management Survey 


of Buying Power, Copyright 1950; 
further reproduction not licensed. 


70,302 DAILY 
77.591 SUNDAY 
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number of 


ownership to approximately 
seven-tenths of all spending units. As 
the pressure for improved living 
standards (as well as the fear of 
atom-bombings) continues to drive 
people out of central cities, the car 
ownership proportion will continue 
to rise. Indeed, it is precisely this 
trend which will provide new mar- 
kets for auto manufacturing, not 
only because of the remaining 17 mil- 
lion autoless spending units, now 
mainly concentrated in the large ur- 
ban cities, but also because of the vast 
suburban families who 


| will find the ownership of more than 


} 


one car more and more necessary (a 
car for work, and one for shopping). 

Indeed, if one were to speculate 
about the market structure of the 
United States in the far off future, 
say 1970 or 1980, it may be that our 
metropolises will take on the char- 


acter of places to work and play, but 


not to live in. Giant interlocking 
highways will perhaps connect exten- 
sive suburban communities served by 
local retail outlets. Fantastic? Per- 


| haps, but it is significant that mar- 


age of 
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keting men seeking complete cover- 
distribution outlets find 
themselves with more and more new 
market centers bidding for attention. 
Thus, in 1940, Census officials could 
so-called standard 
metropolitan areas, whereas today at 
least 162 and possibly as many as 
186 can be singled out as conforming 


| to the characteristics of metropolitan 


areas. 


186 Metropolitan Areas 


The Government’s revised concept 
of Standard Metropolitan Areas, de- 
scribed in detail on page 20 of the 
May 10, 1950 Survey of Buying 
Power, brought forth 162 official 
areas last month after new popula- 
tion census figures were examined. 

To this basic list, which stops with 
central cities of 50,000, SM_ has 
added 24 areas which are either for 


all practical marketing purpog 
cities of that minimum (Several x 
cording to the new population cengy 
are between 49,000 and 49,999 ay, 
may easily be 50,000 by the year 
end.) or while falling slightly shg 
on the population count are such jp 
portant trading centers that their ¢ 
tal retail trade exceeds a number g 
cities on the official list. 

With the exception of 17 Ne 
England cities, the Government ug 
complete counties in the area brea 
down. These areas are as follow 
Boston, Bridgeport, Brockton, Fa 
River, Hartford, Lawrence, Lowel 
Manchester, New Bedtord, Ney 
Britain-Bristol, New Haven, Por 
land (Me.), Providence, Springfield 
Holyoke, Stamford-Norwalk, Water 
bury and Worcester. Political prey 


sures forced Washington — burew 
heads to define these areas by town 
ships. 


From a marketing standpoint ths 
is impractical and unrealistic, 
was demonstrated following 1% 
when “Metropolitan Districts” wer 
set up by the Bureau of the Censy 
but were not used by sales organi 
tions because of difficulties in # 
sembling sales and other data fw 
such a detailed geographical unit a 
a township. Consequently SM hs 
stuck to county boundary lines, an 
the areas mentioned above are ¢& 
fined in terms of whole counties. 

However, it was necessary to com 
bine six of the above areas will 
other metropolitan areas in order ® 
conform with county demarcation 
Thus, Lawrence and Lowell a 
included in the Boston area, New 
Bedford with Fall River, New Brt 
ain-Bristol with Hartford, Stamfori- 
Norwalk with Bridgeport and Water 
bury with New Haven. 

The 186 Metropolitan Count 
Areas acgounted for 66.8% ot the 
nation’s sales last year. They at 
divided into population groups 4 
shown below: 


TABLE |: Metropolitan Areas and Their Sales Volume 
Number of Counties %/ of U.S.A. | 
and Independent _1949 retail 
Areas Cities sales 
18 areas with central cities over s 
oe soa 80 37.6 
18 areas with central cities 250,000- 
er ee 33 8.0 
53 areas with central cities 100,000- , 
ne es a wti ng 57 11.7 
73 areas with central cities 50,000-99,999 91 1.8 
24 areas added by SALES MANAGEMENT 27 1.7 
186 288 66.8 
a 
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Any way you look at it you can’t afford to over- 
look Worcester, one of the nation’s major markets. 
Look at it through this magazine’s test market section. 
Worcester’s Net Effective Buying Income stands at a 
healthy $677,940,000. And Worcester families spend 
it, too. $423,296,000 is spent annually in total retail 
sales, of which $133,812,000 goes for food, making 
the county 32nd in the nation in food store sales. 


Look at it through Worcester’s standing as a test 
market. This magazine’s survey of test markets shows 
the City of Worcester ranks 4th in the 150,000 to 
250,000 population groups as a test market and 20th 
among all of the cities in the nation. 


en er Te 


Look at this active, prosperous market through 
WTAG — the station that delivers 113% more family 
audience both day and night than the 2nd closest 
station heard in the area. Test campaigning on the 
air? Let us deliver the Worcester Market for you! 


BASIC CBS © 580 KC 


su UE- 
BRADFORD | "Hanna 


America’s = 


- 


market is the 
heart of an Ae: 
the NNO 


Allentown 


BERKS 
Reading 


Scranton-Wilkes Barre still com- 
bine in the nation’s 20th market 
area, the third largest in Penn- 
sylvania. Wholesale distribu- 
tion, transportation and indus- 
trial patterns unite to make this 
one great area — and ONLY 
WARM will cover both Scran- 
ton and Wilkes Barre. 


SOON.... 


5000 WATTS 
590 K.C. 


coverage 
area! 


Represented Nationally By 


GEORGE P. HOLLINGBERY CO. 


NEW YORK 


CHICAGO 
ATLANTA LOS ANGELES SAN FRANCISCO 


Affiliated with A BC The American Broadcasting Co. 


Following the release for all coun- 


sale of automobiles at retail) have Food, with average gain of 198% 
ties of returns from the Business 


been added in this 10-year study to 11 states had gains of 250% o 
Census of 1948, SM and the Econ- the four categories used in the Survey more 

ometric Institute re-examined 1949 of Buying Power. 26 states had gains of 170 
sales estimates as they appeared in 249% 

the Survey of Buying Power, and, State Changes, 1939 to 1949 
using the official figures as the base, The changes in retail sales by 


correc if ° ° ° 
- ted — ha P ye — states are analyzed in this report in 
ing l@z A “ . . 

g year S Was pointed Out In three the following sections: 


12 states had gains under 170% 


General Merchandise, with aver 
age gain of 183% 


. - re ’ - “ Sof 
— _ articles a has J. “s 1. Full-page tabular summary giv- 13 states had gains of 275% 9 
Gould in issues of dated June ing 1949 sales, increase over 1939, more ae 
> age and September 1, the original anit wend: fo Gt 26 states had gains of 150 
re estimates were in the main 2. Full-page Marketing Picto- 274% “ 
about 95% accurate. graph showing rate of increase for 10 states had gains under 150% 
. each of 5 store categories. 
Automotive Store Sales Added 3. Tables showing 10 states lead- Drug stores, with average gain® 
Because automobile sales have ing in percentage gains for each cate- 131% 
loomed so large postwar, taking in gory and including total retail sales. 13 states had gains of 150% # 


1949 nearly 20% of consumer sales 


The great spreads in rate of gain, 


more 
dollars, the sales of automotive stores state by state, are most apparent in 24 states had gain of 116 © 
(those whose primary business is the consumer durable items: 149% 
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In Boston (the nation’s num- 
ber two test market among 


cities over 500,000 popula- 
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tion) Post readership of 
married shoppers with chil- 
dren under 18 exceeds not 
only every other Boston news- 
paper but every AM-PM 
“forced combination” as well. 


—— Oe 
Boston Post 


*Customer Audit Bureau—1950 reports 
from over 20,000 shopper interviews 


MOVEMBER 10, 1950 


Delivering MORE Listeners 
at a LOWER COST in the 


Quad-Cities 


Rock Island, Ill. Moline, lil. 
East Moline, Ill. Davenport, la. 


Y 233,012 


(1950 census) 


$246,605,000 


RETAIL SALES 


(1948 U. S. Business Census) 


$418,578,000* 


EFFECTIVE BUYING INCOME 
* 1950 SM ~ 
Survey of "oa 


Buying 


Highest 
Hooperated 
Quad-Cities 


Station 


AM-FM-TYV 
5000 WATTS 
BASIC ABC 


"L. REP. AVERY KNODEL, INC. 


A BONUS OF 
1,000 A WEEK 


In A Bonus-PLUS 
Market 


In circulation, the St. Peters- 
burg TIMES is now gaining at 
the rate of approximately 
1,000 a week (as o yd gee 
and will JUMP a total o 
33!/3°/, or more in the next 5 
months. 


In Retail Sales (according to 
SM for 11/10/50), St. Peters- 
burg-Pinellas County is showing 
a gain of nearly 50% ABOVE 
the U. S. gain i 10 years. 


These, we say, are BONUS- 
PLUS factors . . . circulation 
and better retail business .. . 
to make the TIMES a better 
buy for you. . . NOW! 


ST. PETERSBURG—FLORIDA 


Daily TIMES Sunday 


Represented by 
Theis & Simpson Co. Inc. 
New York Detroit Chicago Atlanta 
V. J. Obenauer Jr. in Jacksonville, Fila. 
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TABLE Il: Rate of Increase Spread, 1949 over 1939 


High Low Spread 
Food Alabama 327% Rhode Is. 140% 187% 
GM S. Dakota 367 Rhode Is. 99 268 
Drug Nevada 263 Vermont 92 171 
F-H-R N. Dakota 564 Rhode Is. 174 390 
Auto N. Dakota 416 N. H. 175 241 
12 states had gains under 110% °%/, gain 

Furniture - Household - Radio, with Type of area 1949 over I} 


average gain of 277% 

13 states had gain of 350% or 
more 

26 states had gains of 250 to 
349% 


10 states had gains under 250% 


Automobile stores, with average 
gain of 310% 
13 states had gains of 350% or 
more 
19 states had gains of 300 to 
349% 
17 states had gains under 300% 
The greatest spread between 
high state and low in rate of in- 
crease is to be found in the Furni- 
ture-Household-Radio group. (See 


Table II). 


Sales in Metropolitan Areas 


As was pointed out in the earlier 
paragraphs of this analysis, we have 
witnessed in the past decade a move- 
ment toward the suburbs both in 
population and in shopping volume. 
The big-city areas made their best 
showing in the outlying sections; 
sales gains in the smaller metropoli- 
tan area cities were greater than in 
the large ones. 

Following the detailed tables of 
1949 sales and comparisons is a com- 
plete recapitulation by groups of 
metropolitan areas, and by store 
types, but the following brief sum- 
mary of gains in total retail sales 
presents a true picture of what has 
happened in most of the individual 
store categories. 


Central cities over 500,000 189 
Central cities 250,000- 


ME ccvmerecewns Gael 
Central cities 100,000- 

| ae 207 
Central cities 50,000- 

er re 215 
Areas added by SM .... 247 
Average all metropolitan 

0 rr tee 201 
Balance of the U.S.A. 

(small city-rural) .... 214 
:. 660) F oer 


The metropolitan area stores x 
of course, more important in sm 
lines than others, and in general me 
chandise and drugs they attain thre 
fourths of total volume. They « 
weakest in the automotive divisié 
with 62.2% of the national volum 


How Sales Are Divided 


186 Balana 

Metropolitan of 

Areas US 

Total retail sales 66.8% 33. 

Food store sales 68.8 31. 
General Merchandise ; 

store sales 74.2 25} 

Drug store sales 75.4 24! 
Furniture-Household- , 

Radio store sales 71.8 2b. 
Automotive store ; 

sales 62.2 313 


Total retail sales 
Food store sales 
General Merchandise store sales 
Drug Store sales 


sales 
Automotive store sales 


Furniture-Household-Radio store 


TABLE Ill: Where Gains Are Greatest Since 1939 
186 Metropolitan Balance of Total 


Areas U.S.A. U.S.A 
201 214 205 
200 194 198 
170 227 183 
153 90 131 
264 317 271 
320 294 310 
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cate’... WHEN YOU THINK OF 


PLORIOA-THINK OF FLORIDA'S 
THREE BIG MORNING DAILIES! 


y Every year, more and more families who first came 
to Florida as vacationists, build new homes in The 
Sunshine State. Since 1940, a total of 370,633 new 
dwelling units have been constructed in Florida. Today, 
one out of every threé Florida homes is a new one. So 
when you think of a new home, think of Florida. 


\ 
\\' 


And think what all of these new homes and families 
mean in sales opportunities. Then remember that of 
the 961,084 dwelling units in Florida, 75 percent are 
located in the areas served by Florida’s three big 
morning dailies. You reach the bulk of Florida’s 
population and Florida’s buying power — af lowest 
cost — when you use the pages of The Miami Herald, 
the Tampa Tribune, and the Florida Times-Union in 
Jacksonville. You get family coverage in Florida’s 
three major markets and their rich trade areas where 
nearly 80 percent of Florida’s effective buying income 
is concentrated! 


\ 
\ 


@ TOSELL IT TO AMERICA 
TEST IT IN FLORIDA 


FLORIDA TIMES-UNION 


Jacksonville + National RepresentativeseReynolds-Fitzgerald, Inc., 


a TAMPA MORNING TRIBUNE 


C WEAGE tn National Representatives - Sawyer-Ferguson-Walker Co. 


Horidas Top Markets MIAMI HERALD 


National Representatives -Story, Brooks & Finley, Inc., A. S. Grant, Atlanta 
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Perhaps SM readers can figure out 
precisely why drug store sales in 
small-city rural areas seem to be slip- 
ping. The increase of 90% is little 
more than half the gains in metro- 
politan cities. Is it an indication of 
the growth of big-city super drug 
stores which attract trade from a 
wider radius? 

Automotive gains likewise are less 
in the small-city rural areas, but may 
indicate only that new cars have not 
been plentiful and buyers may con- 
centrate on the big-city stores with 
bigger stocks of cars. 

The great post-war rural electrifi- 
cation developments show up in the 
table above, with the single greatest 
increase — 317% — going to Furni- 
ture-Household-Radio stores in the 
small city-rural areas. 


Changes in Combinations of 
Cities from 1940 to 1950 


Many changes in definitions of 
marketing areas have been made dur- 


ing the past decade by the Federal 
Committee on Standard Metropoli- 
tan Areas. 

Each Standard Metropolitan Area 
includes at least one city with a 
population of 50,000 or more. The 
additional city to be listed as part of 
the title of an area must have at least 
one-third the population of the major 
city. The mileage between cities to be 
listed as a combined metropolitan 
area has been defined by the Com- 
mittee as not exceeding 20 miles. 

Because many manufacturers may 
have based previous sales, distribu- 
tion or advertising policies on defini- 
tions that have been in force during 
the past 10 years—and may wish to 
continue this policy — SALES MAn- 
AGEMENT is listing all of the official 
changes which have occurred since 
1940: 

1. Bridgeport now 

Stamford-Norwalk 

2. New Haven now New Haven- 

Waterbury 


Bridgeport- 


The Gazette 
GIVES THE 
ADVERTISER 


MORE 


Store Buyers 


HE GAZ 
COVERS THE 


IN CHARLESTON 


CIRCULATION In the City, Suburban, 


Retail Zone, All Other 


MORE 
LIMAGE tr ott te om 
MORE 


INFLUENCE The State Newspaper, The 


Gazette ALONE reaches many Jobbers and Industrial, 


FOR YOUR MONEY. tie Gazette's 


Milline Rate is considerably lower than Charleston's 
Second Newspaper 


IF IN DOUBT, ASK FOR THE FACTS 


ETTE 
REAL 


OKE 


West Virginia’s 


CHARLESTON M 


Represented by: SMALL, 


ARKET f 


Greatest 
Newspaper 


BREWER & KENT, INC. 


9. 


. Norfolk-Portsmouth-Newpor 


. Buffalo-Niagara Falls now By 


. Racine-Kenosha now 


News now Norfolk-Portsmoy: 


Wheeling now Wheeling-Ste, 
benville 


falo 


Omaha - Council 
Omaha 


Bluffs no 


areas 


. Saginaw-Bay City now sepx 


ate areas 


Scranton-Wilkes Barre now se. 
Scranton, ap! 


arate areas; 
Wilkes Barre-Hazleton 


Changes in Definitions of 
Counties Within the Area 


The New York City 
Metropolitan Area takes in 18 cout 
ties in two states and constitut 
sort of a “nation within a nation. 


In 


. Chicago: Kane and Will adde 


. Cincinnati: 


. Cleveland: Lake added 
. Columbus, Ga.: Chattahooche 


. Dayton: Greene added 
. Denver: Adams added 


. Evansville: 


. Harrisburg: Cumberland 
. Hartford-New Britain: Mi 
. Huntington-Ashland: Ways: 


. Johnstown: Somerset added 
. Kansas 


. Knoxville: Anderson added 
. Macon: Houston added 

. Minneapolis-St. Paul: Dako: 
. New Orleans: St. 


. New York: Suffolk, N.Y., a 


. Allentown-Bethlehem-Easton: 


Warren, N.J., added 


. Amarillo: Randall added 

. Atlanta: Cobb added 

. Augusta: Aiken, S.C., adde 
. Boston: Plymouth  subtracte 
. Charleston, W. Va.: Fayet: 


added 


Dearborn, Ind 
subtracted 


added 


Henderson, kj 
subtracted 


added 
dlesex subtracted 
W. Va., added 


City: Clay, Me 


added 


added, Washington subtractt: 
Bernat: 
added 

Somerset, N.J., added; Mo 
mouth, N.J., subtracted 


Standart 


addition to official New You 


City, which includes divisions whi? 
are to some extent independent m* 
keting areas such as Brooklyn, Lot 
Island City and the Bronx, there # 
18 cities of 50,000 population © 
more, many of which, were it 


SALES MANAGEMEN’ 


separa 


Famous “Testing Ground” 
es Now Better Than Ever! 


- The Boston Metropolitan Area.. always notable as a 

an! territory for market testing.. now outranks all other 
areas of over 500,000 population east of the Mississippi 

; as a recommended “testing ground,” according to 

. SALES MANAGEMENT 

ton And testing is only part of the picture. In sales volume, 
the Boston area has forged ahead just as spectacularly. 
Consider these 10-year increases: automotive sales, 217%; 

- food sales, 139%; furniture sales, 198%; general 

acte 0 merchandise sales, 121%. In virtually every category, 

ayer . sales volume in the Boston area has doubled.. or : 
better.. during the past 10 years! 

adde ‘ ' 

Ind Better than ever, too, is your coverage of the Boston 
Metropolitan Area through 50,000-watt WBZ.. and 

- through WBZ-TV, New England’s foremost television 
operation. With your program on WBZ, you're sure of a 
hig, responsive audience in one of the nation’s most 

. rewarding urban markets. Remember, too, that WBZ’s 
signal (boosted by WBZA Spring field) reaches more than 

three-quarters of all New England! For details, check 

” WBZ or Free & Peters. 

Jayne 

ded 

M 

a 50,000 WATTS 

NBC AFFILIATE 

Yakors 

racté 

prna 

and WBZ-TV 
r, an 
Mor 
oo00 

andatt oo 

; cout N 0 

tituts 

rion. 

Yor 

whic! 

t mat 

ore a 

—— WESTINGHOUSE RADIO STATIONS Inc KDKA * WOWO « KEX * KYW + WBZ * WBZA * WBZ-TV 

it 


National Representatives, Free & Peters, except for WBZ-TV: for WBZ-TV, NBC Spot Sales 
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tor the predominance of New York 
City, probably would be considered 
as separate metropolitan areas. 

In New York State, these cities in 
order ot their population importance 


Jersey City 
Paterson 
Elizabeth 
Bayonne 

East Orange 


are: Union City 
Hempstead Township Passaic 
Yonkers Clifton 


North Hempstead Township 
Mt. Vernon 
New Rochelle 


Oyster Bay Township 


Irvington 
Hoboken 
Perth Amboy 


YOO or more (also in order of popu- 
lation in portance) are: tracted 
Newark 25. Omaha: Sarpy, Neb., added 


- 24. Norfolk - Portsmouth: New- 
In New Jersey these cities of 50,- port News, Elizabeth City. 
Hampton and Warwick sub- 


Sales Soar to New Heights 


in the QUAD-CITIES 


Rock Island, Moline, E. Moline. Illinois 
Davenport, lowa 


Total Retail Sales—$246,605,000* 
OVER HALF (51°%) on Illinois side 


Food Retail Sales—$52,346,000* 
OVER HALF (59°) on Illinois side 


Drug Retail Sales—$7,643,000* 
OVER HALF (56%) on Illinois side 


Retail Establishments—2,626* 
OVER HALF (57°%) on Illinois side 


. representing a gain of 17.6% in 10 years. 


population live. 


politan Counties). 


* Preliminary estimates, 1950 census. 


National Rep.: The Allen Klapp Co., New York 
Chicago, Detroit 


MOLINE DISPATCH 


and 


ROCK ISLAND ARGUS 


1950 Metropolitan County Census figures (Rock Island 
and Scott counties) show a total population of 233,102* 


Only the Argus-Dispatch Newspapers cover the 
ILLINOIS side where 57% of Quad-Cities’ 233,012 


* All market figures from 1948 U. S. Census of Business (Metro- 


26. Philadelphia: Bucks and Che 


ter added 


27. Pittsburgh: Fayette subtracts 


and Beaver added 


28. Portland, Ore.: Washingt 
Ore., and Clark, Wash., added 


29. Providence: 
tracted 


30. Racine: Kenosha subtracted 


31. Richmond, Va.: Chesterfied 


added 


32. Saginaw: Bay subtracted 


33. Seranton: Luzerne subtract. 


34. Washington,. D. C.: Fah 
Church City and Fair 


County added 


35. Wheeling-Steubenville: Hy 
cock, W.Va., and Jeffers 


Ohio added 


36. Wilmington: Salem,  \,J 


added 


37. Youngstown; Mercer,  P; 


added 


The 25 New “Official” Areas 


Muskegon, as a result of a speci 
wartime census, had been added : 
the official list but was remove 
this year when the 1950 Populatia 


Census revealed that its populati 


(48,047) had fallen short of the 5): 
000 mark. We have included Musk 


gon in our own list of potential m 


ket areas along with several othe: 
such as Fayetteville, whose _popul 
tion exceeded 50,000 during the we 
years, only to recede somewhat « 
the postwar period. It is from o 
list of “potential”? market areas thé 
any new “official” areas will pm 
ably be drawn in the next decatt 


All of the newly-added “official 


cities are ones which were anticipate 


by SALES MANAGEMENT and addti 
in recent issues of the Survey ¢ 
Buying Power to the previously & 


ficial 139 aeras. 


Albuquerque, N.M.; Baton Roug 


La.; Bay City, Mich.; Brockto 
Mass.; Gadsden, Ala.; Green Bi 
Wisc. 

Greensboro - Highpoint, N. ¢ 
Greenville, $.C.; Jackson, Mi 


Kenosha, Wis.; Laredo, Tex.; Lt 


ington, Ky. 


Lima, Ohio; Lorain-Elyria, Ohi 
Lubbock, Tex.; Muncie, Ind.; Or 
den, Utah; Orlando, Fla. 

Pittsfield, Mass.; Raleigh, \« 
San Angelo, Tex.; San Bernardit 
Calif.; Sioux Falls, S.D.; Wich 
Falls, Tex.; Wilkes Barre-Hazlet 
Pa. 
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THE TEN LEADING STATES 


In Percentage Gain 1949 Over 1939 
Total Retail Sales and Five Major 


Store Categories 


Total Sales 


Rank 


l 


DD CID Vi +S WH DO 


9 


New Mexico 
North Dakota 
Florida 
Arizona 
Arkansas 

Texas 

South Dakota 
Alabama 
Louisiana 
North Carolina 


Food Stores 


Rank 


Alabama 
Florida 


Arizona 
Louisiana 


| 
2 
3 New Mexico 
4 


6 Arkansas 

7 North Carolina 
8 Texas 

9 Utah 

10 Mississippi 


273 
267 
257 


C. General Merchandise Stores 
Rank 


CO SID Ut WH DO 


1 South Dakota 
Arkansas 
New Mexico 
Arizona 
Alabama 
Mississippi 


North Dakota 
Virginia 
Florida 


=> © 


D. Drug Stores 
Rank 


1 Nevada 

2 New Mexico 
3 Arizona 

4 Florida 

) Alabama 

6 California 

/ Michigan 

7 Utah 

9 Virginia 

l0 Washington 


North Carolina 


367% 
366 


E. Furniture-Household-Radio 


Stores 
Rank 


- North Dakota 
< Arizona 

3 South Dakota 
4 New Mexico 
) Nevada 
Arkansas 
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564% 
558 
530 
507 
43] 
414 


E. Furniture-Household-Radio 


F. Automotive Stores—(Cont'd) 


Stores—(Cont'd) 
Rank 

Rank a 2 Arkansas 409% 
7 Mississippi 407% 3. Mississippi 399 
8 Kansas 389 4 Kansas 387 

' 9 sn egon 3 88 5 Tennessee 368 

0 ‘Texas 387 5 Texas 368 
F. Automotive Stores 7 one 42) 
Rank 7 Virginia 364 

1 North Dakota 416% 10 South Dakota 363 


SCRANTON is on THE MARCH 


Scranton, Pa., now a center of diversified industry, in 1949 
produced $298,711,600 in manufactured goods, according to 
the records announced by the State Department of Internal 
Affairs. The statistics were gathered from 592 all-year-round 


industrial plants. 


Substantial growths were also indicated 
by all public utilities as well as other 
business barometers. Bank deposits 
were $155,596,161.84 as compared to 
$98,912,810.67 in 1940. The clearing 
house reported debits of $1,082,450,890 
as compared with $541,452,291.64 in 
1940. Other comparative figures for 
the two census years were: telephones, 
44,458 as against 28,178; water cus- 
tomers, 37,734 as against 37,034; gas 
users, 35,143 compared with 30,987; 
postoffice receipts, $2,120,137.48 com- 
pared with $916,300.72. 

The Scranton market now contains 
103,000 employed persons drawing 


more than $150,000,000 in wages. an- 
nually. The now famous "Scranton Plan" 
which received countrywide attention 
is producing results. Through this plan, 
the community under the leadership of 
the Chamber of Commerce has raised 
over $9,000,000 and constructed new 
plants which added 16 new industries 
to the community in the past few 
years. Approximately 4,000 new jobs 
were created with payrolls of $4,856,- 
250 with a potential growth of 5,000 
more. In addition 28 established plants 
expanded at a cost of $9,796,000 with 
potential employment for 13,053 men 
and women and payrolls of $15,280,000. 


For 1950 the citizens of Scranton plan to raise $2,000,000 as 
a nucleus for a $10,000,000 additional industrial expansion, It 
is estimated that 7,500 men and women will be provided with 
additional jobs, Truly Scranton is on the March. 


The Scranton Times 


LEADS THE WAY 


all the way 
IN THIS RICH, PROGRESSIVE MARKET 


TOTAL ADVERTISING LINEAGE FOR 1949 


oc cccccccvcccces 12,655,579 
ocoenseeweereoen 7-197,913 


THE SCRANTON TIMES ... 
SECOND PAPER ......... 


—IN NEWS 
—IN CIRCULATION 


FIRST =" srcuzes 
The Scranton Times 


SCRANTON, PA. 
GEORGE A. McDEVITT COMPANY, National Representatives 
NEW YORK—CHICAGO—PHILADELPHIA—DETROIT 
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Where does your 


product 
stand in the 


MARKETS 


OF DECISION ? 


(—_ an intensified trend in merchandis- 
ing. Retail inventories are being limited to the 
fastest-moving leaders. Less popular brands are 
being squeezed off shelves, and ‘‘thin-spread”’ 
advertising won’t put or keep them there. 


This is most true in the Markets of Decision 
—the 75 markets of a quarter-million popula- 
tion or more which can make or break a brand. 
Create strong demand in any sizable part of 
these areas, and you’re “‘in business.” 


Although no national magazine dominates all of the 
markets of decision, one national magazine— The American 
Weekly —overwhelmingly dominates 43! And 80% of all 
the retail business in the markets of decision is done in the 
43 markets listed on this page. 


A taste of the spending power in these 43 Markets of 
Decision: In these 43 markets live 38% of America’s 
families—with over half of the taxable payrolls in the U. S. 
They buy 52% of the nation’s clothing . . . 44% of the 
household products . . . 42% of the drugstore products... 
44% of all food. 

Merchants here do nearly half the retail business—to 
the tune of 54 billion dollars yearly. 


And here’s what The American Weekly does: Not only 
does The American Weekly deliver an advertising message 
to more families—all over the country—than any other 
national magazine, but it overwhelmingly dominates the 
43 listed Markets of Decision . . . a basic core for any deep- 
rooted advertising program. It would like to boast of 
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saturation in all of the 75 markets, but even Th 
American Weekly is not that good. 


In this one segment of its circulation, howeve, 
The American Weekly enters 41% of all homes- 
4 families out of 10. Compare this with the other! 
leading national magazines. 


THE AMERICAN WEEKLY. ... . . 41.34% 
| ar es 
Saturday Evening Post ‘ 10.5% 
ieee aS 
a a a cP 


To approach such domination of the 43 testé 
markets takes Life, Saturday Evening Post, Loo 
and Collier’s combined, at a color page cost of abou! 
$61,000. The American Weekly? $23,000. 


Plus this vital editorial influence: The Americ#! 
Weekly is distributed through 22 great Sunde 
newspapers, but its broad editorial approach, bul! 
on the twelve basic human interests which app 
to millions, including love, sex, romance, traged) 
science, religion, education, health, mystery, ca 
it into the homes of people in cities and towns hut 
dreds of miles away from the ordinary sphere of * 
fluence of the newspaper. 
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For example: through regular editorial features, The 
American Weekly sells millions of dress patterns yearly 
—hundreds of thousands of beauty charts, recipes, 
| household guides. Advertising offers get similar response. 
ther 4 One advertiser recently received more than $300,000 
in cash business from a $24,750 back cover in The 
American Weekly. Book publishers have received orders 


1.3 . : jae 
a totaling sums in the millions. 
1.5% 
5.9 ™ nT al 
ae THE MARKETS OF DECISION! In these 43 of the 75 
an markets of decision The American Weekly reaches 
- tested more families than Life, Saturday Evening Post, 
Look Collier’s and Look combined. 
f aboul New York Portland, Ore. Miami 
hicago Seattle Fall River- 
Los Angeles Providence New Bedford 
, Philadelphia New Orleans Wheeling 
merical Detroit Atlanta Johnstown 
Sundas Boston Worcester Syracuse 
re San Francisco- San Diego arrisburg 
h, bull Oakland Youngstown Utica-Rome 
Pittsburgh Albany- Canton 
app Cleveland Schenectady-Troy San Bernardino 
raged) Washington,'D. C. Bridgeport San Jose 
Baltimore Springfield-Holyoke Scranton 
r, calm) uffalo- Allentown-Easton- Wilmington 
ns hut Niagara Falls Bethlehem Sacramento 
; Ci waukee Wilkes-Barre Reading 
re of I incinnati San Antonio Flint 
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And at the lowest cost: The American Weekly delivers 
an advertising message nationwide—and in full color— 
to 9,991,220* A.B.C. homes, more than are reached by 
any national magazine, and at the lowest cost per 
thousand families. Here are direct comparisons: 


*Latest Cost per color 
net paid page per thou- 
circulations sand circulation 


The American Weekly . . . . 9,991,220* $2.30 
- fre - « = 5,305,394 4.48 


Saturday Evening Post . . . 4,010,219 3.99 
eee eee ee 3.87 
eek . ws se we ewe eo ee + eee 4.06 
*This figure is compiled from Publishers’ Statements to the A.B.C. for 


20 of the 22 Sunday newspapers which distribute The American Weekly. 
The Publishers’ Estimate (111,000) for the New Orleans Item which 
became a distributing unit March 5, 1950 and the Publishers’ Estimate 
(450,000) for the Atlanta Journal and Constitution which consoli- 
dated June 4, 1950, are included in these figures. 


THE AMERICAN 
ae \VEEKLY 


“‘A Hearst Publication’’ 
MAIN OFFICE: 63 VESEY STREET, NEW YORK 7, N. Y. 
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THE TOP TWENTY IN PERCENTAGE GAINS, 1939-1949 
| (among 162 "Official Metropolitan County Areas) 


Total Retail Sales Food Store Sales General Mdse. Store 
Rank yA Rank °/, Sales 
| Albuquerque, N. M. 432 i ttnmtn — se ale 
reensboro-Hi oint, 
; 2 ag re 2 Phoenix, Ariz. 412 NC . 
peng ol 3 Gadsden, Ala. 402 2. Bay City, Mich. 
; 4 Laredo, Texas 353 3 Tampa-St. Petersburg, Fla, 
5 Amarillo, Texas 326 5 Orlando, Fla. 349 4 Gadsden, Ala. 
| 6 Gadsden, Ala. 310 6 Lubbock, Texas 348 5 Houston, Texas 
7 Baton Rouge, La. 308 7 Miami, Fla. 347 6 San Bernardino, Calif, 
| 7 Mobile, Ala. 308 8 El Paso, Texas 339 7 Baton Rouge, La. 
9 San Diego, Calif. 307 © Baten Reuss, te. 332 8 Lubbock, Texas 
10 ee Point, 301 10 Corpus Christi, Texas 327 9 San Antonio, Texas 
10 San/Bernardino, Calif. 30! ee = : nasa N. M 
12 Mobile, Ala. 319 ls 
12 Norfolk-Portsmouth, Va. 298 12 Columbus, Ga. 
12 Heuston, Texas 319 
12 El Paso, Texas 298 13 Birmingham, Ala. 
14 San Angelo, Texas 296 14 San Bernardino, Calif. 318 13 Raleigh, N. C. 
14 Ft. Worth, Texas 296 15 Birmingham, Ala. 311 15 Mobile, Ala. 
14 Tampa-St. Petersburg, Fla. 296 16 San Diego, Calif. 310 15 Jackson, Miss. 
17 Wichita, Kan. 289 17 Norfolk-Portsmouth, Va. 309 17 Augusta, Ga. 
18 Waco, Texas 287 18 Raleigh, N. C. 307 18 Galveston, Texas 
19 Laredo, Texas 286 19 Tampa-St. Petersburg, Fla. 301 19 Corpus Christi, Texas 
20 Houston, Texas 283 20 San Angelo, Texas 298 19 El Paso, Texas 
Drug Store Sales Furniture-Household- Automotive Store 
Rank o%, Radio Store Sales Rank 
| Albuquerque, N. M. 326 Rank %o | Lubbock, Texas 
2 Mobile, Ala. 303 | Albuquerque, N. M. 636 2 Amarillo, Texas 
3 Jackson, Mich. 283 2 Lubbock, Texas 604 3 Jackson, Miss. 
4 Fresno, Calif. 279 ’ mann am. ue7 4 Albuquerque, N. M. 
5 Galveston, Texas 274 © Pee. Some ” 5 Springfield, Mo. 
6 San Bernardino, Calif. 273 : i ing sd 6 Gadsden, Ala. “ 
7 San Diego, Calif. ae 7 re eats Texas 444 F RR a 
8 San Jose, Calif. 258 6 Green Ben, Wee. 418 8 Des Moines, lowa 
8 Phoenix, Ariz. 258 9 Stockton, Calif. 4il 9 San Diego, Calif. 
10 El Paso, Texas 247 10 San Jose, Calif. 406 10 Baton Rouge, La. 
10 Miami, Fla. 247 11 Dallas, Texas 402 11 Columbus, Ga. 
12 Corpus Christi, Texas 237 1! Galveston, Texas 402 12 San Angelo, Texas 
13 Los Angeles, Calif. 232 13 San Diego, Calif. 390 13 Charleston, W. Va. ‘ 
13 Laredo, Texas 232 14 San Angelo, Texas 383 14 Miami, Fla. . 
15 Baton Rouge, La. 224 15 Atlantic City, N. J. 378 15 Waco, Texas ‘ 
16 Orlando, Fla. 223 16 Tacoma, Wash. 375 15 Wichita, Kan. ‘ 
17 Philadelphia, Pa. 219 17 Wichita, Kan. 374 17 Springfield, Ohio ‘ 
18 Lorain-Elyria, Ohio 215 18 Pueblo, Colo. 373 17 Greenville, S. C. ‘ 
19 San Antonio, Texas 214 19 Waterloo, lowa 365 19 Atlanta, Ga. 
20 Savannah, Ga. 213 20 San Bernardino, Calif. 357 20 Austin, Texas 
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why did we tell 


about Judy Garland ? 


In the September issue, Modern Screen told why 
one of Hollywood's most talented actresses was 


driven to desperation. 


Thousands of letters poured in acclaiming “The Brutal 
Truth About Judy Garland.” But this tremendous response 
was no surprise because the success of this article 


had been predicted months before. 


How can Modern Screen tell in advance what will 
interest its audience? The secret is its 8-year-old 
Continuing Reader Poll that gives Modern Screen’s 
editors a scientific guide to the current tastes of readers. 
The Poll is so accurate that Modern Screen editors 

can predict the future popularity of stars— 


frequently even before Hollywood can! 


No wonder the millions of women who read Modern 
Screen read it from cover to cover! And 85% of them are 
in the ready-to-buy under-30 age group, from families 


whose incomes are 42% above the national. 


No wonder Modern Screen is the leading screen 


magazine on the newsstands of America. 


modern screen 


America’s Great Screen Magazine 
DELL PUBLISHING COMPANY, 261 Fifth Avenue, New York 16, N.Y. 
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BLOOMINGTON 
McLEAN COUNTY 
CENTRALILLINOIS 


BLOOMINGTON — Annual 
spendable income $69,405,- 
000; per capita income 
$1,994.40.* Annual retail 
sales $56,671,000; per 
capita sales $1,628.48. 


*Copr. 1950. Sales Management 
Survey of Buying Power; further re- 
production not licensed. 


they come to town 
from miles around to buy 
products advertised in 


& 

LOOMINGTON, ILLINO, © 
<a> | 

°'5' Home Newspaper Since 18q, 


Represented by Gilman, Nicoll & Ruthman 


RESOLVED 


There's one resolution we'll always 
keep—written into 
a recent convention 
record. ‘Finest 
service ever re- 

ceived,” it said, 

in part. awe 


CHALFONTE-HADDON HALL 
on the Boardwalk, Atlantic City, N.J. 


Operated by Leeds & Lippincott Co. for 60 years 
Write for illustrated brochure No. | 
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POPULATION RANKINGS OF 106 U.S. CITIES 


SON CURWDN — 


Preliminary Data from the 
1950 Census Based on Announcements 
by Local Census District Supervisors, 
Covering Cities Over 100,000 


City 


. New York, N. Y. 
. Chicago, Ill. 

. Philadelphia, Pa. 

. Los Angeles, Calif. 
. Detroit, Mich. 

. Baltimore, Md. 

. Cleveland, Ohio 

. St. Louis, Mo. 

. Washington, D. C. 
. Boston, Mass. 

. San Francisco, Calif. 
. Pittsburgh, Pa. 

. Milwaukee, Wis. 

. Houston, Texas 

. Buffalo, N. Y. 

. New Orleans, La. 
. Minneapolis, Minn. 
. Cincinnati, Ohio 

. Seattle, Wash. 

. Kansas City, Mo. 
. Newark, N. J. 

. Dallas, Texas 

. Indianapolis, Ind. 

. Denver, Colo. 

. San Antonio, Texas 
. Memphis, Tenn. 

. Oakland, Calif. 

. Columbus, Ohio 

. Louisville, Ky. 

. Portland, Ore. 

. Rochester, N. Y. 

. Atlanta, Ga. 

. San Diego, Calif. 
. St. Paul, Minn. 

. Toledo, Ohio 

. Jersey City, N. J. 
. Birmingham, Ala. 
. Fort Worth, Texas 
. Akron, Ohio 

. Providence, R. |. 
. Omaha, Neb. 

. Miami, Fla. 

. Long Beach, Calif. 


Dayton, Ohio 


. Oklahoma City, Okla. 
. Richmond, Va. 

. Syracuse, N. Y. 

. Worcester, Mass. 

. Jacksonville, Fla. 

. Norfolk, Va. 

. Salt Lake City, Utah 


1950 Population 1940 Population 


7,851,610 7,454,995 
3,643,917 3,396,808 
2,057,210 1,931,334 
1,954,036 1,504,277 
1,837,613 1,623,452 
939,865 859,100 
909,546 878,336 
852,523 816,048 
792,234 663,091 
788,552 770,816 
760,381 634,536 
673,756 671,659 
632,938 587,472 
593,600 384,514 
576,506 575,901 
568,407 494,537 
517,410 492,370 
499,744 455,610 
462,981 368,302 
453,290 399,178 
437,833 429,760 
432,805 294,734 
424,683 396,972 
412,823 322,412 
405,973 253,854 
394,025 292,942 
378,322 302,163 
373,821 306,087 
371,859 319,077 
371,009 305,394 
331,292 324,976 
326,962 302,288 
321,485 203,341 
310,155 287,736 
301,372 282,349 
300,447 301,173 
298,747 267,583 
277,049 177,662 
273,189 244,791 
254,027 253,504 
247,397 223,844 
247,262 172,172 
243,921 164,271 
243,108 210,719 
242,450 204,424 
229,897 193,042 
220,067 205,967 
201,875 193,694 
198,880 173,065 
182,377 144,332 
181,902 149,934 
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NOVE 


NORTH CAROLINA 
IS THE SOUTH’S 
No. 1 STATE 

AND fgg aden 


ment’s Survey as North Caro- 
lina. AND, WPT F with its 


NORTH central location, 50,000 


watts at 680 KC, is North 


Carolina’s Number 


CAROLINA’S Cine Sabesmenie 


No other Southern 


= WPTE§: 
680 ke. AFFILIATE 


* also WPTF-FM * 
RALEIGH, North Carolina 


National Representative FREE & PETERS INC. 
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—o “me s 


THERE’S CONCENTRATED 
BUYING POWER IN 
WINSTON-SALEM | 

LOOK AT THE EVIDENCE 


——— 


CURRENT 
BUILDING PROJECTS 
Total Over 
$3,500,000.00 


The JOURNA 
he Only Papers 


YOU CAN'T co m1 
VE 
CAROLINA withour fat 


WINSTON-SALEM TWIN CITY 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 


RADIO 
SELLING POWER 


WDBO 


| 
ESTABLISHED 1924 | 
ORLANDO, FLORIDA | 


Approximately 19,000 MORE | 
daytime families . . . and | 
17,000 MORE nighttime fami- 

lies listen regularly (6 or 7 days | 
or nights a week) to WDBO, | 
than all three other Orlando | 
stations combined. | 


580 K.C.—5,000 Watts 
WDBO-FM—92.3 MCS 
35,000 Watts 


| 
| 
Columbia | 
Broadcasting System 


National Representatives 
Blair, Cummings 


POPULATION RANKINGS OF 106 U.S. CITIES 


99. 
100. 
101. 
102. 
103. 
104. 
105. 
106. 


(Continued) 
City 1950 Population 
. Tulsa, Okla. 180,586 
. Des Moines, lowa 176,954 
. Hartford, Conn. 176,623 
. Grand Rapids, Mich. 175,657 
. Nashville, Tenn. 173,359 
. Youngstown, Ohio 167,643 
. Wichita, Kan. 165,374 
. New Haven, Conn. 164,206 
. Springfield, Mass. 162,601 
. Flint, Mich. 162,193 
. Spokane, Wash. 160,473 
. Bridgeport, Conn. 158,678 
. Yonkers, N. Y. 152,533 
. Tacoma, Wash. 142,975 
. Paterson, N. J. 139,523 
. Sacramento, Calif. 135,862 
. Albany, N. Y. 134,382 
. Charlotte, N. C. 133,212 
. Fort Wayne, Ind. 132,831 
. Gary, Ind. 132,461 
. Austin, Texas 131,964 
. Chattanooga, Tenn. 130,333 
Erie, Pa. 130,125 
. El Paso, Texas 130,003 
. Kansas City, Kan. 129,583 
. Trenton, N. J. 127,894 
. Mobile, Ala. 127,129 
. Shreveport, La. 125,506 
. Scranton, Pa. 124,747 
. Camden, N. J. 124,474 
. Knoxville, Tenn. 124,117 
. Tampa, Fla. 124,073 
. Baton Rouge, La. 123,954 
. Cambridge, Mass. 120,700 
Savannah, Ga. 119,109 
. Canton, Ohio 116,312 
. South Bend, Ind. 115,402 
. Elizabeth, N. J. 112,675 
. Berkeley, Calif. 112,125 
. Fall River, Mass. 112,091 
. Peoria, Ill. 111,475 
. Wilmington, Del. 109,907 
. Evansville, Ind. 109,867 
. New Bedford, Mass. 109,033 
. Reading, Pa. 108,929 
. Corpus Christi, Texas 108,051 
. Allentown, Pa. 106,254 
Montgomery, Ala. 105,715 
Phoenix, Ariz. 105,003 
Waterbury, Conn. 104,209 
Duluth, Minn. 104,060 
Pasadena, Calif. 103,971 
Somerville, Mass. 102,254 
Utica, N. Y. 101,479 
Little Rock, Ark. 101,387 


1940 Population 


142,157 
159,819 
166,267 
164,292 
167,402 
167,720 
114,966 
160,605 
149,554 
151,543 
122,001 
147,121 
142,598 
109,408 
139,656 
105,958 
130,577 
100,899 
118,410 
111,719 

87,930 
128,163 
116,955 

96,810 
121,458 
124,697 

78,720 
98,167 
140,404 
117,536 
111,580 
108,39! 

34,719 
110,879 
95,996 
108,40! 
101,268 
109,912 

85,547 
115,428 
105,087 
112,504 
97,062 
110,341 
110,568 

57,30! 
96,904 

78,084 

65,414 
99,314 
101,065 

8 | 864 
102,177 
100,518 
88,039 


Source: Preliminary 1950 Population Census, subject to final revision; compiled 
by Howard G. Brunsman, chief, Population Division, Bureau of the Census. 
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REACH THE BIG SPENDERS 
IN WASHINGTON, D. C. 


ASK FOR YOUR COPY 


) It sheds new light on the 
) best way to advertise 
} in’ Washington, D. C 
] 
) 
} 
4 
6 
0 
| 
: This new 40-page book will answer these questions: 
6 What significant change has occurred in the volume of purchasing 
: being done by each income level in the District of Columbia? 
) 
2 Where is the best market for increased sales in the nation’s capital? 
Write or telephone for a copy of “Now You Can Tell.” It’s full of 
.7 important new facts to guide you in selling to Washington. 
4 
b2 
4| 
68 fe 
0! nied oy 
; Cimes « Herald 
: 7" —~ 
re WASHINGTON, D.C. 
65 National Representative: Geo. A. McDevitt Co. 
364 
77 LEADER 
518 
39 
12 STR 
iled 


NOVEMBER 10, 1950 as 


STATE SUMMARY 1949 RETAIL SALES 


GENERAL FURNITURE, 
SECTION TOTAL FOOD STORE MERCHANDISE DRUG STORE HOUSEHOLD, AUTOMOTIVE 
AND RETAIL SALES SALES SALES SALES RADIO SALES 
STATES — = oo = — ae a 
Dollars | {nc Dollars | jnc. Dollars | tne. Dollars inc. Dollars f-4 Dollars | inc. 
in . (in k (in | | Rank (in | ; | ‘in 
thousands) 1939 7 thousands) | ves thousands) 1939 | , thousands) 1939 wanes ceummte 1939 a. thousands) 1939 Rank 


NEW ENGLAND 
Connecticut 1,926,522 | 169 | 21 512, 707 | r 16 158,819 | 109 | 31 56,546 | 115 | 21 101,808 | 213 | 20 312,765 | 262 | 27 
Maine. . . ; 731,467 | 160 | 36 215,342 36 66,743 | 163 | 38 16,897 | 94) 39 31,944 | 215 | 39 125,125 | 225 | 37 
Massachusetts 4,256,395 | 145 | 9 | 1,166,716 ial | 9 497,278 | 117| 9 126,933 | 100| 9 196,854 | 200/ 2 581,785 | 319 | 11 q 
New Hampshire 460,745 | 152 | 45 139,434 | 154 | 39 28,842 | 100 | 46 12,052 | 104 | 45 24,338 | 278 | 42 68,882 | 175 | 47 4 
Rhode Island 683,074 | 148 | 37 181,671 | 140 | 37 66,590 | 99) 39 22,463 | 106 | 37 35,280 | 174 | 37 109,069 | 273 | 4 
Vermont. ... 321,805 | 161 | 47 85,485 | 166 | 46 26,091 | 162 | 47 6,449 | 92) 49 13,020 | 208 48 60,245 | 208 | 4 


——— = —$ | ——|§ | —_——$ | | J ____ —_— 


Total 1,257, 871 


MIDDLE ATLANTIC 


New Jersey. .......... 4,468,855 | 183 | 8 | 1,260,454 | 159) 8 |  436,624/ 170| 10 | 103,801 | 105| 10 | 264,194 | 291 | 7 | 680,661 | 271| 4 

New York..............] 14,637,945 | 162 | 1 | 3,906,960 | 157] 1 | 1,494,283| 132| 1 | 339,990/ 113] 1 | 818,696 a4 1 | 1,765,610 | 262) 2 Bie 

Pennsylvania... ....:..| 8,810,407 | 181| 3 | 2,261,417| 171| 3 | 1,249,449 | 149| 3 | 206,000) 97/ 6 | 477,671 | 244| 3 | 1,412,146 | 293) § 
ee 27,917,207 | 171 | .. | 7,408,831 | 161 | .. | 3,180,356 | 143| .. | 649,791 | 107! .. | 1,560,561 | 29 | .. | 3,888,417 | 274| 


} } 
| | 
| 
| 


Hinois. .. 8,600,292 | 201; 4 | 1,865,646 | 210, 4 | 1,396,398 | 134 2 231,821 | 112; 3 383,303 | 247 | 4 | 1,415,634 | 309| 4 
Indiana. . 3,417,306 | 220 | 11 754,629 | 227 | 10 396,111 | 179 | 12 101,057 | 131 | 11 169,664 281 11 655,337 | 308 | 19 
Michigan 5,909,298 | 225 | 7 | 1,411,818 | 244) 7 682,116 | 185 | 7 210,082 | 170| 5 259,720 253 8 | 1,258,086 | 352/ ¢§ 
Ohio... 6,777,135 | 178 | 6 | 1,660,112 | 173 | 5 856,752 | 151 | 6 182,268 | 120; 7 318,416 | 223 | e 1,213,024 | 271| 7 
Wisconsin 3,184,689 | 199 | 12 695,464 | 177 | 12 377,503 | 221 | 13 74,176 | 115 | 13 132,512 | 260 | 554,895 | 311 | 12 
Total 27,888,720 | 201| .. | 6,387,569 | 204 .. | 3, 714, 880 | 158 | .. 799,404 | 129] .. 1,263,615) 247, | .. | 5,096,876 | 309 


xe 98,440 
South Dakota... 616,089 | 264 | 40 106,050 | 230 | 43 64,996 40 14,806 | 146 | 41 24,075 | 530 | 43 124,560 


Total... 12,979, 795 214| .. | 2,650,918 | 191 | .. | 7,599,502 a 363,671 | 120] .. . 589,652 295 


g| gsseey 


SOUTH gag 


Delaw 341,478 | 210 | 46 73,674 | 173 | 47 19,774 | 138 | 49 8,168 | 156 | 48 22,450 | 361 | 45 69,330 | 333 | 4 
District of Columbia 1,157,973 | 188 | 33 229,204 | 160 | 35 182,086 | 162 | 28 50,423 | 107 | 26 56,336 ; 250 | 33 169,631 | 270 | % 
Florida.......... 2,453,539 | 299 | 14 |. 565,827 | 326 | 14 246,726 | 288 | 21 90,894 | 178 | 12 135,210 | 327 | 13 455,023 | 344 | 16 
Georgia..... 2,056,254 | 229 19 470,763 | 236 | 20 317,576 | 223 | 16 62,312 | 144 | 17 110,085 | 269 | 18 427 ,523 | 364) 17 
Maryland. . 1,909,436 | 208 | 22 603,308 | 210 | 17 271,801 | 155 | 19 57,861 | 147 | 19 86,818 | 293 | 23 300,352 | 288 | 2 
North Carolina 2,268,878 | 258 | 16 492,530 | 280 | 19 336,072 | 297 | 14 62,368 | 159 | 16 135,659 | 302 | 12 470,849 | 341) 14 
South Carolina. 1,124,790 | 239 | 34 271,774 | 255 | 30 145,476 | 234 | 33 31,569 | 146 | 33 098 | 292 | 29 237,109 | 326 | % 
Virginia........ 2,220,153 | 253 | 17 513,449 | 160 | 15 294,344 | 289 | 17 70,176 | 168 | 14 113,010 | 310 15 408,991 | 364 | 18 
West Virginia... .. 1,193,982 | 196 | 31 291,736 | 213 | 29 209,491 | 265 | 26 28,170 | 119 | 35 67,173 | 265 | 30 215,784 | 319 | # 


| 294 2,754,592 


Total. ... 


EAST SOUTH CENTRAL 
Alabama............ 1,681,955 | 263 | 26 400,828 | 327 | 24 227,240 | 309 | 23 44,723 | 177 | 29 85,573 303 | 25 327,732 | 358 | 2 
Kentucky... 1,653,418 | 218 | 24 408,306 | 223 | 23 225,861 | 269 | 24 52,542 | 136 | 25 80,334 | 324 26 318,783 | 336 | 2 
Mississippi............ 1,006,098 | 256 | 35 237,252 | 257 | 33 140,331 | 305 | 34 28,304 | 147 | 34 48,763 | 407 35 239,648 | 308 | 2 
Tennessee. . 2,009,256 | 231 | 20 440,860 | 226 | 22 321,588 232 | 15 55,298 | 131 | 23 _ 112,838 317-16 412,554 | 368 | 18 


~ 327, 509 | 326 1,298,717, 


WEST SOUTH CENTRAL | 
Arkansas... | 1,162,366 | 290 | 32 | 241,218 | 286 | 32 | 165,196 | 366 | 30 | 31,827 | 150 | 32 53,545 414 34 | 266,376 | 49/2 
Louisiana... | 157407602 | 258 | 23 | 378,980 | 291 | 25 | 253,205 | 284 | 20 56,404 | 144| 22 | 94.048 320 22 | 332,360 | 3568/2 
Oklahoma... 1,579,792 | 208 | 27 | 343,182 | 206 186,026 | 185 | 27 53,718 | 109 | 24 77,678 | 324 27 | 374.442 | 286| 2 
Texas... 709 | 279 1,505,843 5 _ 42,027 | 387 1,489,932 | 366) ? 

Total 11,327,469 2,469,223 ~ 667,298 | 362 | 2,443,119 | 

MOUNTAIN } | | 
Arizona... ...| 636,121 | 293 | 38 | 140,107 | 22 | 38 85,012 | 318 | 37 23,068 | 211 | 36 35,530 658 36 | 109,043 | 34/4 
Colorado 1,219/608 | 198 | 30 | 252.493 | 186 | 31 | 171,216 | 165| 29 | 45.341 | 128 | 28 58,172 | 319 32 | 242.668 | 283 | 3! 
Idaho... 567,812 | 223 | 42 | 111,120 | 200 | 42 844 | 229 | 41 13,380 | 136 | 42 | 26.706 | 349 40 | 120,298 | 20 # 
Montana. REN 561,680 | 153 | 43 | 117.431 | 132 | 41 85,044 | 144 | 43 12/927 | 83 | 43 20,688 | 255 46 | 116.989 | 217| # 
Nevada... “1 q96'921 | 218 | 49 39390 | 195 | 49 | 20,260 | 269 | 48 9.011 | 263 | 46 81388 | 431 49 | 40,724 | 343 @ 
New Mexico "| 511443 | 307 | 44 | 105.856 | 394 | 44 54,788 | 329 | 44 16,857 | 223 | 40 24/655 | 507 41 | 103,323 | 341 | # 

aon 599/287 | 251 | 41 | 121,429 | 267| 40 | 88.536 | 249 | 36 17,338 | 170| 38 | 34,206 | 270 38 | = 111,481,/ 38 
Wyoming | 313,141 | 212 | a8 | 61076 | 190 | 48 | 28,858 | 281 | 45 8,951 | 112 | 47 13,562 | 330 47 | 72,600 | 290 & 
Total 4,606,013 | 223 | .. | 948,902 zit | .. | 960,888 | 219 |. 146,871 | 152 .. | 221, 897 | 353 916,286 | 288 

| | | | 

PACIFIC | | | | | 
California... ...] 10,395,775 | 226 | 2 | 2,481,013 | 216 | 2 | 1,170,178 | 197| 4 | 314,340| 176| 2 | 636,701 314 1,863,782 | 318 
Oregon... | t570;914 | 288 | 28 | “'asa'gaa | 248 | 26 | "218/250 | 210| 28 | 3a'9e6 | 148 | 30 | ‘24202 | 388 28 | ‘319.753 H 
Washington.............| 2,139,880 | 220| 18 | 496,868 | 222 | 18 | 285,908 | 195 | 18 66,997 | 160 | 18 | 97,417 | 316 | 21 | 393,952 » 

ee ..| 14,106,569 | 228 | .. | 3,331,875 | 220 | .. ‘art -. | 408,323 | 171| .. | 808,400 | 320| .. | 2,577, 487 ‘a 

TOTAL—U. S. A. 128, 182,991 | 205 30,298,184 | 198 | .. |16,019,429 | 183 3,605, 487 | 131| .. | 6,537,012 | 277 22,738,753 | 310 


| | | : _ 


——— 
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market I 


automotive 


EACH DOT represents 
a city or town in which 
SOUTHERN AUTOMOTIVE 
JOURNAL has one or more 
paid subscribers. The av- 
erage is over four sub- 
scribers to each city or 
town. All subscriptions 
are confined to the auto- 
motive trade. 


5 
Hy 
1 
9 
0 
% 
% 
i For the fabul 
ye 
| or the fabulous South and Southwest 
| 
| 6 
)| % fd 
| Automotive sales volume Jp 
| 0 n 
3/2 
1| 14 
§ | 
4 | 19 
9) 4 
| New U.S. Census data confirms this region as Advertising in SOUTHERN AUTOMOTIVE 
k * 7 7 OURNAL b t h 1 aa i 
nation’s fastest growing automotive market. . . rest tn iene - ‘tis wadieles 4055 ‘naar oe 
sis of country shows only 297% increase over 1939. motive volume. 
% 3 ‘ - witht ' ‘ ? 
ae Automotive executives who bear the responsibility —— oage * n pth _ es is the only 
8 | of getting 1951 sales can look to the South and Se cee nee enn eee ee the 
—|-— Satie P +i 4 high vol Southeast, Mid-South and Southwest—three great 
a — apodl — awe oe Vevume. , sections—one great region. Through SAJ you pene- 
In addition to the record chalked up during the trate 5,500 cities and towns of this market. You 
past 10-year period, other important factors bear reach practically every jobber and distributor, car 
a | 3 this out. dealer, the leading garages, fleets and large service 
ele Registrations continue to sky-rocket. Nearly a stations throughout the 19 states. 
68 |S million additional vehicles were added to this mar- Place SAJ high on your list for 1951. It is your 
58 ket last year. Southern and Southwestern registra- most productive medium for advertising to Amer- 
tions now exceed 14 million. Tourist traffic will ica’s most productive market! 
pour in 414 million more cars this winter! 
| a Further evidence of this market’s tremendous 
783 | 31 automotive expansion is the current allocation of 
4 H Federal Aid Highway funds. 61% of the program’s 
34 . dollars are tabbed for Southern projects. @ 
34 
343 | 4 
299 & 
298 2 
Southern Automotive Journal 
313 806 PEACHTREE STREET, N.E., ATLANTA 5, GEORGIA 
361 | 2 
308 || 
318 | 
| 310 


NOVEMBER 10, 1950 - 


, (fa 
Ie THE 


BATTER! 


y YORLDS LARGEsr Firestone peas 


BAT | 


Kinsmen 
2S ae 


War | ended, 
Ned's opened for 
business with its 
one, hand-opera- 
ted gasoline pump. 


AUTOMOTIVE STUDY 


Indicates consumer likes, dislikes, buying 
habits, shopping habits, and brand pref- 
erences for various commodities. Spon- 
sored by Hearst Newspapers in ten major 
markets, conducted by Alfred Politz 
Research, Inc. 


—_— —— 


COMMODITY SURVEYS 


A market-by-market direct-inte 

vey of commodity brands s 
chain and independent ov 
surveys cover 15 commodities, 


SALES OPERATING CONTROLS 


Specific, a a ii usable. 541,604 city 
blocks walked analyzed 445,456 retail out- 
lets and 3,037 shopping centers and streets 
located, to evaluate the sales potential of each 
of nine great markets, 


1950. . . Ned's is now operating 
9 strategically located super-service 
automotive stores in Detroit featur- @ Ned’s was just a one-gas-pump, 
ing nationally ddvertised ers neighborhood tire store, far out in the north end of 


Detroit, when it opened in ‘18. It was a long way from 
“downtown”, 


— But Ned’s stuck it out in the sticks, and when Detroit grew, 
it grew right out to Ned’s! People moved out there to live — 
al ’ and to buy. The trend toward de-centralized markets was 


TO SUPPLY CO. : under way, and Ned's was in step. The shop featured nationally 
4 Sia¥ iressone DEALLA tum © Ni advertised brands. Ned’s merchandised, advertised, and grew up 
e ’ with Detroit. 


The newest and ninth of Ned's stores opened in time for Christ- 

mas, 1949. Today, the nine-store, progressive institution is profiting 
from the “neighborhood selling” concept it pioneered. Ned’s organ- 
ization is the largest Firestone deale- in the world. 


In every kind of business, markets are shifting, buying habits changing. 
Alert sales managers keep informed with facts. 


Your Hearst Advertising Service man knows local conditions thoroughly, 

He has complete, accurate, detailed information on the ten major markets 

where over half the nation’s buying income is centered. Total, classified 

data on the spot: Sales Operating Controls, Commodity Surveys, Market 

Studies and Analyses. Contact your closest H.A.S. man today. He will guide 
you to greater localized profits. 


eS 
iF 
7? 


KNOW YOUR NEWSPAPER MAN TO KNOW YOUR MARKETS 


Sllearst, Advertising Service” 


Herbert W. Beyea, General Manager * 959 8th Avenue, New York 19, N. Y. 


/ ees in principal cities Baltimore News-Post American Detroit Times Los Angeles Examiner 
_ _ fepresenting Pittsburgh Sun-Telegraph Boston Record-American Advertiser | Chicago Herald-American 
a York Journal American San Francisco Examiner Albany Times Union Seattle Post-Intelligencer 


Copyright 1949 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division, All rights reserved. 


e Retail Sales 
e Food Sales 
e General Merchandise Sale: 
e Drug Sales 


November 10, 1950 issue, shows that, for J Furniture, Househol 
metropolitan county areas of cities up to 500,000 Radi c Sales 


population, Kansas City occupies top ere in 


volume of retail sales, as well as in each of five leading e Automotive Sa a 


classifications of retail sales. 


Sales Management's survey, in its 


With a retail sales volume of nearly a billion dollars, the Kansas 
City area shows an increase of 225% over 1939. 


Here is an outstanding market which is vitally active and growing 
by leaps and bounds. 


In this outstanding market The 

Kansas City Star offers an equally 

outstanding advertising opportunity. HERE ARE THE FIGURES FOR KANSAS ciTY 
The Star has the lowest per-thousand- Volume “eras 
copy advertising rate of all standard Retail Sales $964,557,000 225 
size daily newspapers. It covers Food Sales 178,274,000 221 
Greater Kansas City with 100% General Merchandise Sales 221,505,000 254 
thoroughness, a feat not even closely Drug Sales 49,897,000 162 
approximated by any other newspaper er ao roam eiiiiaaiie - 
. . a . ' 

eer other city, and has an , Automotive Sales 168,867,000 356 
effective circulation coverage in 


surrounding territory. 


THE KANSAS CITY STA! 


Evening—362.967 Morning—352.177 Sunday—370” 


Kansas City Hiren 1200 Chicago 22S. State & New York 155 “ths. 


SALES MANAGEMEE Noy 


INCREASES OF*FIVE MAJOR STORE TYPES, 1939-1949 


Rate of increase is one important factor of market measurement. This Pictograph 
shows ‘'% gain’’ over 1939 in major categories. Total volume is likewise important. 
See tabular text for 1949 adjusted dollar figures. IT 
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Rhode Island 

New Hampshire 
Montana 

Vermont 
Connecticut 

Maine 
Massachusetts 

New York 

Ohio 

District of Columbia 
Pennsylvania 
Minnesota 

lowa 

New Jersey 

Illinois 

Colorado 

Wisconsin 
Maryland 

U.S.A. 

Oklahoma 

Indiana 

Delaware 

Missouri 

West Virginia 
Nebraska 
Washington 
Michigan 

Idaho 

California 
Wyoming 
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South Carolina L 
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Kansas 200° ix) 204 35] 
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Lovisiana 
Texas 
Florida ae 
Alabama ee 
Nevada [195 
Mississippi L. * 257 

L 

L 

L 

L 

L 


248 ReXK 210 Xn 148 | 
280 KK 297 2000 

291° Pei 284 Oe 144] 
273 | SE Uae: B 
326. BO 28855 ZB 


327, 


Arkansas 286 
South Dakota 230 
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Sources: Census of Retail Business, 1939 and 1948 
estimates 1949 by SALES MANAGEMENT 
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In Total Circulation, Chicago Circulation, 
And In Home-Delivered Circulation, 

The Herald-American Continues To 

r Set The Pace Among Chicago 

Evening Newspapers 


oo 


rm) ® Month after month, the Herald-American becomes the favorite evening 
“ae newspaper in more Chicago homes. Always Chicago’s largest evening 
me ° ° . 

ro newspaper, the Herald-American today continues to break previous 
r circulation records. 

“3 @® Today, more than ever before, Chicago’s young, active, able-to-buy 
“ee families look to the Herald-American as their guide to better buying. 
a They are Chicago’s alert, responsive on-the-way-up families who buy 
oe more and buy more frequently. 

Aveo 

said | 

wat @ When your sales success in Chicago depends upon telling and selling 
I the young, responsive family market, make certain your sales message 
sf is directed to Chicago’s No. 1 evening audience through Chicago’s 
sB No. 1 evening newspaper. 
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NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 


NOVEMBER 10, 1950 


It’s Official!! 


GARY second city 


Metropolis in In diana 


of Indiana 
Industry 


Only one medium reaches this area with sales-producing impact: 


says U. S. Bureau of Census 


THE GARY POST-TRIBUNE |: 


more than twice the effective family coverage of all Chicago 
dailies combined in the Gary Trading Area. No other medium ST 
even approaches our circulation penetration in this market. 


CL 
BA 
* 
National Representatives: BURKE, KUIPERS & MAHONEY = 
SC’ 
1939-1949 VOLUME AND GROWTH 
1. CENTRAL CITIES OVER 500,000 tive ectimater by SALES MANAGEMD 
: 1 7 sive estimates by SALES MANAGEMEN 
RETAIL SALES—1949 
Estin 
Estimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE Y, \ Rank (In thousands of dollars 
Dollars In- in — 
- (in | crease| vol- | | 
City and (County) thousands)! over | ume % \ Rank | % | Rank | % | Rank % | Rank Y, | Fas 
1939 | in Food | Inc. | in vol.| General | Inc. | invol.] Drug | Inc. |invol.| Furn.- | Inc. | in vol.} Auto- | Inc. inv 
group over, in Mdse. | over! in over, in House- | over! in motive over, 
1939 | group 1939 | group 1939 | group | Radio | 1939 | group 1939 | grow 
Baltimore Md. 1,214,714, 186 | 12 329,846 199 12 223,958! 142 | 12 44,758 165 12 59,056 274 | 12 167,221, 302, 
Anne Arundel ‘ Md. 55,776, 270 as 18,130) 255 2,130 194 ‘ 1,996) 251 , 1,552) 247 “a 7,996) 304 
Baltimore (includes City 
of Baltimore)....... Md. 1,158,938} 184 311,716) 196 221,828) 142 | .. 42,762) 162 ; 57,504) 275 | .. 159,225) 302 
Boston. . ....| Mass. | 2,600,210) 134 7 718,470, 139 5 370,109) 121 6 86,920 106 6 116,233 198 7 340,865 217 
Feesex ‘ Mass. 455,113) 155 . 141,015) 146 31,842; 99 sf 15,254) 121 ; 21,790 210 RG 59,570) 231 
Middlerex Mass. 748,010) 148 . 238 ,783) 130 on 57,174) 132 ‘ 27,865) 114 a 29,666) 227 ‘ia 123,055, 259 
Norfolk Mass. 283,673) 149 ee 89,641) 148 12,155) 134 11,348) 121 : 9,304; 268 an 57,270; 166 
Suffolk Mass. 1,113,414, 116 oe 249,031, 142 ; 268,938 121 ‘ 32,453) 88 . 55,473, 169 |... 100,970, 200 
Buffalo N.Y 1,029,024) 182) 14 264,614 170 | 13 143,468, 154 15 29,138, 150 | 14 49,626, 262, 15 194,923 341 
Erie me OS 856,862; 182) .. 221,242) 171 ve 127,768) 159 ‘ 24,492) 162 42,252) 253 as 163,983} 358 
Niagara N.Y 172,162} 181 | .. 43,372| 168 15,700| 117 | .. 4,646) 145 7,374) 325 30,940) 267 
| | | | 
Chicago | om, 5,910,207, 196 2 1,269,576) 218; 2 1,169,360) 127 2 183,376, 127 2 267,526, 258 | 3 884,528) 330 
Cook... iil. 5,015,346] 190 | .. 1,037,223) 213 1,068,028] 124 | .. 157,094} 120 | .. 229,599) 251] .. 717,440) 332 
Du Pag Ill. 107,514) 253 33,066) 236 | - 3,760| 210| .. 3,742| 169 | .. 3,104) 370 | 23,718) 327 
Kane. Il. 166,716} 221 | 39,996] 203 | .. 23,218) 204) .. 5,194) 196 |. 6,887| 252 -. 34,338) 328 
Lake Ill. 158,400) 241 41,679) 233 | .. 13,442) 230 | 4,312| 131] .. 5,626| 278 | ed 30,090) 302 
Will be Ill. 111,474) 233 | , 30,393) 252 | 15,510) 139 | 3,430; 173 | .. 4,550). 248 | 20,296) 410 
Lake. .. Ind 350,757| 244 87,219! 266 45,402! 152 | 9,604) 205 | . 17,751| 354 | 58,646) 295 | 
© SM, 1950 
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SALES MANAGEMEMBNOY 


MAJOR METROPOLITAN COUNTY AREAS, 1939-1949 


The 


CENTRAL CITIES OVER 500 000 “SM” symbols mark original, exclu- 
——— susiegneemieaeeneenes _sive estimates by SALES MANAGEMENT 
RETAIL SALES—1949 7 = 
SM Final 
METROPOLITAN Estimates 
COUNTY AREA FIVE STORE GROUPS 
Y | Rank In thousands of dollars) 
Dollars In- in 
(in crease, vol- | | | | ; 
City thousands); over | ume % | Rank | % | Rank | % \ Rank % \ Rank g%, | Rank 
1939 | in Food | Inc. | in vol.) General | Inc. | in vol.) Drug | Inc. | invol.| Furn.- | Inc. ;invol.) Auto- | {nc. | in vol. 
| group over| in Mdse. | over| in }over| in House- | over| in motive |fover| in 
1939 | group | 1939 | group | 1939 | group| Radio | 1939 | group 1939 | group 
J NEW YORK-N. E. NEW JERSEY. |12,890,592| 164 1 |3,593,603 158 1 1,286,071; 133 1 327,996) 131 1 808,780) 261 1 | 1,355,773, 274 1 
} 
CHICAGO 5,910,207, 196 2 11,269,576) 218 2 |1,169,360) 127 2 183,376, 127 2 267,526. 258 3 884,528 330 2 
/ LOS ANGELES 5,038,704 269 3 |1,089,700) 237 3 584,598 221 3 169,556) 232 3 312,192) 333 2 874,176 338 3 
Pd } 
‘PHILADELPHIA 3,318,822, 187 4 831,374 178 4 503,370) 133 4 91,434) 219 5 186,628) 298 4 478,136 320, 5 
DETROIT 3,032,059 235 5 680,394, 254 6 413,345 187 5 126,819) 209 4 135,730 263 6 661,068 373 4 
SAN FRANCISCO 2,290,770, 206 6 578,991) 201 7 283,062; 159 8 70,214; 154 8 152,493) 287 | 5 359,387 346 6 
| | 
BOSTON 2,600,210 134 7 718,470, 139 5 370,109, 121 6 86,920) 106 6 116,233) 198 7 340,865 217 7 
; 
PITTSBURGH 1,987,276 185 8 553,278) 183 8 328,608) 160 7 56,406) 121 9 93,951) 200 8 330,960, 356 | 8 i 
WASHINGTON, D. C. 1,540,551; 222 9 345,869, 210 | 11 211,524; 192 | 13 71,396, 156 | 7 71,391; 305 | 10 269,595, 342 | 10 t 
ST. LOUIS 1,524,880, 196 10 380,160! 207 | 10 224,754, 166 11 52,831; 152 | 10 89,628| 220 9 275,058 300 9 
CLEVELAND 1,459,296 178 11 385,478) 195 9 228, 804| 139 | 10 51,680) 154 | 11 70,030, 225 11 250,010; 308 | 11 
BALTIMORE 1,214,714 186 | 12 329,846, 199 12 223,958 142 , 12 44,758, 165 | 12 59,056, 274 | 12 167,221; 303 | 14 
CENTRAL CITIES 100,000—249,999 
| 
SCHENECTADY-ALBANY-TROY 581,194, 176; 2 140,285) 172 3 88,956 131 1 11,328) 105 | 15 30,772, 236 | 2 99,503 316 2 i 
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the major television stations 


in 8 of these 13 major markets 


are represented by 


iF NBC 


EW YoRK . 
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National Representatives 
STORY, BROOKS & FINLEY 


SO long, neighbor 


Just 14 miles from Philadelphia, Chester, Pa., is mak- 
ing its big neighbor's sales progress look sick. 
Delaware County (Chester's marketing area) posted 
1949 increases up to 364% over 1939 in such classifi- 
cations as food, furniture, radio, household and general 
merchandise ...a far better performance than 
Philadelphia's.* And the only hometown. daily serving 
this area is the Chester Times, now enjoying the 
greatest circulation in its history, racking up phenome- 
nal effectiveness-records and still only 1/2 cents higher 
in rate than 1933! 


* See Sales Management's data on the next page. 


Chester Times 


METROPOLITAN 
COUNTY AREA 


City and (County) 


Cincinnati 
Hamilton 
Campbell 
Kenton... 


Cleveland 
Cuyahoga 
Lake 


Detroit... 
Macomb. 
Oakland 
Wayne 


Houston (Harris 
Los Angeles... 


Los Angeles. 
Orange 


Milwaukee (Milwaukee). 


Minneapolis-St. Paul 
Anoka 
Dakota 
Hennepin 


Ramsey 


New Orleans 
Jefferson 
Orleans 
St. Bernard 
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STATE 


Ohio 
Ohio 
Ky. 
Ky. 


Ohio 
Ohio 
Ohio 


Mich. 
Mich, 
Mich. 
Mich. 


Tex. 


Calif. 
Calif. 
Calif. 


Wisc. 


Minn. 
Minn, 
Minn. 
Minn, 
Minn. 


La. 
La. 
La, 


La. 


1. CENTRAL CITIES OVER 500,000—(Continued) 


RETAIL SALES—1949 


Final 


Estimates 


The “SM” symbols mark original, ex 
sive estimates by SALES MANAGEMB 


% | Rank 
Dollars | In- | in 
in crease) vol- 
thousands), over | ume 
in 
group 
| 
840,672, 163| 16 
722,208) 163 | 
45,696, 143 
72,768; 184 
1,459, 296 178 | 11 
1,401,696, 177 
57,600, 226 
3,032,059| 235 5 
122,722) 331 
317,057, 270 
2,592,280) 227 
819,312; 283 17 
5,038,704) 269 3 
4,834,368, 268 
204 336) 308 
902,874 178 15 
1,206,912) 154) 13 
12,864) 202 
33,600) 207 
755,808) 163 
404,640 135 
590,299 253 18 
44,726; 382 
542,268 245 
3,305 ; 388 


FIVE STORE GROUPS 
In thousands of dollars 


% \ Rank % | Rank % | Rank 9% | Rank %, | Ran 

Food Inc. | in vol.] General | Inc. | in vol.}| Drug Inc. invol.| Furn.- | inc, | invol.} Auto- | Inc. | inw! 

over; in Mdse. over, in over in House- over! in motive. over! it 

1939 | group 1939 | group 1939 group} Radio | 1939 | group 1939 | gra 

218,735, 160, 15 121,072, 178 16 26,160, 113 15 39,574, 197 17 142,600 316) 1 
178,092) 159 | 112,332) 177 21,600) 112 34,592) 199 124,890) 322 
16,587) 141 2,024) 113 1,805, & 1,786) 153 7,590) 298 
24,056) 181 6,716 226 2,755) 138 3,196) 202 10,120) 270 

385,478 195 9 228,804 139 10 51,680 154 11 70,030 225 11 250,010, 308 | || 
369,376, 194 223,468 135 50,255 155 68,526) 224 239,315) 308 
16,102; 216 5,336) 366 1,425) 128 1,504, 348 10,695; 318 

| 

680,394; 254 8 413,345, 187 5 126,819 209 4 135,730) 263 6 661,068) 373 | 
36,689) 381 3,420 126 4,356) 318 3,234) 572 | 25 ,380 439 | 
85,297) 289 28,025, 214 11,187, 251 13 ,426) 388 70 ,956| 370 
558,408 243 | 381,900) 186 111,276) 202 119,070; 249 564,732) 371 

189,300, 319 17 100,204 347, 18 25,088 183 18 52,962, 323 | 14 160,952, 346, It 

| 

1,089,700; 237 3 584,598, 221 3 169,556 232 3 312,192, 333 2 874,176 338 ! 
1,042,000, 237 574,368) 223 | 162,766) 232 299,904) 329 834,736) 336 
47,700) 252 10,230) 152 6,790) 223 12,288) 461 39,440) 382 

207,504 148 16 155,031, 193 14 25,705 116 16 44,352 217 16 162,354 318 i 

250,163, 140 14 261,277, 149 9 37,929 115 13 55,958, 192 13 210,311 298! 
4,365) 278 | 720) 285 423) 327 391) 177 2,352) 233 
7,178) 181 | 1,081) 345 1,034) 251 1,488) 218 8,823) 263 
154,618) 142 151,744, 163 24,910) 113 37,037; 196 135,856) 342 
84,002) 129 107,732) 130 | 11,562) 109 16,402) 183 63,280) 234 

| | | | 

124,542 260 18 101,703) 264 17 25,144 172 17 33,541, 234 18 72,619, 305) ¥ 
12,272| 316 2,205) 1886 1,598 598 3,013|2974 5,606) 503 
111,312) 255 | 99,498) 257 23,546) 161 30,528) 207 67,013) 294 
958) 236 | _ rez tee | oot 

The exclusive estimates of 1949 retail sales and 


corollary data must not be reproduced in printed form, 
in whole or in part, without written permission of SALES 


MANAGEMENT, INC. 
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AVERAGE NET PAID CIRCULATION FOR SIX MONTHS ENDING MARCH 31,1950 
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Minneapolis Star and Tribune columnist 


Minneapolis 
Star znd Tribune 


MORE THAN 610,000 SUNDAY + 480,000 DAILY 


JOHN COWLES, President 
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\ Metropolitan 
» 1 EST NEW YORK 


md PEANUTS 


“CANNOT BE SOLD 
FROM THE OUTSIDE" 
Send or call for the complete bulletin 
"Metropolitan New York Test Market No. One’ 


Study the facts and you will find you ca 
test a typical segment of Metropolitan Ney 
York, by testing BAYONNE, for only § 
cents a line . . . just peanuts compared with 
any other media giving the complete, con. 
centrated coverage of = 
Nationally Represented by 


ow siin THE BAYONNE TIME 
295 Madison Ave., N.Y. © 435 .N. Michigan Ave., Chicago 


1. CENTRAL CITIES OVER 500,000—(Continued) The “SM” symbole mark, original, ei 


sive estimates by SALES MANAGEMENT 


RETAIL SALES—1949 
Cotimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE % \ Rank (In thousands of dollars) - 
Dollars In- in “al 
in crease) vol- ‘ l | 
City and (County thousands)! over | ume % \ Rank % \ Rank % \ Rank % \ Rank % | Rank 
1939 | in Food Inc. | in vol.) General | Inc. | invol.} Drug | Inc. | invol.| Furn.- | Inc. | in vol.| Auto- | Inc. | inv. 
group over, in Mdse. | over; in over| in House- over! in motive | over! in 
| 1939 | group “1808 | group (1939 | group | Radio | 1939 group 1939 grou 
New York-N.E.New Jersey |NY-NJ |12,890,592) 164 1 |3,593,603) 158 1 |1,286,071| od 1 327,996, 131 L <3 808,780) 261 1 |1,356,773) 274 | 1 
Bronx n. TY. 929,402) 166 379,356) 141 39,289) 123 | 23,780} 132 57,232] 241 .. 81,412) 302 
Kings a... 3. 2,034,145, 164 723,059) 150 j 182,106] 136 | : 50,648) 130 : 141,127) 259 159,517| 252 
New York N.Y. | 3,780,436) 138 575,094) 142 627,715) 126 ie 95,634) 128 “e 232,848) 190 200,213, 290 
Queens i F 1,206,943) 177 444,501) 177 86,052) 262 ‘ 30,878) 137 | .. 74,483) 276 ‘ 142,857) 273 
Richmond Rn. F. 130 ,294| 157 50,906) 169 5,797) 174 ‘a 3 , 683 130 ; 6,507) 336 - 14,963) 141 
Nassau i? 2 680,267; 274 212,297) 263 30,615) 240 ie 16,428) 182 ‘ 40,128) 753 oh 111,251 301 
Rockland N. Y. 68,159! 190 23,141) 192 1,897| 198 ; 1,876) 127 : 4,064) 360 te 11,748) 226 
Suffolk  ® 277,953; 213 ; 84,039) 207 12,978) 208 6,772| wT) .. 10,358) 482 . 38,674, 198 
Westchester N. Y. 652,817; 144 . 202 ,303) 130 31,106; 92 17,799) 102 | 39,471, 366 ~~ 115,125) 226 
Total N. Y. Counties N.Y. | 9,760,416) 160 2,694,696 158 1,017,555; 138 247 ,498) 133 606,218, 249 875,760 263 
Bergen N. J. 440,367, 241 143 ,444| 213 15,244) 136 11,556) 183 Aes 24,717) 576 74,424) 274 
Fasex N.J 979,404; 154 249,492) 140 145,146) 104) .. 26,010) 106 ¥4 63,792) 287 158,208) 317 
Hudson N.J. 523,281) 144 173 ,094| 129 27,132) 85| . 14,678) 102 | 37,673) 229 ; 56,882) 252 
Middlesex N. J. 235,336) 206 67,973) 199 14,222) 217 | 5,346, 118) 15,043) 391 a 33,672) 238 
Morris N. J. 139,041; 220 43 ,026, 209 ee 7,125) 137 a 3,544) 151 , 6,644) 389 : 22,812) 253 
Passaic N. J. 365,216; 180 91,002) 138 32,686) 145 ; 682) 117 ‘ 29,037; 266 ; 53,521) 283 
Somerset N. J. 77,669, 244 22,200, 218 1,976) 123 : 1,812) 179 . 3,018) 409 14,971, 403 
Union N. J. 369,862) 211 108,676) 180) .. 24,985) 161 | 9,870) 206 ; 22,638) 310 65,523) 351 
Total N. J. Counties N. J. | 3,130,176, 179 898,907 160 268,516) 117)... 80,498) 128 202,562) 303 480,013, 294 
Oakland—See San Fran- 
cisco-Oak land 
Philadelphia Pa. 3,318,822, 187 4 831,374, 178 4 503 ,370| 133 4 91,434 219 5 186,628; 298 4 478,136, 320, 5 
Bucks Pa. 101,788; 280 27,939) 250 3,196) 199 2,156) 204 : 6,014) 732 19,942) 421 
Chester Pa. 125,569) 198 31,113) 188 6,486; 213 |. 3,626; 121) . 7,081) 315 25,960 287 
Delaware Pa. 290,042; 218 86,384; 190 19,552) 187 ‘ 10,682) 112 , 15,035, 364 a 53,572) 315 
Montgome ry Pa. 308,848) 200 89,941) 188 23,218) 169 | 9,212) 142 14,841) 259 ; 61,950 253 
Philadel phia Pa. 2,098,455, 174 479,763) 169 431,648) 130 56,644) 113 120 ,668 290 237 ,888 355 
Burling ton N. J. 87,759, 238 25,213) 185 2,350| 123 2,058, 150 2,910, 351 17,228) 272 
Camden N. J. 249,646 199 74,190) 184 15,698; 97 | 5,586) 117 17,363) 241 48 ,852| 282 
Gloucester N.J 56,715) 229 16,831, 209 1,222} 133 | 1,470) 145 2,716) 571 12,744) 305 
| 
Pittsburgh Pa. 1,987,276; 185 8 553,278, 183 8 328,608 160 7 56,406 121 9 93,951) 200 8 330,960, 356? 
Allegheny Pa. 1,438,543) 175 394,506 177 274,176) 155 42,693) 112 | 65,043, 180 : 225,240! 349 
Beaver Pa 140,794) 231 42,723; 199 11,616 116 | 4,000, 194 6,831) 314 al 26,400, 431 
Washington Pa. 161,297; 189 45,450, 177 20,832) 275 | .. 4,011) 133 7,920) 216 | 31,320) 337 
Westmoreland Pa. 246,642! 228 70.599! 212 21,984! 174 5,702) 147 14,157) 255 48,000) 363 
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SALES MANAGEMEN! 


major city except Detroit? 


i 


Did you know that automotive sales in Pittsburgh 


jumped 356% in 10 years.. more than in any other 


Pittsburgh's really rolling! And you’re on the right 
road to full coverage of this huge market when you put your 


program on Pittsburgh’s favorite station.. KDKA 


50,000 WATTS 
NBC AFFILIATE 
ver 


WESTINGHOUSE RADIO STATIONS Inc WBZ « WBZA e WOWO « KEX @ KYW © KDKA © WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 


“One of the 


Top Two 


Most-recommended 


test cities” 


among those of over 
900,000 

in the New England- 

Middle Atlantic region 


ENT NOVEMBER 10, 1956 


Ahead in sales growth, too! 


Nearest city 


10-year sales gain Philadelphia over 500,000* 
Food 178% 158% 
Genl. mdse. 133% 133% 
Drug 219% 131% 
Furniture, radio 298% 261% 
Automotive 320% 274% 
Average of all gains 187% 164% 


*Name on request, but easily guest! 


For sure-fire coverage in the growing Philadelphia market, put 


PHILADELPHIA 


50,000 WATTS 
NBC AFFILIATE 


your program on 


WESTINGHOUSE RADIO STATIONS Inc WBZ « WBZA  KDKA e WOWO « KEX ¢ KYW e WBZ-TV 
National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, NBC Spot Sales 
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PITTSBURGH 
is 8th in 
AMERICA 


Among Metropolitan Areas 
ia Seles Management's 1950 


* The real Pittsburgh market is not the narrow, obsolete city limits, but the mod- 
ern, growing surrounding area as well. In the immediate City and Retail Trading 
Area, the largest daily paper covers only 40.5°%—and slightly more in the 
well-integrated, solidly based economic unit defined by Sales Management 
os the Pittsburgh Metropolitan Area, where 1950 U. S. Census figures show a 
current population of 2,193,870—a gain of 111,314 over the 1940 report 


SALES MANAGEMENT 


Your COMPETITION Is 
BOUND TO SWING HARD 
ON THE FACT THAT 

A ONE-PAPER BUY MAY 
COVER ENOUGH OF SOME 
MARKETS BUT HERE IT 
REACHES ONLY... « 


A out of 10° 


SS ee 


° 
After all, dealers are human—and so are your salesmen! Slight them with WHY Fanallzé 


half-way sales support, and how can you expect anything but half-hearted 

cooperation? And you are slighting them in Pittsburgh—knowingly or not— YOURSELF IN PITTSBURGH 7 
when you specify a ‘‘one-paper buy.” For this market is different, and justifies . 

c different program. Your base buy here is a two-paper buy; but don’t be Coverages based on Publishers’ Statements, 
trapped by largest daily gross combination or scatter coverage. Every local 6 mos. ending March 31, 1950, and popula- 


ae tion estimates from Standard Rate & Data 
survey ever taken proves that most families are reached—ot less cost—by 1949-1950 Consumer Markets Issue. (1948 


Pittsburgh’s two evening papers; and every group of local retailers endorses — ae _ Se ie ~ 
this combination. They’re selling your products with their advertising. Why OR ty SS ee ee ee 


not support them where they do it most successfully most economically? — bBo ve thy th 


DENVER POST (e) 


Pj 3 h : n KANSAS CITY STAR (e) 
Pittsburgh Sun-Telegraph..© eo. 
WASH., D.C. TIMES-HERALD (d) 
A HEARST NEWSPAPER PHILADELPHIA BULLETIN (e) 
LOUISVILLE TIMES (e) 
CLEVELAND PRESS (e) 
PITTSBURGH PRESS (ec) 


Represented Nationally by Hearst Advertising Service © Offices in Principal Cities 


242 sou m SUN-TELEGRAPH 
A) 228 INCLUDE THE ! 


WCE 144 se 


NOVEMBER 10, 1950 


2, it pays to hunt where game abounds 


...and to Advertise 


where sales are good! 


No need to chase butterflies in the byways when 
big game is begging to be bagged in St. Louis. Look at 
the corking sales figures for St. Louis in this issue of 
Sales Management. Then add a real elephant gun to 
your arsenal! Use adequate schedules in The St. Louis 
Star-Times, favorite evening daily of 180,000 families, 
over 80% living in the easily sold and serviced 

St. Louis retail trading zone. For Profitable 
advertising facts call or write... 


the 
ST. LOUIS STAR-TIMES 


Represented Nationally By The Geo. A. McDevitt Co. 


1. CENTRAL CITIES OVER 500,000—(Concluded) ave as ia 


RETAIL SALES—1949 


Final 
SM Estimates 


METROPOLITAN 
FIVE STORE GROUPS 


COUNTY AREA STATE | % | Rank (In thousands of dollars 
Dollars | In- in 
in crease) vol- 
City and County thousands); over | ume % \ Rank % | Rank % \ Rank % | Rank %, | Pam 
1939 | in Food | Inc. in vol.) General inc. | invol.| Drug | Inc. }invol.) Furn.- | Inc. | invol.} Auto- | Inc. | inv. 
| group over in Mdse. | over in over} in House- | over in motive over) in 
1939 | group | 1939 | group | 1939} group} Radio | 1939 | group 1939 | grow 
St. Louis Mo. 1,524,880, 196 10 380,160, 207 10 224,754 166 | 11 52,831, 152] 10 89,628 220 9 275,058 300, § 
St. Charles Mo. 19,992) 226 4,653, 268 1,504) 282 490) 298 970 510 ma 3,658) 294 
St. Louis (includes City 
of St. Louis Mo. 1,206,870, 188 293 ,436) 196 199,186) 162 os 44,296, 149 73,429; 227 208,624 301 
Madison Ill 143,374, 227 40,788) 246 9,588) 192 F 4,018) 196 7,954 282 ° 31,506, 266 
St. Clair Il. 154,644, 234 41,283 251 14,476; 201 és 4,027) 142 7,275 12 ni 31,270) 334 


St. Paul—-See Minneapolis- 
St. Paul 


San Francisco-Oakland 2,290,770 578 ,991 


283 ,062 70,214 152,493 359 , 387 


Alameda Calif. 779,883) 211 198,941) 193 és 117,576) 172 25,344) 172 a 52,725 306 113,044 263 
Contra Costa Calif. 186,244, 441 66,248) 520 - 10,304) 277 5,827; 399 : 11,115) 715 30,972 507 
Marin Calif. 64,505) 250 20,384) 223 : 5,557) 267 ‘ 2,227; 332 2,697 216 9,698) 266 
San Francisco Calif. 1,001,046, 161 212,664 144 i 134,328, 135 |... 30,432) 108 ee 72,675, 224 , 155,442) 389 
San Mateo Calif. 173,635, 300 55,372) 271 ‘ 9,939) 256 | , 4,358) 224 : 8,569) 777 31,668) 343 
Solano Calif. 85,457, 350 25,382) 350 5,364) 176 By 2,026) 247 ae 4,712, 515 ; 18,563, 564 


Washington D.C. 1,540,551 222 9 345,869 210 | 11 211,524, 192 | 13 71,396) 156 7 71,391, 305 | 10 269,695 342 1 


Distriet of Columbia 1,152,323, 186 228,807, 160 183,152) 164 + 54,488) 124 “ 57,124) 255 . 173,434) 275 
Montgomery Md. 107,328) 341 ‘ 25,896) 311 10, 897/ 1613 : 3,255! 201 és 5,212)1581 |... 32,472) 591 
Prince George Md. $1,848) 307 29,224) 331 “ 2,134) 400 2,956) 298 a 1,562) 406 ~ 19,188) 294 


Arlington (includes Cities 
of Alexandria and 
Falls Church) Va. 170,970, 459 52,416) 477 P 14,133, 694 ws 9,795) 482 7,018; 661) .. 38,868, 698 

Fairfax.. Va. 28,082) 497 9,526 544 1,208, 932) .. 902\1602 | .. 475|5178 5,633) 759 


Total Group 1 48,197,174 189 12,011,597, 185 |... 16,710,318) 162° 
© SM, 1950 


7,190,536 313) 


_ ; 
1,502,580) 147 |. |2,630,651) 261 
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\ Hey,/ Mike... this is worth looking at! 

sig First, look at any metropolis. 

Does its market value stop at the “‘city limits’? 
Heck, no! ...it goes on 


until it bumps into the influence 


of another metropolis. 


Now look at St. Louis! There isn’t another 
metropolis within 240 miles 
. creating one big “super city” 
newly named “St. Louillmo”’ 
because it takes in Metropolitan St. Louis 
and 86 city-conscious counties 
iS in Eastern Missouri 


and Southern Illinois. 


“City circulation”? won’t cover it! You need 
the whopping, powerful St. Louillmo coverage 
of the GLOBE-DEMOCRAT! 


St. Louillmo (270k) St.Louis Globe-Demorrat 


A Metropolis of 287 thriving neighborhood communities ... Largest Daily Circulation and the only newspaper 
+ : : | 
in the heart of the Great Mississippi Valley ; 


that conclusively covers. St. Louvillmo 


' aRit® 
i 


To Hawaii or Alaska we gladly estate the name 
ia {Sth State”. Since 1921 the Globe-Democrat has used 
49th State” to describe this market area; but today 
. true St. Louis market is no longer a “state”... 
tea bustling big “‘city’”’ .. . it’s St. Louillmo! 
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Get Quick Help For Falling 
Sales With 


BOSTON # 


NEW YORK 
BALTIMORE * 


Need Flexibility? Get It In 


,.ethe Only Great Sunday Magazine You Can Use 


For Mass Selling In Single Markets 


Have you a market with pressing sales problems? A 
market where, for one reason or another, your sales 
volume is outmatched by competitors? A market that 
needs effective individual attention and needs it quick? 

If so, here’s a tested and economical way to help 
put such a falling market back on its feet. Back your 
sales work in such a market, with the tremendous, 
individual-market selling force available to you only 
in PICTORIAL REVIEW. 

PICTORIAL REVIEW among all great Sunday Mag- 
azines possesses the flexibility that permits you to use 


And Pictorial Review 
Gives You These 
-Other Exclusive Advantages 


1, A mass-buying audience created and held by the World’s 
top artists and writers. 


2, Proven high readership for your advertisements. 


3, The mighty impact of color advertising even in a single 
market. 


4, Reader interest anchored deep in all the news of home- 
town entertainment. 


5,No single page competitive product advertising... a 
clear field for your sales story. 


6, Ability to time your advertising to the timing of your 
individual market plans. 


a Deep penetration into largest consumer-masses in 
America’s biggest buying centers. 


8, The individual, street-by-street market guidance of the 


famous Hearst Sales Operating Controls. 


without penalty its mighty sales-pull even with color, 
in from one to ten of America’s richest markets as 
your needs dictate. 

Have you checked over recently how your sales 
stand in each of PICTORIAL REVIEW’S 10 bountiful 
markets? In which of these markets can you use 
PICTORIAL REVIEW'S flexible deep-penetration cov- 
erage? If in any one or more of these 10 big-potential 
markets, localized sales problems are tripping you, do, 
this:—See how your advertisements in PICTORIAL 
REVIEW can build sales for you... now. 


Covering 
Nearly 
6,500,000 
Families With 
The Sunday 
Issues Of 


Pittsburgh Sun-Telegraph 
Detroit Times 
Chicago Herald-American 
Milwaukee Sentinel 
New York Journal-American 
Boston Advertiser 
\ a Los Angeles Examiner 

San Francisco Examiner 
Seattle Post-intelligencer 
Baltimore American 


A HEARST PUBLICATION 
Represented Nationally By Hearst Advertising Service 


You can completely cover 


the rich Akron, Ohio 
market with 


* One Schedule 


e One Low Cost 


| 
daily and Sunday newspaper 


Akron is the No. | choice of profit-minded advertisers 
seeking sales dominance in Northeastern Ohio. 


More 


than a HALF-MILLION trading area population and an 
effective buying income of over 800-MILLION DOL- 
LARS is yours through a consistent sales program 


in 


day Newspaper. 


“AKRON BEACON JOURNAL 


John S, Knight, Publisher . 


-.« Story, Brooks & Finley, Representatives 


the Beacon Journal — | 
Akron’s ONLY daily and Sun- 


2. CENTRAL CITIES 250,000—499,999 


RETAIL SALES—1949 


Final 


Estimates 


The “SM” symbols mark original, eatie 
sive estimates by SALES MANAGEMEN 


METROPOLITAN 
COUNTY AREA STATE % Rank 
Dollars In- in 
(in crease| vol- 
City and (County thousands)| over | ume 
1939 in 
group 
Akron (Summit) Ohio 382,675 192 18 
Atlanta Ga. 664,993, 226, 5 
Cobb Ga. 33,313) 427 
DeKalb Ga. 53,605) 346 | 
Fulton Ga. 578,075) 212 | 


©) $M, 1950 


FIVE STORE GROUPS 
(In thousands of dollars) 


| 


| % | Rank 


| % | Rank 


| % | Rank 


% | Rank % + Ranh 

Food | Inc. | in vol.) General | Inc. |in vol.) Drug | Inc. | in vol.| Furn.- | Inc. | in vol.| Auto- | Inc. | inv 
over| in Mdse. | over; in | over| in House- | over| in motive | over| it 

1939 | group 1939 | group | 1939 | group | Radio | 1939 group 1939 grous 

nen) eee 3 oe T | 

98,835] 189 | 14 | 63,391| 163 | 14 11,107| 143; 18 | 16,112 215 | 18 72,890| 321 1 


125,149) 243, 7 
8,250) 494 


160,614) 217; 2 
3,650) 621 | 


23,522, 163| 4 
1,219} 300 | .. 


30,333| 209 | 8 
1,607) 491 | 


| 
133,112} 420) 4 


| 7,536) 989 | 
18,851) 353 | .. 2,967) 669 | 6, 260) 495 | 2,159} 974 | 10,326} 437 
98,048! 217 | 153,997! 210 | .. | 16,043! 112 | __ 26,567) 184 | 115,250! 411). 


TO DOMINATE THE MARKET IN MERCER COUNTY, PA., USE THE DOMINANT PAPE 


The Sharon Herald 


CIRCULATION 
March 31, 1940 — 14,620 
Milline Rate @ 7c li. — $4.78 


March 31, 1950 — 20,499 
Milline Rate @ lle li. — $5.35 


Population increase—10.4% 
Family increase—17.4% 
Circulation increase—40.2% 
Milline Rate increase—12% 


An ABC PAPER 


The Sharon Ber ald 


READ THESE FIGURES 
FOR SHARON 
Time Deposits 

in three Sharon banks: 


December 31, 1944 ........... $17,687,940 
December 31, 1949 .......... 25,605,749 
Increase . ° $7,917,809 


For Mercer County 
1949 Est. Effective Income . .$138,905,000 


Per family ....... $ 4,600.00 
ROE Te, CE oo nivaviccw ion $ 88,837,000 
Per family ....... $ 2,941.00 


CONFIDENCE 


In 1945 The Sharon Herald ran 
6,569,528 lines of advertising 
In 1949 The Sharon Herald ran 
10,365,628 lines 


Increase—3,796,100 lines 


Reason 
City Zone (60,000) 100% coverage 
Trading Zone 111,530—70% coverage 


A COUNTY NEWSPAPER 


The Sharon Berald 
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Y THE FORT WORTH STAR-TELEGRAM 


"Texas Largest Newspaper’ 


FIRST NEWSPAPER IN TEXAS T0 PASS 


200,000 


in Sunday Circulation 


y 
combine 


“a 
L B: The Fort Worth Star-Telegram covers 


aeLEcnnt - March 1950 Publishers Statement figures proves 
out sit A The Fort Worth Star-Telegram Leads All Texas 
FOR 5 L Newspapers in Circulation 


get penetration, impact—quality coverage in the 


ss 8) A ’ Z wealthy West Texas, foremost market in rich Northwest area of Texas where bank de- 
ZY gundtt the nation’s No. 1 farm income state, posits in 1949 totaled $981,291,000 . . . a gain 
— ‘ 

sa. with sales impact in 100 important coun- of $97,034,000 over 1948 deposits. To reach this 


HOUSTON CHRONICLE, 


ties! Get more for your advertising dollar in the 


foremost market in the nation’s No. 1 farm in- 


==: 117,135 —= Fort Worth Star-Telegram .. . . offering the come state, tell your sales story in the Fort 
= daily "= largest circulation in Texas .... now more Worth Star-Telegram . . with circulation now 
P 7a = 192,489 fz = than 200,000, net paid daily and Sunday. over 200,000 net paid daily and Sunday... 
A | Coe —l Schedule the Fort Worth Star-Telegram, and largest circulation in the largest state! 
a post = 
= HOUSTON E> =~ CHECK THESE FIGURES IN THE TERRITORY SERVED BY LATEST NEWS COVERAGE 
= 165,753 == THE STAR-TELEGRAM | 
= daily = = . . e (Leased Wires) i 
atl =. I72 == Effective Buying Income ger 3.79%, of Texas $1,958,773,000.00 2 . 
=: 180, == Food Sales (1949)—25.1%/, of Texas................ § 340,192,000.00 AP—Associated Press (five wires) 
= tone Drug Sales (1949)—27.4%, of Texas... ...............$ 60,606,000.00 CDN—Chicago Daily News Service. 
— General Merchandise Sales (1949) — ow6<Chi Citta Wiis Oink : 
| a 28-19%, of Texas... cence... cue $ 243,553,000.00 ee Saree See eee 
ha Gross Farm Dollars (1949) —40-2°%, of Texas... $ 764,204,000.00 INS—International News Service ) 
| grou P daily Furniture—House—Radio (1949)— NYT—New York Times 4 


a regular Sunday Star-Telegram subscribers, 91,000 actual politics, publishing the news fairly and impartially at 
Ranch and Farm Subscribers. all times. 

1 Ae 

| The FORT WORTH 

; 

| STAR-TELEGRAM 

a AMON G CARIER y 
rage —— 5 | ae re _— 
rage ; 

Largest Circulation in Texes 
Without the use of sch , premiums, or contests. “Just a newspaper.” 


Sunday 


NOVEMBER 


= 177,352 


10, 


195¢ 


20.2%, of Texas................. 


urther reproduction not licensed. 


.$  58,472,000.00 


Above figures copyright 1950, Sales Management Survey of Buying Power. 


liance 


LARGEST DAILY AND SUNDAY CIRCULATION IN TEXAS 
The average A. B. C. net paid circulation for the month of March, 1950, 
was 227, 524 daily and 204,612 Sunday, the Star-Telegram being the first 
newspaper in Texas to pass‘200,000 Net Paid Sunday. 


STAR-TELEGRAM RANCH & FARM NEWS 
Ranch & Farm News is a monthly feature edited by 
our own Livestock and Agriculture editors. It is cir- 
culated the first Sunday of each month to over 200,000 


EDITORIAL DATA 


NANA—North American Newspaper 


The Star-Telegram is an independent Democratic news- 
paper, supporting what it believes to be right and 
opposing what it belives to be wrong, regardless of party 
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CHECKING MARKET POTENTIALS? 


Here are four basic tools provided by SALES MANAGE- 
MENT magazine to help sales and advertising executives 
keep abreast of the latest market by market trends. 


“SURVEY OF BUYING POWER” 


Published May 10th each year, this 600 page issue 
of SALES MANAGEMENT is the accepted source of 
new and exclusive figures on population, retail sales 
and buying income of cities, counties and metro- 
politan county areas throughout the nation, and it 
includes the latest data on industrial markets. 

(Extra copies $3.00 each. ) 


“HIGH SPOT CITIES" 


In every first-of-the-month issue of SM, this ex- 
clusive feature provides an advance forecast of 
retail sales in dollars for the month ahead, covering 
each of over 200 leading U. S. cities. Indices show 
the change in retail volume from the preceding year, 
the change from 1939, and how the annual local 


change compares to the national. 


Sales 


THE Te MARKETING 


NOVEMBER 10TH MARKET ISSUE 


This issue provides special market data each year 
for use in Fall sales planning, tailored to fit the 
current needs of SM subscribers. The 1950 number 
includes one section on “Metropolitan County 
Markets—1939-1949,” and another on “Experts 
Pick the Best Test Markets.” 


“FUTURE SALES RATINGS" 


A quarterly feature giving the consensus of opinion 
of 100 experts. on the sales outlook for 106 in- 
dustries, covering the quarter ahead and the entire 
year. Each industry is rated according to the ex- 
pected per cent of change in sales volume from 
the same periods of the previous year. In SM on the 
Ist of Jan., April. July and Oct. 


386 Fourth Ave., New York 16, N. Y. 


Chicago * Santa Barbara 


2. CENTRAL CITIES 250,000—499,999—(Continued) _ 


The “SM” symbols mark original, e0 
sive estimates by SALES MANAGEMEY 


RETAIL SALES—1949 
Estimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE | Y | Rank (In thousands of dollars) 
Dollars In- | in 
(in | crease) vol- | 
City and (County thousands)| over | ume | % | Rank %, | Rank | % | Rank %, | Rank | % | fe 
| 1939 | in Food | Inc. | in vol.| General | Inc. | invol.} Drug | Inc. | invol.| Furn.- | Inc. invol.) Auto- | Inc.| in 
group over| in Mdse. | over! in {over in House- | over| in motive | over, | 
| 1939 | group 1939 | group | 1939 | group | Radio | 1939 | group \1 is 
Birmingham (Jefferson)... .| Ala. 436,258, 252, 14 105,897, 311 | 13 72,507 298 «11 11,743, 190 17 24,846 217 13 85,786, 335 
Columbus Franklin)..... Ohio 615,100 198 10 111,180) 186 | 12 88,944 245 10 16,362) 146 «11 26,072, 210 | +12 91,987 269." 
Dallas (Dallas)... .. Texas 715,585, 280 4 130,997, 282, 5 151,320) 267 3 23,420 168 5 36,729 402 2 142,920) 369 ! 
Denver. Colo. 603,044) 208 8 119,413) 217 | 10 114,944, 157 | 7 26,816 165 3 28,915, 276 9 118,469 32! 
Adams Colo. 18 , 666 383 4,091) 284 | 717) 351 617) 418 $12) 720 3,014; 562 
Arapahoe Colo. 35,516) 353 12,120) 339 ee Uae 1,689; 376 1,238) 310 8,808, 601 
Denver.. Colo. 518,160) 191 94,738) 195 | 113,286) 156 23,049) 147 26,037) 261 98 643) 297 
Jefferson. Colo. 30,702| 389 8,464) 388 | 941 1,461 392 828) 1050 8 ,004| 680 
| 
Fort Worth (Tarrant)... Texas | 393,967) 2961 17 73,161) 321 | 18 | 102,393) 261 9 | 12,513) 17 16 | 16,325 334) 17 | ~ 71,019, 34 
© SM, 1950 
we SALES MANAGEMEN 
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WBAP a por Werth 


THE STAR-TELEGRAM STATION 


1950 — Population 
971,475 


1949—Retail Sales 
$1,109,552,000 


1940 — Population 
520,255 


1939 — Retail Sales 
$265,880,000 


(= [FREE & PETERS, INC. 


Exclusive National Representatives 


NOVEMBER 10, 1950 


FORT WORTH DALLAS 


AMON CARTER, President 
HAROLD HOUGH, Director 


and Dallas 


MARKET OF 
OPPORTUNITY 


ORT WORTH, home of WBAP, is second 

in the nation* in retail sales gains from 
1939-1949 with 296% increase in volume. In 
third place with 280% increase is Dallas, 
served by WBAP for over a quarter cen- 
tury. 


Combined, Fort Worth and Dallas ac- 
counted for $1,109,552,000* in retail sales 
for 1949. The 1950 census gives the two 
cities a combined population of 971,475. 

Retail sales ... population... Fort 


Worth-Dallas outstrips every metropolitan 
area in the South. 


Here in this golden market of opportunity 
we urge you to make your own comparison 
of coverage, Hooper and facilities. For 
more profitable delivery of the booming 
Fort Worth-Dallas area you can’t beat 
WBAP. 


Check the station direct or Free & Peters 
for details. 


*Cities of 250,000 to half million. 
Source: Nov. 10, 1950 “Sales Management” 


WBAP -AM-FM-TYV 


GEORGE CRANSTON, Manager 
ROY BACUS, Commercial Mgr. 


3900 BARNETT ST. FORT WORTH, TEXAS 
TELEPHONES: FORT WORTH LO.-1981 DALLAS TR-9757 
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Did you know this oll ily 
. (PORT. DICKINSON 


niles of Me Vis METROPOLITAN BINGHAMTON ies 


As established by U. S. Department of Commerce 


na 


Up-State Markets? x , 4 BINGHAMTON 3 


ce fh 
Ist. Buffalo EL : 
se 2a nO ; as gs ae ae 
2nd. Rochester eee ee eee 


3rd. Syracuse 


th. BINGHAMTON 194,439 population 


That is the number of people concentrated in the densely every Sunday. The best Sunday comics in N. Y. Sta 
populated Binghamton Metropolitan District (established 
by the U. S. Department of Commerce), 1950 U. S. Census. 


Test Market: For those who want to conduct th 


sales and advertising tests in normal rather than abnor 
It is the fourth largest concentration of urban population 


dominantly covered by one newspaper in Up-State New 
York. Only Buffalo, Rochester and Syracuse are larger. 


markets—Binghamton offers a Buying Power Index clog 
to the national average than any other city of similar si 
in the East. Its trade characteristics and distribution facility 


Throughout this entire area the Binghamton Press de- lend themselves to simplicity in setting up tests in new 
livers better than 80% family coverage every evening and all lines. 
BINGHAMTON PRESS 
DAILY One of 21 Gannett Newspapers. SUNDAY 
Represented by J. P. McKinney & Son. ° New York Chicago San Francis 
. The “SM” symbols mark original, some 
2. CENTRAL CITIES 250,000—499,999—(Continued) . sive estimates by SALES MANAGEM 
RETAIL SALES—1949 
Estimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE % \ Rank (In thousands of dollars) 
Dollars | In- | in 
(in crease) vol- | 
City and (County) thousands | over | ume | % | Rank % \ Rank | % | Ranki g” % \ Rank|? % Pan 
| 1939 | in Food Inc. | in vol.) General | Inc. | in vol.) Drug | Inc. | in vol.) Furn.- | Inc. | invol.| Auto- = Inc. inv 
group over| in Mdse. | over, in over, in House- over; in |_motive over © 
} 1939 | group 1939 group | 1939 | group} Radio | 1939 | group 1939 gos 
Indianapolis (Marion). . Ind. 617,958; 213 6 128 ,300| 237 6 106 , 485) 181, 8 28,518) 141 2 32,448 260 7 127,765 335. | 
| | 
Kansas City Mo.- 964,557) 225 1 178,274, 221; 1 221,505, 254 1 49,897, 162 1 44,395 225 1 168,867 356 
| Kans | | 
Clay Mo. 36,828) 251 | . 8,116) 322 | 967; 86) .. 2,134) 230 | 1,104| 428 10,189) 210 
Jackson Mo. 796,653} 229 134,315) 222 207 , 855} 254 ' 41,419} 157] .. 36,967| 233 | .. 129,456) 399 
Johnson. Kans. 23,958| 303 8,497] 428 |. 556| 595 |. 1,300] 480 |. 1,191} 537 4,543, 432 
Wyandotte... ...| Kans. 107,118) 184 | 27,346) 167 | 12,127 276 |. 5,044) 153 |... 5,133) 136 24,679) 256 
| | | | | 
Louisville. ... Ky. 521,160) 241 |; 9 123,270) 240 8 66,975) 234 | 13 22,671, 196 | 7 26,362 275 | 11 107,457, 415! 
Jefferson. . Ky. 461,772) 233 | 107 ,565| 230 63,460) 240 | .. 21,186] 192 | .. 23,716) 269 95,438) 404 | 
ee Ind. 24,745] 368 | 7,272) 396 | 1,425| 491 | 594] 236 | 784) 582 |. 5,355] 705 
Floyd. Ind. 34,643} 303 8,433) 288 2,090] 82 | 891| 293 | 1,862} 282 | .. 6,664! 430 
| | ’ 
Memphis (Shelby)... Tenn. 490,074, 249 | 12 90,066! 263 | #17 117,982 209 | 6 14,645) 136 | 12 22,130) 311 | 14 93,291| 400! 
| | 
Portiand..... Ore. 737,568) 225 3 164,640; 232 3 133 ,335| 171 5 17,088) 131 | 9 35,815, 354 4 144,480, 339 
Clackamas... Ore. 48,096) 286 | 12,576| 248 | 2,610) 426 1,536| 230 | .. 2,470| 624) .. 10,864) 402 | 
Multnomah... Ore. 595,104) 212 ; 125,856] 216 | .. 123 ,570| 163 ; 13,056) 106 | 5 29,545] 339 .. 113,904) 326) « 
Washington........ Ore. 38,400} 312] .. 10,944} 309 | 2,592) 348} .. 960| 330 | 1,045| 271 | .. 7,952| 543) 
Clark. ... Wash. 55,968} 286) .. 15,264 346 | 4,563) 291 | .. 1,536) 329 | 2,755) 411] .. 11,760, 325| - 
| | | | | 
Providence R. 1 610,324, 150 7 159 , 936 144 | 4 63,020} 102, 15 21,696, 122 8 32,680 181 | 6 99, 456, 282 | 
Bristol. . | RL. 16,005} 175 5,390) 161 552) 53] .. 576| 165 | .. 1,425) 465 2,576) 251 
Kent... R. 1. 51,507] 209 ; 14,896] 171 | .. 1,564) 120} .. 1,440) 174 2,660) 607 | .. 7,728, 320 
Providence...... [LRT | 542,812) 145 139,650] 141 | | 60,904; 102 | .. 19,680| 118 28,595| 160 as 89,152) 980 | 
© SM, 1950 
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: New product? New idea? New copy technique? 

inci“ New Service? Join the test-parade to Providence .. . 
eighth in the United States for cities of all sizes, and 

GENE fifth in the country for cities in its population class.* 


ee eS —— 


It's a BIG market in a small package .. . a city- 

state market that is compact, stable and isolated... 

—f where buying power is stabilized and business economy 
ic. is unaffected by nearby markets. 


5 | You furnish the ammunition and the combined } 
7 circulation of the Providence Journal-Bulletin will give 
: you shotgun coverage with rifle accuracy ... effectively 
a: and economically. Combined daily circulation, Provi- 
6 dence Journal-Bulletin, 185,908 and Providence Sunday i 


Journal, 173,084. 


*Copr. 1950 Sales Management 


@ PROVIDENCE JOURNAL- BULLETIN 


RXOVEMBER 10, 1950 


Bethlehem's population 
ing at a much faster rate than Pennsyl- 


vania’s . 


increase 


is grow- 


. also than neighboring cities! 


The facts you see in the listing all add up to 
good reasons for advertising in the Bethlehem 
Globe-Times—the only newspaper that covers 
Bethlehem- 


Rolland L. Adams, president 


THE BETHLEHEM GLOBE-TIMES 


Represented nationally by DeLisser, Ix 


2. CENTRAL CITIES 250,000—499,999—(Concluded) 


RETAIL SALES—1949 


Final 


Estimates 


© SM, 1950 
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And this market is doing fine! The Beth 
hem-Allentown-Easton market’s perce 
age of increase since the ’39 census j 
way above the Pennsylvania state ave 
age in total retail sales (1817). 


‘The “SM” symbols mark original, excl 


___ sive estimates by _SALES MANAGEMEN 


FIVE STORE GROUPS 
(In thousands of dollars) 


METROPOLITAN 
COUNTY AREA STATE | % | Rank 
Dollars In- in 
(in crease) vol- 
City and (County) thousands)! over | ume % | Rank 
1939 | in Food Inc. | in vol. 
group over; in 
| 1939 | group 
Rochester (Monroe). . a. ¥. 475,203, 149 13 115,934, 143 | 11 
San Antonio (Bexar). Texas 403,936, 266 16 91,000) 294 16 
San Diego (San Diego) Calif. 490,824 307 11 119,564 310; 9 
Seattle (King) Wash. 756,497, 217 2 168,674 237 2 
Toledo (Lucas) Ohio 418,582, 191 15 98,628) 189 15 
Total Group 2 ; ; 10,198,305 221 2,202,918 225 
3. CENTRAL CITIES 100,000—249,999 _ 
Albany-Schenectady-Troy N.Y. 581,194) 176 2 140,285) 172 | 3 
Albany N.Y, 299,346) 157 64,348) 152 | 
Rensselaer. . N.Y. 127,909) 194 | 35,617) 191 | 
Schenectady N. Y. 153,939) 204 | 40,320) 193 
] | | 
Allent Rothiah | 
Easton Pa. 401,871; 198 9 102,496) 180 | 9 
Lehigh Pa, 191,845} 200 | 40,869| 165 
Northampton Pa 165,597; 197 49,964) 206 | 
Warren... N.J 44,429] 190 11,663] 142 | 
Austin (Travis)... Texas | 146,5981 259 | 49 | 30,669| 253 | 50 


% | Rank 
General | Inc. | in vol. 
Mdse. | over in 
1939 | group 
67,252) 142 | 12 
62,328, 322 | 16 
50,508, 257| 18 
135,365, 209 4 
61,830 140 | 17 
1,840,668, 208 | 
88,956, 131 | 1 
63,978) 126 | 
8,802) 138 | 
16,176) 146 | 
> ou 
42,719, 167 | 12 
27,911) 213 | 
13,380) 101 
1,428) 242 | 
| 16,078) 233 | 81 


% | Rank 
Drug | Inc. | in vol. 
over, in 
1939 | group 
13,824) 125 | 13 
13,802! 214 14 
16,992) 262 | 10 
23,400 181 6 
13,066, 121 | 15 
361 ,082 1605. 
——— i: — 
11,328 105 | 15 
4,689) 76 | 
2,718) 128 | 
3,921) 135 | 
8,480) 126 | 25 
3,524) 96 | 
4,374| 124 | 
$63) ... | 
6,053) 164 | 39 


% \ Rank 
Furn.- | Inc. | in vol. 
House- | over; in 
Radio 1939 | group 
27,075, 242 | 10 
21,008 271 +16 
33,155) 390 5 
36,234 285 | 3 
21,948, 201 | 15 
512,582 266 ; 
y 
30,772) 236 | 2 
15,057| 194 | 
8,561) 279 | 
7,154) 306 | 
| 
| 
27,568, 256 | 6 
14,594) 287 | 
10,788) 211 | 
2,186) 335 
_|__ 7.700 27 | St 


Auto- 
motive 


89,204 
76 ,494 
96 ,609 
126 ,607 
88 ,479 
1,934,892 


99,503 
47,989 
24,418 
27 ,096 


73 ,000 
37,012 
26,457 


9,531 


30,526 


%, Ran 
Inc. | invé 
over | in 
1939 | grow 
244 1 
361 | 1 
454 
205 6 
3364 
34 
316? 
314 

329 

310 | 

309 | 
305 | + 
324} + 
289 

am 
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Beth The results which had been 
ore, announc d individually be 
rca fore, revealed that Bexar 
sus ¥ County increased 46.7 

> aVeh cent in population in the past 


Reprinted 
from 
1 BD October 
8, 1950 
"sa San 
Antonio 


Express 


—_ 


EMBER: METR 


resented Nati 
onally — “Ss 
OHN BUDD 
co. 


WASH 


completed 4 compendium © 
pulation, business and manufacturing censuses. 


in wholesale sales volume, 176 
r cent in receipts of selected 
service trad 
cent'in value .a 


1950 census of population, 
1948 tepsu 
the 1947 census of manufac- 
turers, all conducted by “the 
Census Bureau. 


Boundaries Same 
The boundaries of 


County and the boundaries of 
o metropolitan 
EMENT area are one and the same 


~ 


lation of the Sa 


ropolitan area—Bexar County 
—is 496,000, as compared with 
figure of 338, 


the 1940 final 


176. The provisional 1950 pop- 
plation of the central city 
of San Antonio is 406,811, an 
increase of 152,957—or ’ 
per cent—over the city’s 1940 


count. 


The 5,004 retail establish- 
ments enumerated jn Bexar 
County in the 1948 census of 
dollar vol- 
ume . sales aggregating _$388 

000. This compared 


business -repo 


ceding census of business. 
Wholesale sales volume by 
696 establishments in 
county totaled £485,800, 
1948 in comparison with a 
total of $124,700,000 in 1 
by 455 establishments. 
Service trades included in 
the 1948 census of business— 
business 
automotive repairs 


s, automotive TepAts 


personal services, 


services, 


O COMIC GROUP 


MCALLY ED 
yt ITED G 
sN RAVURE MA 
GAZINE GRO 
UP 


1950 


ON; »S.—it was hats off to boom- 
ing Bexar County here Sunday as the Census Bureau 
f data on the county from 


and_ services, and other re- 
pair services—reported re- 
ceipts of $25,100,000 in that 
year, against $9,100,000 in 1939. 
Hotels Gain 

Hotel receipts in Bexar 
County moved from $3,600,000 
jn 1939 to $11,100,000 in 1948. 
The county’s 87 amusement 
businesses recorded receipts 
of $5,300,000 in 1948, but there 
js no comparable 1939 figure 
available at the Census Bu- 
r 


paid employes for the work- 
week ended nearest Nov. 15, 


of 16,631 retail .employes in 
the corresponding week of 
1939. Wholesale trade estab- 
lishments . in the county re- 
ported a total of 9,503 full- and 


pared with 5,928 for the same 
week of 1939. For the selected 
serivce trades, paid employes 
numbered 5,485, in the week 
of Nov. 15, 1948, against 4,268 
jn the same trades in 1 39 
Comparable employment fig- 
ures for the hotels and amuse- 
ment businesses are not avail 


In the 1947 census of manu- 
facturers, 463 manufacturing 


added by manufacture in 1939. 
Production workers in the 
county’s manufacturing es- 
tablishments averaged 2, 
jn number jn 1947 and aver- 
aged 6,692 in 1939. Wages of 
production workers in 1 
in the county amo 
$21,922,000. compay 
wage figure for 1939 i 
recorded by the 
reau. 


aM 


and BEXAR COUNTY 


@ San Antonio POPULATION 
up 60.3% 


@ pe 
EXAR CO. Near 500,000 up 46% 
Dollar 


@ Retail Sales Volume 
up 252% 

@ Wholesale Sales 
- up 290% 


@ Increase in Value added 


By MFG. 210% 


Charlotte...a BILLION Dollar Market 
ONE OF THE MOST IMPORTANT. AN THE ENTIRE NATION 


A Market Where 
ONE 
Newspaper 


The Charlotte Observer 


Gives Complete 
Daily Coverage 


A Market Where Its 
Only Sunday 
Newspaper 


= The Charlotte Obseriy 


Gives Complete 
Sunday Coverage 


Average net paid daily 
circulation more than 


138,000 = 


You cannot afford to overlook 
this rich market of over a mil- 
lion population with one of 


Average net paid Sunday 
circulation more than 


= 145,000 


Charlotte buyers Read 
Local, Think Local and 
Buy Local. That is why 
Charlotte’s only Sunday 
Newspaper, The Char- 
lotte Observer enjoys 
complete coverage of 
this rich market ...., 
that is why your sales 
promotions must appear 
locally to achieve maxi- 
mum results. Get the 
most out of your adver- 


the highest effective family / 
buying incomes in the State of © 
North Carslina, But, remember, 
it’s the LOCAL touch thot 
counts and: it’s the LOCAL 
touch you must give your ad- 
vertising if you wish to in- 
luence CAROLINA BUYERS 


: tising dollars by concen- 
to select your products day Che Charlotte Observer trating your sales efforts 


ofter day. in The Charlotte Obser- 
emost. Newspaper he Tn ver. 
REPRESENTED NATIONALLY BY: STORY, BROOKS & FINLEY 
3. CENTRAL CITIES 100,000—249,999—{Continued) - sve ee las tee 


RETAIL SALES—1943 


BY M Estimates 


FIVE STORE GROUPS 


METROPOLITAN 


COUNTY AREA STATE Y%, | Rank (In thousands of dollars) 
Dollars In- in 
in crease, vol- 
City and ‘County thousands)| over | ume % \ Rank Y | Rank % | Rank % | Rank %, | Pas 
1939 | in Food | Inc. | in vol.) General | Inc. | invol.| Drug | Inc. | invol.| Furn.- | Inc.| invol.| Auto- | Inc. in¥ 
group over; in Mdse. | over| in | over! in House- | over; in motive | over 


1939 | group 1939 | group | 1939 | group| Radio | 1939 | group 1939 gue 


Baton Rouge (Hast Baton | 
Rouge La. 143,101, 308 50 27,772, 332 | 52 21,665 329 44 5,687) 224 44 8,842) 333, 49 29,601) 449) 4 


Bethlehem — See Allentown- 
Bethlehem-Easton 


Bridgeport-Stamford--Nor- 


walk, (Fairfield ). Conn. | 509,911) 171) 4 | 144,545) 183 1 37,248 107 | 18 | 16,018 142, 4 | 29,514 302, 4 | 988,366 269 | 
Canton (Stark)... Ohio 244,767, 182 | 30 61,193) 181 | 24 | 28,338) 161 | 34 6,189, 136 34 | 15,028 211 25 | 42,682 25 # 
Charlotte (Mecklenburg). ..| N.C. 184,830 262) 42 | 34,845) 286| 45 | 29,197, 220| 32 5.068 165 45 9,900 182, 43 | 35,695 34 & 
Chattanooga Tenn. 195,765, 206 | 41 45,021) 181 | 38 25,365 218 37 6,465 170 | 33 12,838, 235 | 33 | 37,665 30 # 

Hamilton Tenn. 180,000; 199 | 41,104) 182 es 23,655) 207 5,742| 164 ‘ 11,760) 218 33,976) 310 

Walker Ga. 15,765, 319) . 3,917) 165 | 1,710) 576 723) 232| .. 1,078} 729 | .. 3,689) 764 
Corpus Christi (Nueces)....| Texas | 411,703 279 | 51 31,108} 327 49 | 16,267 286 | 50 4,783 237 | 49 8,910 444 48 | 34,320 0 & 


Dayton... Ohio 424,935, 230 8 102,995) 234 8 64,341, 217 


| 3 15,652, 225| 5 19,577, 227| 15 73,528, 43! 
Greene Ohio 36,195 304 > 8,226) 237 + 2,421) 225 1,237; 303 , 1,442) 448 7,445 542 
Montgomery... | Ohio 388,740! 224 94,769) 234 61,920) 216 14,415) 220 18,135) 217 66,080) 328 _ 
© SM, 1950 
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ROCHESTER, N. Y. MARKET 


GAINS 


IN THE NUMBER OF BUYERS! 


FY r RY f) AY | 1950 Census Shows a Healthy Increase in our 
213,583 copies of these two great Rochester A-B-C Area Population 9. 23°. 
Newspapers are bought by the Gain 
#72|,210 families in the rich Trading . 
Area of Rochester. Population 1940—704810 1950—769712 
*Estimates of families from preliminary & ® = , 
ae Gomme Here's the Circulation Picture—1940 Census vs. 1950 Census 
Combined 1940 1950 
TEST MARKET Morning 171,100 213,583 24.323". 
@7)'s latest survey finds Rochester & Even Gain 42.483 aie 
first preferred test market among all voumy ain 42, 
cities over 250,000 population in P ee @ @ 
Mid-Atlantic states; second most Combined 1940 1950 29 m 
preferred in this area among cities of Sunday 206,428 267,560 ~Ol% 
al sizes. & Evening Gain 61,132 Gain 
Rochester is also, and has been for = = 
: : 1940 1950 
generations, the metropolitan center 4 a 
for 44 prosperous a cities and Sunday 107,009 158,439 296% 
towns within an 8 county area. Gain 51,430 Gain 
0 
O 
LAKE \ 


ROCHESTER TIMES-UNION DEMOCRAT & CHRONICLE 


: SLEANS C 7 E ry : 
s O R=| @ALBION RO = = 
| (PauFrALO. ™ teva Meas wiser | 
= \\ ano comrs wesr_)= =e. = © ( AND POINTS EAST | 
: _— =| yBATAVI = ; 
| SINE SEE *, CANANDAIGUA = 2 
i g i GENEVA = : 
: 3 2 ONTARIO }- 2 
2 = mi NG oO = 3 
: WY O M:|@WwARSAW 2 
‘ = o > PENN YAN ® = 
: = ° N YAT 
: = DANSVILLEG 2 | 
: a = STEUBEN : 
' ALLEGANY : = | 
te rn {ULV LUV OVOHOOAIAOOOAVUHOLLAOAAD ATA AVPAAAUNNVULOAOOULH AOLMY OLSON HSU HUW MA HLiULOULILO ALAR HALLO 


Two of 21 Gannett Newspapers 
Represented Nationally by J. P. McKinney & Son New York 
NOVEMBER 10, 


Chicago 


San Francisco 


1950 185 


Are you getting your share of the sales boom in the 
New South? Check your sales progress against 
these ten-year gains in the fastest growing section 
of the fast growing Southern States: 


Retail sales gains 1939-1949 


“a SA, 205%/, 
The South .... 248%, 
Alabama ... 263% 
MOBILE ... 308%, 


Note that MOBILE’S gains are a cool 103% 
greater than the national average. Among all Met- 
ropolitan County Areas with central city population 
of from 100,000 to 299,999, the MOBILE area 


The Mobile Bress Register 


MORNING EVENING SUNDAY 


Your sales are lagging 
if they haven’t quadrupled in 


MOBILE 


Alabama's 
Fastest Growing Major Market! 


ranks first in percentage of drug sales gain and au- 
tomotive sales gain, fourth in per cent of total retail 
sales increase. And among a// U. S. Metropolitan 
County Areas, MOBILE is third in per cent of 
drug sales gain, seventh in per cent of retail sales 
gain, eighth in automotive sales increase. 

This booming and busy Gulf Coast city is Ala- 
bama’s fastest growing major market with total 
1949 retail sales of $149,976,000. ‘To get your full 
share of these soaring sales, make sure your adver- 
tising plans include THE MOBILE PRESS 
REGISTER. 

The Mobile Press Register covers the rich South 
Alabama, North West Florida and South East 
Mississippi ‘Trade Area with its Net Paid Circula- 
tion Average September 30, 1950, Daily 98,690. 


MOBILE, 
ALABAMA 


National Representative: THE JOHN BUDD CO. 


Owners and Operators of Radio Station WABB AM-FM, ABC Network 


3. CENTRAL CITIES 100,000—249,999—{Continued) 


The “SM” symbols mark original, 
sive estimates by SALES MANAGEME! 


ie 


RETAIL SALES—1949 
SM Final 
Estimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE | % | Rank In thousands of dollars 
Dollars | In- in 
(in crease| vol- 
City and (County thousands); over ume % | Rank % | Rank | % | Rank % \ Rank G, | Fas 
1939 | in Food Inc. | in vol.) General inc. | invol.) Drug | Inc. | invol.) Furn.- | Inc. | in vol.) Auto- | Inc. in 
group over, in Mdse. | over, in over, in House- | over| in motive | over it 
1939 | group 1939 | group 1939 | group} Radio | 1939 | group | 1939 | grow 
Des Moines (Polk) lowa 256 ,646| 195 25 48,015 189 37 40,131 159 14 7,790, 100 29 13 ,630 160 | 29 59,685) 458 i 
Duluth-Superior Minn. 219,235; 127) 36 58,092, 128 29 27,180 156 35 5,760 81 43 10,488! 186 | 40 44,990 258 il 
St. Louis Minn. 182,712} 128 47,658) 128 22,950) 147 4,770) 86 9,108) 194 37 , 950! 274 
Douglas. Wise. 36,523) 125 10,434| 126 4,230) 215 990 58 1,380) 142 7,040) 193 
Easton —see Allentown- 
Bethlebem-Easton | 
EI Paso (EF Paso Texas 169,282; 298 45 35,672) 339 | 44 29,870, 286 6,510! 247 32 10,265, 301 | 41 35,092) 326) 4 
Erie (Erie)..... | Pa. 201,442; 226 39 51,840 237 35 23,850, 190 4,512, 192 50 11,904 263, +37 37,184 338 © 
Evansville (Vanderburgh)...| Ind. 152,796, 223 47 33,252; 240 47 19,502) 228 47 5,959 143 41 9,690 245 | 46 28,182, 303 4 
Fall River-New Bedford 
(Bristol ) . Mass. 300,295, 151 17 90,404 147, 11 23,760 125, 39 9,589, 127 20 18,972, 21217 40,208, 224 3% 
Fiint (Genessee).. Mich. 255,156) 199 27 62,109, 199 | 23 23,512, 154 42 9,785 152 19 12,257, 172 | 36 59,173, 357 8 
Fort Wayne (Allen).. Ind. 181,420, 197 43 39,285) 207 42 30,527, 166 428 5,915 148 42 9,752, 330 45 34,917, 301, & 
Grand Rapids (Kent) Mich. 292,053, 209 20 69,712| 230 18 39,386 183 16 13,132) 183 9 15,326 217 24 49,914) 209 
Hartford-New Britain. } 
( Hartford) . . Conn. 575,744 188 3 140,658 179 2 74,134 156 2 19,482, 162) 2 30,765, 220 3 99,796 363 
Holyoke—See Springfield- 
Holyoke _ 
© SM, 1950 
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357 


In Percentage Increase Of Sales 1939-49* 


Mi 


Among the 53 metropolitan 
areas in its own population 
group... Miami ranks 


ist in retail sales 

ist in drug sales 

Ist in furniture-household- 
radio sales 

3rd in automotive sales 

6th in general merchandise 

7th in food sales 


The “SM” symbols mark original, exclu- 


sive estimates by SALES MANAGEMENT __ 


METROPOLITAN 
COUNTY AREA 


City and ‘County 


Jacksonville (Duval 
Knoxville. .. 
Anderson... 
Blount. 
Knox 
Little Rock (Pulaski 
Miami (Dade 
Mobile (Mobile 
© $M, 1950 


STATE 


Fla. 

Tenn. 
Tenn. 
Tenn, 
Tenn. 


Ark. 


Fla. 


Ala. 


Q (Dade County) Ranks High 
Among The Top 20 Official 
Metropolitan Areas 


metropolitan areas with a 
rating of 4th in retail sales; 6th 
in furniture-household-radio 
sales; 7th in food store sales; 
10th in drug sales; 14th in 


! 


automotive sales. 


For a two-fisted selling 
job here, call on WIOD. For 
details, see our Rep, George 


P. Hollingbery Co. 


*SM Estimate 


RETAIL SALES—1949 
ei 
Estimates 
| FIVE STORE GROUPS 
| % | Rank (In thousands of dollars) 
Dollars | In- | in 
(in | crease! vol- | | | | | | 
thousands)| over | ume | % | Rank %, | Rank %, | Rank | % | Rank %, | Rank 
in Food — Inc. | in vol.) General | Inc. | in vol.) Drug | Inc. | in vol.) Furn.- | Inc. | invol.) Auto- | Inc. | in vol 
group over| in Mdse. | over! in | over; in House- | over| in motive | over! in 
| 1939 | group | 1939 | group 1939 | group} Radio | 1939 | group 939 | group 
280,245, 261 | 22 65,508 295 21 32,175) 256 | 27 10,918; 172 | 16 14,382 188 | 27 60,762) 330 | 17 
242,112} 268) 31 57,480 262 (31 37,793! 250 17 7,606) 196 | 28 16,236] 301 | 22 45,008 356 | 30 
28,809) 822 | 10,682) 996 2,226|1165 | 1,404) 767) .. 824| 1044 | 4,153|1491 , 
26,287; 314 | 7,272) 301 | 3,183) 205 879) 262 | 1,904) 386 | 5,707; 560 
187,016) 232 39,526) 202 32,384) 238 | 5,523| 147 13,508) 277 | 35,148] 202 
178,705, 252, 44 33, 150| 261 48 33,320) 251 | 25 6,120 164 | 36 8,383 222 | 50 42,120) 333 | 38 
| ; | | 
594,688 332 1 116,963, 347, 7 56,050, 214 | 6 29,205} 247, 1 36,652) 450 1 99,246) 436 3 
| | | | | 
149,876 308 48 38,192) 319 | 43 20,025 295| 46 | 7,968 303) 26 | 8,989! 274 | 47 27,604) 468 | 50 


ees 


This 


feature 
monthly retail sales for over 200 lead- 


gives 


a 


THE MAGAZINE 


. .. City by city and month by month 
in SALES MANAGEMENT Magazine’s 
“High Spot Cities,” published in every 
first-of-the-month issue. 


forecast 


of 


YOU CAN CHECK YOUR KEY MARKETS... 


ing U. S. cities. It shows how the sales 
level in each of these cities has changed 
since the previous year and how this 
change compares with the national 
trend. It’s a must for keeping abreast 
of today’s shifting picture in the na- 
tion’s markets. 


OF MARKETING 


386 Fourth Ave., New York 16 


NOVEMBER 


10, 


1950 
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TO SELL NEW YORK’S $3 BILLION MARKET 
SELL THE MAN WHO STOCKS THE SHELVES 


Sales Leaped 450 Per Cent 
When Gross Bros. Self- 
Service Market, Brooklyn, 
Moved Broadcast Hash from 
a Floor-Level Shelf to an Eye- 
Level Position. 


Consumer advertising maintains consumer accept- 
ance rather than creates consumer demand of 
competitively advertised brands. 


Retail Grocer 
Stocking and Displaying 


control the extent to which this brand acceptance 
operates. 


GROCER-GRAPHIC influences grocers to give your 
brand preferential treatment when you use action- 
suggesting copy in its advertising columns. 


Broadcast Brand used 26 consecutive half pages in 
GROCER-GRAPHIC in the past year to reach the 
top 15,000 grocers in the New York Food Market— 
largest concentration of food buying power in the 
world. 


%, RNs, - =r A 


Louis Gross Says: 


“In many years of experience in th 
grocery business, | find that prope 


display of well advertised merchar 


dise where customers can see {t, w 


increase sales and gives a mut’ 


faster turnover anda quicker profit. 


Gross Bros. proved it with a controll 


two-week's test in which Broadcast 


Hash sales jumped 450 per cer 


when that brand was moved fro 


floor-level to eye-level. 


GROCER-GRAPHIC 


WESTERN OFFICE: 
333 No. Michigan Ave. 
Chicago, Ill. 


BILL BROTHERS Publications: + + + 
PREMIUM PRACTICE & BUSINESS PROMOTION 


In Merchandising, 
RUG PROFITS . TIRES SERVICE STATION 


FOUNTAIN SERVICE e 
YANKEE FOOD MERCHANT 


The Newspaper of the NEW YORK Food Market 
386 Fourth Avenue, New York 16, N. Y. 
NEW ENGLAND OFFICE: 


376 Boylston St. 
Boston 16, Mass. 


PACIFIC COAST: 
Richard Railton Co. 
Monadnock Bidg. 
San Francisco, Cal. 
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TFountain 
SiFood Sales 
wRun Up Into 


Big Busine 


Average daily services have in- 


/) 
[’ 
Q>- re 
& 
fq," 


creased 48 per cent in the foun- 
Pain during the last 10 years and 
food has been a big factor in 


that increase. 


Food Facts 
in the Fountain 


* Over 67 per cent of the more than 100,000 fountains in the 
United States serve food. 


i a Ss” a wis | 
FOUNTAIN soeze | 


f W 
mucha’ Over 50 per cent of the customers in today’s fountains go there RVICE a. we | 
i to eat, a " Glaming i 
onl. & nill Hot hudge | aaah ’ I 
'* Three meals a day are served in a majority of fountains— ie ioe | So) ' 
role breakfast, lunch and dinner. : a. a | . 


cast * FOUNTAIN SERVICE is the only publication that covers all 
types of fountain outlets—30,000 of the top operations in 
independent and chain drug, variety, luncheonette, confection- 
fone ety, ete. 


* Specify FOUNTAIN SERVICE in your advertising plan— 
this market pays dividends. 


Send for "Do You Want More Business?" 
A survey of Food Sales in the Fountain 


FOUNTAIN SERVICE 


386 Fourth Avenue, New York 16, N. Y. 


ere Office New England Office Pacific Coast 
Ch; No. Michigan Ave. 376 Boylston St. Richard Railton Co. 
cago |, Il, Boston 16, Mass. Monadnock Building 


~ .~5,7 FAS oD os 
* 


mnestneene et 


~a 


PUBLICATION 


San Francisco 5, Cal. 
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ARE BIGGER, TOO 


when WTAR and WTAR-TV sell the 


Growing Norfolk Metropolitan Market for you! 


Sales Management says that the Norfolk 


Metropolitan Market has grown plenty 
since 1939—All Retail Sales up 298%, 
Food Sales up 309%, General Merchan- 
dise up 197%, Furniture and Household 


Goods up 286%.. 


Automotive Sales up 575%. 


Yes, the Norfolk Metropolitan Market — Norfolk, Portsmouth, Newport News, Virginia — has grown 
bigger and better...and keeps growing. And, WTAR and WTAR-TV can sell your products in this big, 
eager and able-to-buy market effectively and profitably. 


So, get your share of sales increases... Ask your Petry man for WTAR-AM and TV availabilities or 


write today. 


Norfolk, Virginia 


3. CENTRAL CITIES 100,000—249,999—{Contin 


METROPOLITAN 
COUNTY AREA 


City and (County) 


Montgomery (Montgomery) 
Nashville (Davidson). . . . 


New Britain—See Hartford 


New Britain 


New Haven-Waterbury 
(New Haven ) 


Norfolk-Portsmouth 


Portsmouth). 
Princess Anne... .. 
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Norfolk (includes Cities of 
Norfolk, SouthNorfolk, 


STATE 


Ala. 


Tenn. 


Conn. 


Va. 


Va. 
Va. 


.and to top them all, 


AM-NBC Affiliate — 5000 Watts Day and Night 


TV-Interconnected — NBC, CBS, ABC, and DuMont Networks 


Nationally represented by EDWARD PETRY & CO., INC. 


RETAIL SALES—1949 


Estimates 


a, 


0 my, 


sa 


The “SM” symbols mark original, aoe: 
sive estimates by SALES MANAGEMEY 


| % | Rank 

Dollars | In- in 
(in | crease] vol- 
thousands); over | ume 
1939 | in 

group 


| 


dee el 
105,730} 230| 653 
267,872) 256 | 21 


| 
} | 


330,169) 292 
19,190} 429 | 


FIVE STORE GROUPS 
(In thousands of dollars) 


—— 


Rank 


% 
Food | Inc. 


over; in 


1939 | group 
—- 264 | 53 


60,667, 203 | 26 
— 
| 
| 
| 
| 


124 ,267| 135 5 


88,672) 309 | 12 


82,208] 304 | 
6,464| 381 | 


in vol. 


32,674, 77 | 26 


| Rank | % | Rank 


in vol.| Drug | Inc. | in vol. 


in over | in 


52 2,945, 190 | 53 


13 | 8,920) 115 | 2 
| | | 


16,065 102, 3 


29 12,900) wn 12 


12,200) ... 


960| 979 + 700) 367 


group | 1939 | group} Radio | 1939 | group 


SALES MANAGEMEN 


’ l 
| 2 | 

Auto- | Inc. | inw 
motive |= n 
| 1939 | gow 


— 


19,998) 304) & 


62,557) 308 | 


76,163 as| § 


70,920... | 


68,880 ~T « 
2,040| ..- 13 


zl CITY ZONE : 
7 POPULATION 
i IS NOW ‘ 


ABC City Zone population as 


EB AN ALL-TIME HIGH OF tot, ete! out report. 
. = : 5 A L E S Pp O T E iN TI A L oe BSS SR a 


a GET ALL THE FACTS FROM THE BUDD MAN 


NORFOLK LEDGER-DISPATCH 3 


AND 


i) NORFOLK VIRGINIAN-PILOT 


REPRESENTED BY THE JOHN BUDD COMPANY 
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3. 


Again PEORIA is... 
TEST MARKETS 


Qualified experts in 150 major advertising agencies 
have picked the best test markets in the United States. 
Their selections are published in this issue of SALES 
MANAGEMENT. 


PEORIA IS FIRST nationally in the population 
group 75,000 to 150,000... is also FIRST in the same 
population group in the Middle West by more than 
twice aS many votes as the city receiving second place! 


CENTRAL CITIES 100,000—249,999—(Continued) 


RETAIL SALES—1949 


WM BD woes 


CBS Affiliate # 5000 Watts 
Free & Peters, Inc., Nat'l. Reps. 


s¢ In 


PEORIA IS A LEADER among the “most-recom- 
mended” test cities. This popular test market shares 
fourth place with a much larger city in a field of 42 
“most-recommended” cities, picked without regard to 
population. 


RADIO IS POPULAR in Peoria! Note Table 1, 
Most Recent Test Cities, and Media Used—only New 
York City has more radio test campaigns in those 
“most recent” than Peoria! Remember, too, that 
WMBD delivers more Peoriarea listeners than the 
next two Peoria radio stations combined. ASK FREE 


AND PETERS. 


The “SM” symbols mark original, 
sive estimates by SALES MANAGE 


Final 
Estimates 


FIVE STORE GROUPS 
(In thousands of dollars 


METROPOLITAN 
COUNTY AREA STATE Y | Rank 
Dollars In- | in 
in crease) vol- 
City and ‘County thousands); over | ume % | Rank 
1939 | in Food Inc. | in vol. 
| group over; in 
1939 | group 
Norwalk —See Bridgeport- 
Stamford-N orwalk 
Oklahoma City (Oklahoma).}] Okla. 314,325, 220 16 59,100 268 28 
Omaha Nebr. 376,101; 192 12 76,626 153 15 
Douglas Nebr. 312,145) 188 61,776) 144 
Sarpy Nebr. 4,653; 241 1,287) 355 
Pottawatamie lowa 59,103) 212 13,563) 189 
Peoria it. 239,580, 199 33 52,767 180 33 
Peoria Ill. 188,892) 182 39,006) 164 
Tazewe!l Ill 50,688! 287 13,761) 241 
Phoenix (Maricopa Ariz. 297,984 347 18 66,300 412 20 
Portsmouth—See Norfolk- 
Portsmouth 
Reading (Berks Pa. 240,344 193 32 59,637, 171 27 
Richmond Va. 327,375 184 15 69 ,874| 177 17 
Chesterfield Va, 8,924) 203 3,332! 201 
Henrico (includes City of 
Richmond) Va. 318,451 184 66,542) 176 
Rome— See Utica-Rome 
Sacramento (Sacramento) Calif. 297,782 225 19 70,498 247 16 
©SM, 1950 
192 


Y% | Rank % | Rank % | Rank | 
General | Inc. | in vol.) Drug | Inc. | invol.) Furn.- | Inc. | invol.| Auto- | Inc. \i 
Mdse. over; in over; in | House- | over; in motive | ove 
1939 | group 1939 | group Radio | 1939 group | 1939 
| | 
48,165 246 8 12,969, 129 11 18,527, 265 18 78 ,897, 338 
44,556) 158 10 13,034 129 10 22,795 269 8 83,308) 380 
41,454! 168 11,172] 139 20,273) 257 73,278) 405 
3,102} 76 1,862) 108 2,522) 393 10,030) 296 
35,712 164 21 6,014) 114 40 13,248 197 30 44,544 24 8 
33,015) 161 5,238) 126 11,712) 195 33,872! 243 
2,697) 214 776, 58 1,536) 218 10,672) 5B 
36,135 309 20 11,685, 258 14 18,304 537 20 48,682 42 § 
23,661 183 | 40 4,998, 123 | 48 15,686 229 | 23 44,530) 257 
62,625 211, 4 12,288, 138 13 20,340 246 13 49,520 228 
368 332, 5433 928| 15h 
62,257, 210 12,288) 138 20,008) 241 48,592| 208 
| | | : 
33,820 189| 23 | 10,593, 152| 17 | 22,246, 306 9 | 56,406) 1) 
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NOve 


THE Gunday 


OKLAHOMAN 


or] 


i 
4 


+e 


. Ord Bh KS ab ur Ay 
ie “ . As ty eee 4 $%, y . A 
teeta ad * Litas = et che SAEs Ford 3 ae 
poieacwthe : eB AS Sd ae rk, A we ee } 
ba . PyS hes e 
s Fels es BD . 


OUT OF S) FAMILIES 
éc URBAN OKLAHOMA 


* according to the 1948 Census of Business, retail 
sales in Oklahoma cities and towns over 2,500 
totaled nearly one and a third billion dollars. 
That’s 80.3% of the state’s total! 


Suggest 
SUNDAY CIRCULATION 
of any newspaper in the 


regardless of city size 


omer, CHE DAILY OKLAHOMAN 
ozecncr QKLAHOMA CITY TIMES 


The Oklahoma Publishing Company: The Farmer-Stockman. WKY-AM-TV, Oklahoma City 


NOVEMBER 10. 1950 


AS SOUTH BEND GOES, 
GOES THE NATION 


Population in South Bend’s metropolitan area (St. Joseph county) 
increased 26% since 1940. South Bend itself gained 14%. This is typi- 
cal of the country as a whole, according to a statement issued by the 
Bureau of the Census, which says: “Most big cities grew a little within 
their incorporated borders, but the greatest degree of growth was in 
the suburban areas.” Clearly, “Test Town, U.S.A.” is typical of the 
nation. Clearly, it’s the market for tests you can trust. | 
' 


Che All | 
Soulh Qend ee 
Oi 


STORY, BROOKS & FINLEY, INC. * NATIONAL REPRESENTATIVES 


3. CENTRAL CITIES 100,000—249,999—{Continued) _SaLceha ea 


— ——e s 
RETAIL SALES—1949 ; 
cM oa ‘ 
Estimates : 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE Y | Rank (In thousands of dollars 
Dollars In- in 
(in crease, vol- | 
City and (County) thousands)| over | ume % Rank % \ Rank % Rank % | Rank | % | Ral . 
1939 in Food Inc. | in vol.| General | Inc. | invol.| Drug Inc. invol.| Furn.- | Inc. |invol.| Auto- | Inc. |in 
group over, in Midse. | over| in over in House- | over! in motive | over 
1939 | group 1939 | group 1939 group| Radio | 1939 group 1939 re 
St.Petersburg—SeeTampa- | 
St. Petersburg 
Salt Lake City (Salt Lake)..}| Utah 269,468, 210 24 56,459 226 32 48,000 201 9 9,090 159 21 18,414) 241 | 19 46 ,440| 307 4 ( 
| 
| } 
Savannah (Chatham)... . Ga. 114,952, 216 652 28,704 197 51 13,509, 235 53 3,639, 213 52 7,022 194) 62 20,566 273 @ 
| 
| 
Schenectady—See Albany- 
Schenectady-Troy | 
Scranton (Lackawanna)... .| Pa. 199,924, 142, 40 57,915 126 30 23,158 139 | 43 4,511, 91 51 12,576, 233 | 34 25,623, 188 # 
Shreveport (Caddo)........} La. 186,609, 218 | 46 34,551 253 46 18,786 192 | 48 6,072 96! 38 ‘. 222) 44 45,279) 365 4 
South Bend (St. Joseph). . .| Ind. 212,663, 254 37 44,946 237 39 29,295 245 31 6,150, 180 35 12,962) 318 | 31 42,822) 384 . 
| | i 
Spokane (Spok ane). ..| Wash. 219,186 207 36 43,900 202 40 35,247, 180 | 22 6,790; 169 31 ‘iad 256 | 42 47,096 ust 
Springfield-Holyoke . .| Mass. 387,280 140, 11 101,856 133 10 36,810; 103 19 13,160 130 8 21,297, 196; 11 62,263, 207 4 
Hampden. . Mass. 331,632) 143 87,648) 139 33,570) 102 11,280 130 : 19,623) 199 a 53,336) 215 
Hampshire .| Mass. 55,648) 128 14,208) 105 3,240) 111 1,880) 131 , 1,674) 166 | .. 8,927| 160 
Stamford—See Bridgeport- | 
Stamford-N orwalk | 
| 
Superior—See Duluth- | | 
—Superion | 
© SM, 1950 
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SAVANNAH 


Second Largest Market in Georgia 


1950 CENSUS, POPULATION, 119,689 


With a new population figure of 119,689... coverage of Georgia’s Southeast Metropolitan 


23,693 above the 1940 census . . . Savannah is Market! Milline rates of $3.20 and $2.98 . . . 23e 

growing and spending! The Savannah Morning per line flat . . . with effective Merchandising 

News and Savannah Evening Press, with the Cooperation. 

greatest distribution of circulation in Southern 

Georgia and Southeastern South Carolina, afford It has been for many years, the policy of the 

you the opportunity to get in on the ground Savannah Morning News and Savannah Eve- 

floor of one of the fastest growing sections of the ning Press to allow a commission to recognized 

rapidly expanding South. advertising agencies only, never to advertisers 


placing business direct. 
With $132,690,000 Retail Sales (Sales Manage- 
ment 1950), Savannah easily tops all cities in Get on the Sales Bandwagon now through the 
Georgia except metropolitan Atlanta. It has an 7 


“signe payroll to 60,000 wage earners of $80,- Sabannah Morning News 
SAVANNAH EVENING PRESS 


With the second largest ABC circulation in the 
, : SPECIAL REPRESENTATIVE 
state... 70,697 .. . the Savannah Morning News WARD-GRIFFITH COMPANY 
and Savannah Evening Press reach every home | 
? NEW YORK, CHICAGO, DETROIT, BOSTON 


in the area almost 100 percent . . . complete ATLANTA, SAN FRANCISCO 


en { 


. || Listeners? — Yes-WE HAVE THEM! 
U. P. FOREIGN NEWS MAPS OFFERED FOR 
“| TWO DAYS OVER 14 KTUL NEWSCASTS... 


| RESULT: 7,159 CARDS and LETTERS with 
“| REQUESTS in THREE DAYS! | 


" Only CBS Station 


TULSA’S EXCLUSIVE RADIO CENTER 
Serving Eastern Oklahoma's AVERY-KNODEL, | INC | 
Billion Dollar Market Radio eeatton papresentatives 

f JOHN ESAU, Vice Pres. G Gen. Mgr 
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ewes EMBER 10, 1950 195 
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The Only Complete Broadcast Institution in Central New York 


y reug Measurement You Waut to Axe... 
SYRACUSE is a PROFITABLE MARKET 


For Example, 1949 retail sales were $3:34.272.000 — 
an increase of 174% over 1939. 


and SYRACUSE PROSPECTS are Easily Reached 


WSYRK’s record of Tip-Top Programs plus Unrivaled 
Promotion gives you a clear track to Central New York 
prospects. 


AM e FM e TV 


NBC Affiliate e Headley-Reed, National Representatives 


3. CENTRAL CITIES 100,000—249,999—(Continued) 


RETAIL SALES—1949 


Final 
Estimates 


The “SM” symbols mark original, et 
sive estimates by SALES MANAGEME 


METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE % | Rank (In thousands of dollars) 
Dollars In- in 
(in | crease| vol- | | | | l | 
City and (County) thousands)| over | ume % \ Rank %, \ Rank %, | Rank %, | Rank % | Rat 
| 1939 | in Food Inc. | in vol.| General | Inc. Jin vol.| Drug | Inc. | in vol.| Furn.- | Inc. | in vol.| Auto- Ine. | in 
| | group over, in Mise. | over} in over| in House- | over| in motive | over) it 
| 1939 | group | 1939 | group 1939 | group | Radio | 1939) group | 1939 gam 
. -| — ml — 
Syracuse (Onondaga) N.Y 334,272, 174 | 14 86,233) 181 13 43,920 171 1 8,554) 121 24 ee 237 | 26 55 ,370) = t 
| | | } 
Tacoma (Pierce)... Wash. 210,975, 213 | 38 51,842 216 | 34 23,608 147 | 41 6,080, 193 | 37 10,904; 375 | 39 44,346 361 | 3 
| 
Tampa-St. Petersburg. . Fla. 388,196, 296 10 78,750; 301 14 61 812 448 5 13,650, 111 | 7 21,008 318 | 12 67,625 338 | 
Hillsborough. . Fla. 225,128} 299 50,610) 348 30,498) 318 8,190} 233 | 12,376| 286 42,625) 352 | 
| Fla. 163,068) 219 28,140) 237 31,314) 688 5,460} 36 | 8,632) 375 25,000) 316 | 
| | || | | 
Trenton (Mercer)... N. J 255,842} 204) 26 60,792, 162 | 25 — 135 | 36 5,477, 102 | 47 11,615, 222 | 38 42,822) 289 # 
} | | | | 
Troy—See Albany-Sche- 
nectady-Troy 
Tulsa (Tulsa). . Okla 246,381) 232 50,470! 260 | 36 ail 222 | 24 8,755) 121 | 23 14,155, 285 | 28 61,298) 349 | 
| | |_| | 
Utica-Rome...... N.Y 254,632; 181 28 68,438, 179 | 19 20,906, 132 | 45 5,607) 160 | 46 12,950 249 | 32 39,718) 24 | 4 
Herkimer... N.Y 50,688} 165 14,879) 190 3,515| 97 1,077) 131 2,774) 352 | 8,514) 228 
Picavccenkes N. Y 203,944; 185 53,559) 176 17,391} 140 4,530) 168 10,176) 228 | 31, 204| 276 
| | 
Waterbury—See New | 
Haven-Waterbury | | 
| | | | 
Wichita (Sedgwick) Kans. | 223,742) 289| 34 | 42,812 275 | 41 28,435 258 | 33 7,915, 207 | 27 “i 374| 35 | 52,084) 44 ® 
| 1 
Wilmington.......... Del. 278,861; 203 23 63,933; 166 | 22 17,070; 126 | 49 7,418, 158 | 30 19,279) 343 | 16 51, 126) | 5 
New Castle... .. Del. 239,370) 206 53,025) 159 15,841) 126 6,517) 163 | 16,834} 331 44,043} 311 
ESE N. J. 39,491; 184 10,908) 205 1,229) 136 901; 129 2,445| 448 — 191 
| 
Worcester (Worcester) Mass. 470,254 163' 6 135,217' 136 4 39,432) 96] 15 13,774 131! 6 23,621| 211 | 7 70,762 243 f 
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Things Are Happening 


in Delaware! 


Oates, 
oe Es 


* Expanding Industries. Typical—DuPont’s new $30,000,000 
experimental station (Wilmington, Del.), largest of its kind 


in world. Total industrial construction—Wilmington and New WEALTHY DELAWARE MARKET 
Castle County alone—$57,000,000! 
OFFERS YOU GREATEST SALES 
PROSPECTS IN THE EAST! 


Industrialists, retailers and advertisers alike 

— : are investing millions of dollars in the 

Femieiensd Gil Gach. Wiens «cle tebe Delaware and Eastern Shore of Maryland 

Wonamaker Dept. Store, Wilmington. Also new Sears and Market. A market that’s going places— 

Roebuck Giant Retail Center. Will attract thousands of po- growing by leaps and bounds. Evidencing 

tential customers to this flourishing area of Delaware and its phenomenal growth and future potential 

Southern New Jersey. are... expanding industries, unprecedented 

retail growth, greatly widened transporta- 

tion facilities, extensive new housing devel- 
opments. 


Sales Management's 1950 Survey of Buying Power 
puts Wilmington, Delaware, first in income per family 
among U. S. Metropolitan Centers of 100,000 or more 
* Greatly Widened Transportation Facilities. New Delaware population. 
River Bridge—to be completed, 1951. Links Delaware and 


Southern Jersey. Bridge plus current highway construction 
totals $58,000,000! 


The NEWS-JOURNAL PAPERS 
Delaware’'s ONLY Dailies! 


At the top of their circulation history NOW 
fast 


; and GROWING 
2 right along with the thriving Delaware Market. 
ews-Journal Papers give you 100% coverage (ABC) of the 
ict dies aches Bicianiai, tanhiiwdiliin Wilmington metropolitan area—nearly 90% covera 

suburban apartments. Over 2,000 units in all, nearly com- reigned tedpcan wn © Seer AES con 
plete. Will help accommodate tremendous influx of fam- do an adequate job of coverin pata 
ilies here. Total investment by private enterprisers in hous- presen: 
ing construction—$4 1,000,000. 


The NEWS-JOURNAL PAPERS... . Delaware's Only | Dailies 


Represented Nationally By... Story, Brooks & Finley, Inc. ek ase 
New York © Chieeye © Philodelphie ©. (Les Angeles” ©, Bonen 09030 72% 


+ ih 
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ging Up 


—and you'll see why this compact 


metropolitan market is a ‘‘must’’ to 
those who sell in the Puget Sound 
country of growing Washington State. 


In the rich Tacoma market, the News 
_ Tribune's 70,500 daily metropolitan 
circulation overshadows all over dail- 
““Outside’’ papers just don’t do 
the Tacoma job . . . deliver less than 


ies. 


half the recognized bare minimum 


coverage! 


MA 


News Tribune 


80,141 Circulation, A.B.C. 


And 


AQ 


YY 


Represented Nationally by 


The Sawyer-Ferguson-Walker Co. 


METROPOLITAN 


3. CENTRAL CITIES 100,000—249,999—(Concluded) 


RETAIL SALES—1949 


Final 


Estimates 


The “SM” symbols mark original, exde 
_sive estimates by SALES MANAGEME! 


FIVE STORE GROUPS 


COUNTY AREA STATE %, Rank (In thousands of dollars) 
Dollars In- in 
in crease’ vol- | | 
City and (County thousands)! over | ume % | Rank %, | Rank % | Rank % | Rank %, | Pash 
1939 | in Food — Inc. | in vol.| General | Inc. | in vol, Drug | Inc.| invol.| Furn.- | Inc.| invol.| Auto- | Inc. | inw 
group over; in Mdse. over; in over| in House- | over; in motive | over) if 
1939 | group 1939 | group 1939 | group | Radio | 1939 | group | 1939 | grow 
Youngstown Ohio 445,741 176 7 118,931 185 6 54,344) 146 7 10,405, 130 18 22,050' 253 «+10 82,264 239| & 
Mahoning Ohio 239,046 161 63,147) 185 34,830 138 5,508) 127 11,,160| 224 43,844, 204 
Trumbul! Ohio 111,367| 192 32,019) 186 9,974) 158 2,594) 126 5,031| 257 20,227) 300 
Mercer. Pa. 95,328} 202 23,765) 182 9,540) 166 2,303! 143 5,859) 323 18,193) 282 
Total—Group 3 15,031,235 207 3,537,594 201 1,838,733) 188 486,230 162 857 ,023| 264 2,801,793) 318 
4. CENTRAL CITIES 50,000—99,999 — 
| | | | | 
Albuquerque (Berualillo)....| N. M. 134,700 432 26 28,648 455 | 32 12,971| 306 | 47 4,963 326 15 — 636 17 25 , 283 504 | a 
Altoona (Blair Pa. 108,567, 151 46 33,481 144-26 13,705 105 | 42 2,231, 70 8, 208) 204 24 16 ,438 204 6 
Amarillo. Texas 121,365 330) 35 20,541, 272 51 8,598; 193 68 4,331, 141 ca 460 29 28 , 120) 554 | 2 
Potter. Texas 113,751) 326 19,186) 281 8,598) 202 4,331) 153 7,217) 478 | 28,120) 582 
Randal! Texas 7,614) 409 | RR) -SRAKFEPY Bee Fee, Seen CE Bera one 
Asheville (Buncombe N.C 89,006 197 61 18,892, 172 61 15,312| 214 32 3,376 143 47 4,016 213 s«#59 16,215 278 & 
Ashland—See Huntington- 
Ashland | } 
Atlantic City (Atlantic).....| N. J 173,627 188! 16 43,456 158 | 18 9,982 711 63 5,698, 110 12 8,413 378 | 23 | 19,184 396 
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314 out of 321 
New England Grocers 


Said Yes!" 


when we recently asked them if YANKEE FOOD MERCHANT 


was useful in the management of their stores 


These are the first results of a continuing reader interest study 

started by YANKEE FOOD MERCHANT upon the comple- 

tion of its first year of affiliation with GROCER-GRAPHIC of 
New York. 


YANKEE 
FOOD MERCHANT 


The Newspaper of the New England Food Market 


reports the New England Grocer’s LOCAL NEWS in a form he finds vital to help him 
solve the daily management problems that arise in his locality and the 


~New England Grocers Like It 


14,000 grocery stores, both chain and indepen dent, receive each issue. These are the leading 


aree volume stores doing 92 percent of the retail grocery volume of the six New England 
tates, 


Member of the Controlled Circulation Audit 


YANKEE FOOD MERCHANT 


376 Boylston St., Boston 16, Mass. 


NEW YORK CHICAGO PACIFIC COAST 
Pm 386 Fourth Ave. 333 No. Michigan Ave. Richard Railton Co. 
BROTHERS New York 16, N. Y. Chicago, Ill. Monadnock Buildin 


PUBLICATION San Francisco, Calif. 


abt BROTHERS Publications: ++ ¢ + + In Marketing, SALES MANAGEMENT 
REMIUM PRACTICE & BUSINESS PROMOTION In Merchandising, FOUNTAIN SERVICE © GROCER-GRAPHIC 
RUG PROFITS © TIRES SERVICE STATION © YANKEE FOOD MERCHANT In Industry, INDIA RUBBER WORLD 
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0 MARKET SELECTORS | 


METROPOLITAN POPULATION 


162,000 


Augusta is GEORGIA’S THIRD MARKET. 
Metropolitan Area includes Richmond (Ga.) and 
Aiken (S°C.) counties with BONUS MARKET of 
over 30,000 troops located at Camp Gordon in 


Augusta, 

Augusta's four network affiliated radio sta- CH 
tions and two daily newspapers offer you complete cer 
saturation of this rich market. Investigate today. co 

Ch 
co 
CH 


Hugnita Aas the Market and the Media 


4. CENTRAL CITIES 50,000—99,999—(Continued) _ Ts Shasta es aint 


RETAIL SALES—1949 


SM Final 


Estimates 


METROPOLITAN 
COUNTY AREA 


City and (County) 


Augusta 
Richmond 
Aiken 


Bay City (Bay) 


Beaumont-Port Arthur 
(Jefferson). . 


Binghamton (Broome)... 


Brockton (Plymouth) 
Cedar Rapids (Linn) 
Charleston (Charleston) 
Charleston 

Fayette 


Kanawha. 


Columbia (Richland) 


Dollars | 
(in 
thousands) 


| 

| 
107,130 
89,654 

17,476 


86 ,314) 


194,166 
186 ,613 
160, 788 
113,378) 
114,242) 
243, 100) 


51,144) 
191,956 


117,909 


% 
In- 
crease 
over 
1939 


vol- 
ume 
| in 
group 


2 


FIVE STORE GROUPS 
(In thousands of dollars) 


% \ Rank 
Inc. | in vol. 
| over} in 
| 1939 | group 


Food 


25,069 245 | 41 
19,600} 257 | 
5,469) 207 | 


19,423) 256 | 


44,217, 294 
47,398) 190 | 
48,021) 146 | 
} 
19,274) 176 
30,108| 280 | 
57,950| 253 | 
10,932| 270 
47,018) 251 


al 239 


% | Rank 
Inc. | in vol. 
over| in 

1939 | group 


General 
Mdse. 


| 
17,621) 294 | 25 
15,379| 273 
2,242) 550 | 
19,382) 511 | 19 


ce 
24,494) 241 | 


| | 
nam 218 | 
10,173) 106 | 
mm 
10,828) 152 | 
| | 


44,951) 243 
13,961 229 
7 250 


| 


13,254) 181 


Y \ Rank 
Inc. 
}over| in 


| 1939 | group 


Druj 


2,970| 147 | 56 
2,457| 154 
513) 116 | 


2,714) 148 | 59 
ee 
6,429 188 | 7 


4,952) 148 | 16 


| 
4,904) 147 | 

| | 
3,924 92 | 


| 


3,885, 161 | 


17 


6,209) 157 | 
971) 156 | 
5,238] 157 


} 


3.920! 173 | 


in vol. 


| 
% 
Furn.- | Inc. 
House- | over 
Radio 1939 | 


5,610) 184 | 


4,899) 179 | 
711) 228 


4,983) 287 | 


13,116 or | 
11,290) 266 | 
6,628 138 | 
6,967 247 
7,298 199 
— 270 


3,198| 620 
11,778) 226 


6,887 226 


Rank 
in vol. 
in 
group 


52 


| 


| 


| 


Auto- 
motive 


21,359 
17 ,920 
3,439 


| | 
12,118 216 | n 


: 4 
| 


We 
41,935, 322) $ 
36,875 311) 

| | 

| | 
25,530, 178 | 7 

| 
22,572, 205| 4 
24,925) 313) 4! 
48,440 438! 


10,808| 444 | 
37 ,632| 436 
| 


ST TTT TTS 


30,916 300) # 


©) SM, 1950 


200 


=z 
o zl 
<_ —_—e 


SALES MANAGEMEN 


| j 


| 


CHARLESTON IS THE 
CENTRAL CITY AND 
COUNTY SEAT OF 
CHARLESTON 
COUNTY. TRULY A 
CHOICE MARKET. 


Keep Your Eyes on Charleston, S. C. 


SALES MANAGEMENT SURVEY FIGURES TELL 


THE DRAMATIC STORY OF INCREASES 
IN THE 


CHARLESTON METROPOLITAN COUNTY AREA 


IN THE 10 YEAR PERIOD 
BETWEEN 1938 AND 1950 


PER CENT INCREASE 


280°, IN FOOD SALES 


— 313° IN AUTOMOTIVE SALES 


248°, IN RETAIL SALES — (99°, IN FURNITURE SALES 


161°, IN DRUG SALES 


— 152°, IN GENL. MDSE. SALES 


IN THE 10 YEAR PERIOD BETWEEN MARCH 1940 AND 
MARCH 1950 TOTAL POPULATION OF CHARLESTON 
COUNTY INCREASED 32% — AND IN THAT SAME 
PERIOD THE TOTAL COMBINED SUNDAY AND DAILY 
CIRCULATION OF CHARLESTON NEWSPAPERS IN- 


CREASED 


101%, 
RECORDS. 


THE CHARLESTON EVENING POST 
Che News and Courirr 


CHARLESTON, SOUTH CAROLINA 


ACCORDING TO PUBLISHERS' 


CHARLESTON 
PROSPEROUS 
GROWING, FO 
THE CHARLES 
METROPOLI 
COUNTY AREA. 


co., 
AND 
RMS 
TON 
TAN 


SDINIAVAHUUUUAUUOANUEOUAUEOOSUOUOOEOUAUEUOAUOUANEOUAUEUOOU ASU 


PUAATACALAAUAAPAAAAATACAAUAETALA EAE 


TUM 


NOVEMBER 10, 1950 


ARE YOUR BRAND SALES 
KEEPING PACE WITH 
CHARLESTON’S GROWTH? 


Big things are happening in the Charles- 
ton metropolitan area! 


A 49.7% gain in population since 1940! 
Retail sales 248% above 1939! Food sales 
280% above! ... higher than the national 
gain... highest food volume and food 
Sales gain of South Carolina’s metropolitan 
county markets! Industry booming... scores 
of new plants in the area since 1945... 
more than 40,000 wage earners, with monthly 


payrolls exceeding $6,000,000 .. . export- 
import trade breaking all records . . . postal 
receipts, bank debits, department store sales 
way up! 

You can sell this 
prosperous, fast-mov- 
ing market economi- 
cally over WCSC— 
the “big voice" of 
Coastal Carolina .. . 


WCSC 


reaching well beyond CBS 
the metropolitan 
boundaries to every 5000 WATTS 


corner of a 15-county 
area in South and 
North Carolina—with 
total retail sales of 
more than one-quarter 


billion dollars. 


Charleston, 
South Carolina 


John M. Rivers, Owner 


Represented Nationally 
by Free & Peters 


zs 


Ii: 


Ny 


0 


194 (Mt ia 
\ le. wy Bly 


Ie 
pe 
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Facts! Figures! NOT Fancy. Proof that Columbus, Georgia is one of the 


fastest growing markets in America. Here's what has happened since 1939: 
Among the 168 official Metropolitan County Areas, Columbus ranks: 


11th in percentage gain Automotive Sales 

12th in percentage General Merchandise Sales 
33rd in percentage gain in Food Sales 

32nd in percentage gain in Drug Sales 

21st in percentage gain Household Furnishings Sales 
31st in percentage gain in Total Retail Sales 


REFLECTING DOLLAR and SALES VOLUME* 


But that’s not the full story . . . Columbus is Georgia’s Second Market... a 
booming market with a Metropolitan County Area population of 170,163. Hun- 
dreds of advertisers are using WRBL to sell a PLUS audience of Ft. Benning 
not reflected in radio homes totals. Ride this rising curve of sales results. Con- 
tact WRBL or your nearest Hollingbery man. 


*SM Now. 10 ’50 Metropolitan Market Survey 


5000 WATTS 1420 KC 


COLUMBUS, GA 


4. CENTRAL CITIES 50,000—99,999—{ Continued) 


METROPOLITAN 
COUNTY AREA 


City and (Count 


Columbus 
Chattahoochee 
Muscogee 
Russell 


Davenport-Rock Island- 
Moline. 
peott. 
Reek Island.. 
(Decatur (Macon 


Durham (Durham 
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RETAIL SALES—1949 


Final 
Estimates 


The “SM” symbols mark original, excl 
sive estimates by SALES MANAGEMENT 


FIVE STORE GROUPS 
, In thousands of dollars 
Dollars In- 


in crease 
thousands) over %, | Rank | Y | Rank | % | Rank 
1939 i Food inc. | in vol.| General | Inc. | invol.|) Drug | Inc. | in vol. 

over, in Mdse. | over, in over; in 
1939 | group | 1939 | group | 1939 | group 


102 ,463 25,078 277 40 12,988 303 46 2,899, 189 657 
134 , ; ‘ aun 
93,693; 272 22,283) 2% 12,090 ; 2,638 187 
8,636 4 2,795 S95 261) 218 


246 , 726 52,331 35,226 7,372 
118,912 21,400 19,817 3,333 
127,814 30,931) 2% 15,409 4,039 


106 ,550 22,667 17,433 2,475 


87 ,283 16 ,296 13,340 2,592 


Z, | Rank 
Auto- | Inc. | inv 
motive | over if 
1939 grow 


445 B 


50,813 
22,848 


27 ,965 
22,610 256 # 


17,052 315, # 


a 


SALES MANAGEMEN! 


| Sears Roebuck Buys - Blocks — 
& Company has 


j expa 
rt’s amazing wealthy, 
sears, Roebuck © © approxi- | enPr 


space 
ma ke 
ut 


0 build «+ * 


a +0 rt " ¢ 
' : rty an ; avenpor’ ‘ wy Spec 
metror acquiring prope con- - tent business to oe een to 
c=” nstruction wet at more . yo pavenpor agg oe into 
future vel estimated a pea advertising clo 
serva ud . 


profits! 


00! me 
gs j}0} ; i- ‘ 


ive eaimater by: SALES MANAGEMENT 4, CENTRAL CITIES 50,000—99,999—{Continued) 
= RETAIL SALES—1949 
Estimates 
METROPOLITAN 


FIVE STORE GROUPS 


’ COUNTY AREA STATE % | Rank (In thousands of dollars 
Dollars In- in 
(in crease) vol- | 
City and (County) thousands); over | ume % | Rank Y \ Rank % | Rank % | Rank | 
in Food | Inc. | in vol.) General | Inc. | in vol.) Drug | inc. | invol.) Furn.- | Inc.| invol. Auto- | Inc. | in vol. 
group over; in Mdse. | over| in over; in House- | over| in motive | over| in 
| 1939 group 
} 


1939 | group 1939 | group} Radio | 1939 | group | 1939 | gronp 


Elyria—See Lorain-Elyria | 9 | | 


Freeno (Fresno)........... Calif. 290,707; 271 | 1 66,862 255 | 3 26,208) 224 | 10 8,513| 279 | 3 16,137) 267 3 64,071) 300 1 
; 
Gadsden (Etowah)........} Ala. 60,802} 310 | 72 18,713 402 | 70 7,306) 382 | 70 1,683) 194 72 3,969) 246 | 69 15, 232| 481 | 66 | 
Galveston (Galveston)... Texas 116,017; 279 | 38 28,008) 260 | 36 11,656 i 54 4,261 274 27 7,809) 402 | 26 18,908; 387/ 66 | 
Green Bay (Brown)........] Wis. 94,672) 174 | 58 19,610 181 | 87 13,524) 208 | 43 2,486) 127 | 62 5,889) 418 | 48 16,008) 212 | 63 
© $M, 1950 
oe \ 


MEN 
— This splendid market has all the natural |g 
advantages that an advertiser wants for a GADSEN ranks fourth 
aia test:-— : . . 
re in Alabama in population 
nal ISOLATION—Over 60 miles from any larger city e 
in POPULATION—Increased 49% in 10 years . 
= EMPLOYMENT—Up over 49% in 10 years 
% HIGH PURCHASING POWER—Over $67,000,000 Effec ° 
tive Buying Income « 


Everything is up in Gadsden—In retail sales percentage ® 
gaing for the past 10 years, Alabama leads all Southern 
ent GADSDEN leads all Alabama cities. This BUT SECOND 
3 g industrial market is surrounded by a rich 
ogricultural area, making for all year ‘round stability As AN INDUSTRIAL CENTER 
and prosperity. 


You can tap this rich market through its own daily 
4 newspaper. 


— 


El The Gadsden Times eg  - 


ENT 
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HUNTINGTON 


WEST VIRGINIA’S 
LARGEST City 


THE HUNTINGTON 
ADVERTISER & HERALD-DISPATCH 


Represented by 


THE KATZ AGENCY, INC. 


Huntington is the largest city in West 
Virginia, with 1950 Population of 86,170*. 


Trading Center for 
600,000 People 


Situated on the Ohio River where West 
Virginia, Ohio, and Kentucky rub shoul- 
ders, Huntington is 150 miles from the 
nearest larger city. It is the trading 
center for a 13-county, three-state mar- 
ket with 1950 Population of 600,67!* 
and 1948 Retail Sales of $340,474,000**. 


Industrial Powerhouse 


Huntington is an industrial powerhouse, 
with over 150 manufacturing plants and 
an annual payroll of $60,000,000. 


Circulation Over 60,000 
—Up 82% Since 1940 


The Advertiser & Herald-Dispatch, 
Huntington's newspapers, reflect the 
dynamic nature of the market. Today 
they deliver more than 60,000 circula- 
tion—an 82%, increase since 1940. 


* 1950 U.S. Census (Preliminary) 


** 1948 U.S. Census of Business 


4. CENTRAL CITIES 50,000—99,999—{Continued) 


METROPOLITAN 
COUNTY AREA 


City and (County 


Greensboro-High Point 


(Gulford ) 


Greenville (Greenville) 


RETAIL SALES—1949 
Final 
Estimates 


ine “3 a” sy.mools marx original, exe 
siv? astin»tes by SALES MANAGEMENT 


FIVE STORE GROUPS 
(In thou3anJs of dollars) 


H ile, MidAlet 
(Butler ) 

Harrisburg 
Cumberland 


Dauphin 


High Point —See Greens- 


boro-High Point 


Huntington-Ashland 


Cabell 
Wavne. 
Boyd.... 
Lawrence. 


Jackson (Jackson). . 


%, \ Rank | % | Rank %, | Pash 

Druj Inc. | invol.| Furn.- | Inc. | in vol.| Auto- | Inc. |inw 
over| in Hou3a- | over| in motive | over) 
1933 | group | Radio | 1933 


group | 1933 | grout 


| | 
| | } | 
139 | 24 11,368 292 | "1 30,941) 204 17 
| | 


| 

- 

4,178 184) 31 9,232, 210 | 21 29,393) 430 | 2 
| | | | | | 


3,128, 130 | 52 6,825 285 | 35 22,512 352, @ 


9,064 156) 2 | 16,014 199, 4 | 51,484) 331 ? 
2,060; 220 | 3,672 324 15,860 413 | 
7,004) 142 | 12,342, 175 35,624) 302 


| || | 


5,313) 138 | 13 9,200 241 | 20 36,143, 205) # 
3,290) 150 5,487| 226) .. 20,340, 291 
282 210 . 465) ... - 1,695 : 
1,222, 95 | 3.09 20, .. 8,023) 263 | 
519) “7! .. 1,209 226 | ' 5,085, 244 
4,895 283 | 19,895 209. © 
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SALES MANAGEMEN 


GREENVILLE is BY JAR METROPOLITAN 


SOUTH CAROLINA'S S7T COUNTY AREA 


GREENVILLE RICHLAND (Columbia) CHARLESTON 


IN POPULATION 166,855 141,883 159,838 
1950 prelim. U.S. Census 

IN RETAIL SALES $134,335,000 $117,909,000 $114,242,000 
Sales Man. Nov. 10 Issue 

IN EMPLOYMENT 45,342 24,254 22,643 
S.C. Emp. Sec. Comm. 1949 

IN AUTOS & TRUCKS 45,091 35,437 29,467 


S.C. Highway Dept. 1950 


The TOTAL Greenville Market of 455,011 people (ABC) leads all others 
in Retail Sales, Employment, Payrolls, Autos & Trucks and Population. 


DALY CREMATION Che Greennille News 


caret me = GREENVILLE PIEDMONT 


GREENVILLE 
IS YOUR BEST MARKET 
IN SOUTH CAROLINA 


by Gr! 


The “SM” symbols mark original, e<clu- » 
sive estimates by SALES MANA3EMzVT 4. CENTRAL CITIES 50,000—99,999—(Continued) 
——$— ns ——— a — SS a a q 
{ 
RETAIL SALES—1943 
Esti matas | 
METROPOLITAN | 
e FIVE STORE GRIUPS | 
COUNTY AREA STATE % \ Rank (In tiowsan ds of dollars) 
Dollars In- in { 
(in crease! vol- | | fl 
City and (County) thousands); over | une % | Rank | % | Rank | % | Rank Y, | Rank % | Rank { 
1933 | in Food | Inc. | in vol.| General | Inc. |invol.} Drug | Inc. | invol.| Furn.- | Inc. |invol.| Auto- | Inc. | in vol. | 
grou) over| in Midse. | over| in over| in House- | over! in motive | over| in } 
| 1939 | group | 1939} grou, 1933 group | Radio | 1939 group 1933 | group | 
aL rE OER aan mcm concen ga ; Pen ory beets : epineo Bs, Be 
Jackson (Hinds)..... os Miss. : 114,639) 258 | 41 19,686 252 55 21,049 295 18 3,570 156 | 41 6,767, 287 | 36 30,134) 527 | 19 } 
: } | 
| 
Johnstown... . : Pa. | 199,215, 153 | 10 54,300) 188 8 37,333, 165 4 3,497, 96 42 10,563| 214 | 18 33,813) 206 | 16 i 
Cambria. .... Pa. : 147,725) 147 | 41,031) 187 30,421) 151 2,632, 83 7,766 187 : 24,080) 199 q 
Somerset. . - Pa. 51,490) 175 | 13,269; 192 6,912 243 865) 153 2,797) 324 os 9,733) 223 | 
Kalamazoo (Kalamazoo) Mich. 121,772' 196 | 33 28,640) 229 33 11,067, 106 | 56 5,005, 145 14 6,989, 200 | 32 22,980) 256 | 38 
. | 
| 
Kenosha (Kenosha) Wis. 72,864 225 69 19,326; 200 | 59 4,817; 123 | 73 1,900 107 71 3,101; 224 | 72 _— 402 | 70 
| | | | 
Lancaster (Lancaster). . Pa. 212,157, 192 9 44,244, 190 | 16 22,134, 191 | 15 4,123) 117 | 33 11,376 271 | 10 39,509| 299 | 11 
) SM, 1950 


be THE FIRST AND LEADING STATION 
serving 
lf THE LEADING MARKET 


| es W3d Greensboro’s Metropolitan Area—which, according to latest figures from 
P Sales Management’s Survey, is FIRST in the United States in general 
merchandise sales gains (1949 over 1939). 
|) 2 a . ‘tee, % ‘ 
3 1950 Spring HOOPER City Zone rating shows: 
2 | 
8:00 AM - 12:00 N. 12:00 N. - 6:00 PM 6:00 PM - 10:00 PM 
95 | (Mon. - Fri.) (Mon. - Fri.) (Sun. - Sat.) 
1 49.7 39.2 52.4 
“ “The Prestige Station of the Carolinas” 
4 
ar me, TOS | represented by Hollingbery 
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AL THROU 
WY... 


LUBBOCK, 


TEXAS 


Six important digits . 
county daytime coverage area. The KFYO voice speaks with authority on 


AND EAR UNTO 


IH 


come in strong over KFYO! 
SENIOR STATION ON THE SOUTH PLAINS... KFYO 


GIT... (d0,49 


The stars at night come out big and bright . . 
the Texas South Plains! 


Look who’s out to hear them. . 
crowd that can marshal 235,492 citizens who will be customers next day! 
KFYO is known best because it’s served this area longest! If you really want 


.. the preliminary 1950 census figure for KFYO’s 21. 


the Texas South Plains, and sells with finality among these thousands of buy. 
ers! To conquer this cotton, grain, livestock, oil, and industry-rich market, 
Put your message into more homes, with the 


. over KFYO, ABC's Voice of 
- a home-loving 


your product or service HEARD ABOUT, then get your nearest KFYO National 
Sales Representative and GET ON KFYO! 


4. CENTRAL CITIES 50,000—99,999—{Continued) 


The “SW” symbols mark original, ex 


METROPOLITAN 


COUNTY AREA 


STATE 


RETAIL SALES—1949 


Final 
Estimates 


siva octimites by SALES MANAGEMBY 


Dollars | 


(in 


City and (County) 


Lansing (Ingham)......... 
Laredo (Webb).... 
Lexington (Fayette)....... 
Lima (Allen)... . 
Lincoln (Lancaster)... ... 
Lorain-Elyria (Lorain)... . 
Lubbock (Lubbock)....... 
Macon. . 

Bibb. . 

Houston. . . 
Madison (Dane)... 
Manchester (Hillsborough) . 


Middletown—See Hamilton- 
Middletown 


Moline—See Davenport- 
Rock Island-Moline 


Muncie (Delaware). 
Ogden (Weber) 


Orlando (Orange)..... 


Pittsfield (Berkshire). ... 


Port Arthur—See Beau- 


Mich. 
Texas 
Ky. 
Ohio 
Nebr. 
Ohio 
Texas 
Ga. 
Ga. 
Ga. 
Wis. 


N.H. 


Ind. 


Utah 


mont-Port Arthur 


182,853 
40, 352 
98 ,808 
82,064 
125,947 
121,448 | 
122,642| 
92,832 
86, 112| 

6,720 

164,065 


148 874) 


75,852 
70,215 
115,431 


120,576 


thousands) over 


% \ Rank 
In- | in 
| crease| vol- 
ume 
1939 in 
group 
231 14 
286 73 
189 | «56 
197 | 65 
207 | 29 
227 | 34 
430 31 
60 
221 
352 
180 18 
164 | 23 
192 68 
249 70 
266 39 
36 


FIVE STORE GROUPS 
In thousands of dollars) 


Food 


| Inc. 
over| in 


| 1939 | group 


44,253 288 (15 


9,054 353 73 
19,968 211 53 
19,680 264 56 
20,500, 133 82 
34,338, 225 | 22 
18,025| 348 | 63 
| 
20,678| 210 50 
20 , 678| 228 
32,883, 167 27 
44,803 | 151 | 14 
17,127/ 211 
15,744) 284 | 
25,488 349 | 37 
152 | 28 


32,689. 


% \ Rank 
in vel. 


% 


Inc. 
over 
1939 


General 
Mdse. 


171 


152 


14,240) 
} 


12,371) 
25,460 
ail 

| 


12,922) 
12,922| 


18,900, 
10,168, 


215 


| Rank 


Rank | % 
— Drug _ —— 
group 1939 | group 
16 5,898 148 10 
72 1,438) 232 | 73 
40 4,136, 113 32 
51 2,068 122 | 69 
11 4,366 149 | 28 
59 3,610) 215 | 40 
23 4,876 205 | 20 
48 2,660, 175 | 60 
2,660) 175 
21 6,110, 137 9 
61 3,388 120 48 
66 2,425, 137 | 64 
71 2,116 172 | 68 
4,515 223 | 23 
3,040 105 | 55 


Y \ Rank | %, | Pash 
Furn.- | Inc. | invol.| Auto- | Ine. in 
House- | over| in motive | over! it 
Radio | 1939 | group | 1938 gu 
7,123) 168 | 30 42,596, 418 I 
1,818| 304 | 73 6,202| 291 7 
4,860| 165 | 61 14,763) 162 
3,870| 319 | 70 14,652| 265 @ 
4,900| 320 | 60 21,360) 252 4 
6,072| 292 | 46 | 20,570| 333| 4 
6,615| 604 | 41 | 34,472 | 655) 1 
4,418| 128 | 67 | 17,556, 331, # 

4,418| 138 17,556| 331 
6,696) 162 | 38 26 ,656| 269 3 

| 

10,976; 305 | 15 | 20,111) 192 ® 


= | 
4,868 238 | 62 | 15,196 308 # 


4,459| 243 | 64 11,312 21 ® 
6,741| 329 | 37 23,814 24 # 
5,640) 199 | 51 21,131, 210, # 
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SALES MANAGEMEM 


Co 


NO! 


PITTSFIELD 


MASS. 


Coming up FAST and BIG in Your Sales Plans 


Now Recognized as a Metropolitan County Market 


Most Recommended Test Market East of the Mississippi 
(under 75M. Population) 


1 § When your advertising breaks in Pitts- 119% coverage of the entire ABC market. 
field, clear the decks for action. The stam- _—_(3) It's one of the best read newspapers 
pede for your product is on! anywhere—attested by the number of 


Eagle ads at the top of the Continuing 


150 Top Advertising Agencies say so Study's list of best read advertisements. 


... Advertisers say so. Results come 
cae swiftly in the Pittsfield market . . . they get Pittsfield is coming up FAST and BIG in 
their full money's worth—and more! That's your sales picture because it has every- 
why retail linage in the Eagle—the city's thing you look for in a market—PLUS pro- 
only newspaper — hits record-breaking portions in sales, coverage, readership, 
levels .. . highest of all Massachuseits dealer cooperation... low cost. 
dailies outside of Boston last year.* The 
*\m@ reason, too, why Pittsfield's reputation as a 
test market is soaring rapidly. Advertisers 


Sales... Coverage... Responsive Readership... 
Dealer Cooperation Make 


1) 2 ° ° 
|, get accurate test results in Pittsfield at far PITTSFIELD METROPOLITAN COUNTY 
less cost than in larger cities. 
5) 8 A Preferred Market 
2 «ff An exceptional combination of three ities Manel 
2 af factors explains Pittsfield's ability to satisfy 1949 1939 
» sMadvertisers so thoroughly. (1) Families in abit Sales “a a fo 
. ° ° oo ' ' 
a8 the Pittsfield Metropolitan market live well. iad Millie 10.738 5139 109 
.-MRetail sales are $3215 per family—$225 Drug 3,040 1,485 105 
# sMabove the national average. Food sales of eer all site tae 
° adio ' ' 
w #99872 are $167 above! (2) The Eagle— in- Automotive 21,131 6,825 210 


Bdispensable to these families—provides 


"ERPS/i8/50 


THE BERKSHIRE EVENING EAGLE 


PITTSFIELD, MASS. 


<= 


Represented by THE JULIUS MATHEWS SPECIAL AGENCY, INC. 


NOVEMBER 10, 1950 


In Roanoke, Virginia, WROV SPEAKS FOR iTSELF.., 


( | } | 
| MON. |MON.-FRI.| MON.-FRI. | MON..-FRI. | MON.-FRI. MON.-FRI. | SUN.-SAT. SUN.-SAT. 
TIME 4 
} 


FRI. | 10 A.M. , * 7 ‘ 8 P.M. 
Lona pel “ase | 8A. M.-12N | 12. N.-3 P.M, | 3 P.M.-6 P.M. 12 N.-6 P. M. |6 P.M.-8 P.M. AS 


| 
Homes 


Using Sets | 18.6 | 22.6 | 20.5 | 23.2 | 20.9 
WROV | 24.5 


Station “B” | 55.6 


22.0 38.7 37.4 


25.3 | 24.9 23.5 


HOOPER 
FALL 1949 


| 54.5 70.7 66.9 


| 
55.5 | 55.5 | 63.5 | 44.4 

| 

| 

| 


Station “C” | 19.0 | 19.2 | 19.1 13.0 15.2 14.0 12.6 18.2 


| 
| 
40.4 | 31.5 16.3 12.3 
| 
| 


W ROV For availabilities, call Burn Smith Co., Inc.; or 
Roanoke, Va. Frank Koehler, General Manager, WROV, Roanoke, Va. 


4. CENTRAL CITIES 50,000—99,999—{Continued) sive estimates by SALES MANAGEMBN 


sive estimates by SALES MANAGEMENT 


RETAIL SALES—1949 


Final 
Estimates 


METROPOLITAN 


COUNTY AREA % \ Rank 
Dollars In- in 
(in crease} vol- | | | | 
City and (County thousands); over | ume | % | Rank | % | Rank Y \ Rank % \ Rank 
1939 | in Food | Inc. | in vol.| General | Inc. | invol.| Drug | Inc. | invol.| Furn.- | Inc. | in vol. 
| group |over| in Mdse. | over; in over; in House- | over; in 
| 1939 | group | 1939 | group 1939 | group Radio | 1939 | group 


FIVE STORE GROUPS 
(In thousands of dollars) 


| } 


| | ae 4 
Portland (Cumberland)... 165,852, 139 21 46,176 177 15,840 110 | 4.275 101 | 8,460 172 | 22 25,312) 188 | % 

| . 
Pueblo (Pueblo) 77,765 222 | 67 17,340) 219 12,642, 208 1,938) 139 | 4,949 373 58 17,324, 352 | # 


Racine (Racine)... is. 107,912 47 27,648 173 7,832 135 3,255| 140 | 6,072 ad 19,152) 391 | % 
| 
Raleigh (Wake) ; .C, 109, 180| 45 19,760) 307 14,847 298 3,885 158 | 6,656 280 | 24,125) 289| 4 


| 
Roanoke 


Roanoke (includes City 


| | 
| 
| | 
| j | 
| | | | 
of Roanoke)........ . 30,787, 255 | 15,288) 183 | 34 3,978) 12 10,626) 277 23 ,424| 305 | % 
Rock Island—See Daven- | | | 
port-Rock Island-Moline 


| 
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A State Summary of 1949 Retail Sales will be found on p. 156. 


"50,000 WATTS! 


WNOE ich 


THE JAMES A. NOE STATION — NEW ORLEANS 
RA-TEL 


420 LEXINGTON AVE. | 
NEW YORK CITY | 


—— 


* 5000 NIGHT NATIONAL REPRESENTATIVES: 


SALES MANAGEMEN 


PORTLAND, MAINE 
5 - Star Market 


) 
7 
) * New England’s largest wholesale and retail center north of Boston. 
4 
* Basic Metropolitan County in New England. 
1949 1939 % gain 
aft Retail Sales $155,852,000 $65,240,000 139 
| Food 46,176,000 16,699,000 177 
- General Mdse. 15,840,000 7,553,000 110 
- Drug 4,275,000 2,125,000 101 
| Furn.-Hshld.-Radio 8,460,000 3,115,000 172 
: Automotive 25,312,000 8,775,000 188 


: Newspaper coverage extends far beyond metropolitan county— 


making your market even larger. 
a $e Heaviest jobber and dealer support in the state. 


Strategic test market. Only New England market in its population 
- * group to be both recommended and recently used in Sales Manage- 


| ment’s current test market survey. 


PORTLAND, MAINE 


Press Herald Evening Express 


Sunday Telegram 


iil Represented by The Julius Mathews Special Agency, Inc. 
NOVEMBER 10, 1950 


1950 POPULATION FIGURES 


YOU CAN'T MISS 
WITH THIS TARGET 


At the Top In Illinois 


BEST TEST 
CITY IN THE 
MID-WEST 


MORNING STAR... REGISTER-REPUBLIC 


4. CENTRAL CITIES 50,000—99,999—(Continued) _ The 3a moa mi oot 


RETAIL SALES—1949 
S Final 
Estimates 


METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA % ‘ (In thousands ef dollars) 
Dollars i 
in red vol- : 
City and (County thousands ume Y \ Rank Y \ Rank % | Rank | Y | Rank Y, | Rank 
in Food | Inc. | in vel.| General | Inc. | in vol.| Drug | Inc. | invol.| Furn.- | Inc. |invol.| Auto- | Inc. inva 
group over| in Mdse. | over! in over, in House- over| in motive | over if 
1939 | group 1939 | group 1939 | group | Radio | 1939 | group 1939 group 


Rockford (Winnebago) . 155,230, 218 | 22 36,192 21 18,000 158 24 4,418 25 9,393 320 | 19 26 ,544 
Saginaw (Saginaw) 132,459 28 33,835 24 14,630 191 38 4,554 22 5,782 264 50 24,276 


St. Joseph (Buchanan) . 85,120 64 18,720 9,540 121 64 26 4,557 126 63 16,128 


San Angelo Tom Green)... 9,312 3,600 15,246 


San Bernardine (San Ber- 


nardino 239,784 64,092 22,908 39 , 788 
San Jose (Santa Clara). ... 274,406 65,736 28,179 47 ,502 
Sioux City (Woodbury)... 123,757 22,671 21,629 | 22,774 
Sioux Falls (Minnehaha) .D. 81,122 14,016 11,706 i 20, 566 
Springfield (Sangaimon) , 140,924 29 ,304 16 ,836 : 29, 44C 
Springfield (Greene) : 98 , 307 17,100 12,586 23 , 128 
Springfield (Clark)....... i 102,432 25,088 12,012 20, 178 
Stockton (San Joaquin)... 196 , 588 45,441 17,480 39,330 


Steubenville—See W heel- 
ing-Steubenville 


eee 
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3 6 


e MEN! 


100% on the Job 


This is the age of the specialist 
—the 100 per cent efficient 
man. 


That's why RUG PROFITS edi- 
torially is tailored strictly to floor 
coverings — and why the top 
11,000 retail and wholesale floor 
covering merchandisers have 
been reading it for 22 years. It's 
the only publication of its kind — 
the only specialized floor covering 
magazine. 


100% Floor Covering Readers 


so if you have a product sold in floor covering departments in 
department stores, furniture stores or floor covering specialty 
stores, RUG PROFITS takes your selling story to the top |1,000 
accounts of the industry—the kind every manufacturer wants to 
sell. 


Rug Profits Floor Covering Directory 
This the 13th issue of RUG PROFITS—out March |5th, 1951. The 


only complete Floor Covering Directory—the year-round reference 
book for the floor covering buyer. | 1,000 of them receive it. 


Send for "How Every Floor Covering Trade Advertising 
Dollar Will Hit the Bull's Eye in 1951" 


RUG PROFITS 


THE FLOOR COVERING BUYERS’ MACATINE ZENG 


386 4th AVE., NEW YORK 16, N. Y. 


MIDWEST OFFICE NEW ENGLAND OFFICE PACIFIC COAST OFFICE 
333 NO. MiCHIGAN AVE 376 BOYLSTON ST. MONADNOCK BUILDING 
CHICAGO |, ILL. BOSTON 16, MASS. SAN FRANCISCO, CAL. 


BILL BROTHERS Publications: + + + + + + In Marketing, SALES MANAGEMENT 
PREMIUM PRACTICE & BUSINESS PROMOTION In Merchandising, FOUNTAIN SERVICE © GROCER-GRAPHIC 
RUG PROFITS © TIRES SERVICE STATION © YANKEE FOOD MERCHANT In Industry, INDIA RUBBER WORLD 


NOVEMBER 10, 1950 _ 


iin atari ceases SDN 


oe reer re a anal s t tales so 


se 


A SURE THING 


WBRE has been running on a fast track for 
over twenty-five years. And their Advertisers 


have been “cashing-in” 


. . » fight across the board. 


So if you're tired of 
unsure results from your advertising dollars .. . 
place your money on WBRE... the FIRST 
Station in Penna’s Fourth Largest Marketing 
Area. 


their tickets in top profits 


“horsing” around with 


Affiliate Wilkes-Barre, Pa. 


4. CENTRAL CITIES 50, 000—99 ,999—{Continued) _ 


RETAIL SALES—1949 


The “svi” 


symbols mark orijioal, exc 


sive estimates by Si SALES MA VASE WES 


Final 
Estimates 
METROPOLITAN 
COUNTY AREA | FIVE STORE GROUPS 
STATE on é Rank (In thousands of dollars) 
ars n- in 
City and (County) (in crease| vol- 
thousands -— une % | Rank JY, \ Rank % \ Rank J, \ Rank %, 
in Food Inc. | in vol.| General | Inc. | invol.} Drug Inc. | invol.| Furn.- | Inc. | invol.| Auto- | Inc. ne 
|" group over| in Mdse. | over in over in Hou3e- | over in motive over | in 
| | 1939 | group 1939 grou 1339 group Radio 1939 group aa 
= — } os aol - -_ - a 
Terre Haute (Vigo).. ind. 102,606) 179 51 23 ,067| 167 | 43 19, 1,065) 168 20 “3, 395 124 45 5, 184) 206 | 55 21, 762 hawt 
| 
. 
Topeka (Shawnee). . Kans 105 945) 219 | 50 22,248, 283 | 46 14, a 197 | 41 3.309) 106 | 46 6, ae as 43 20, 298 10 | 4 
| 
} 
Waco (McLennan)... Texas 115,142; 287 | 40 25,452 267 | 38 16,848) 256 | 30 3,300 147) 49 6, as 472 | 44 27,240 434 | ¥ 
a 
| 
Waterloo (Black Hawk) lowa — 217 | 44 21,424) 201 | 48 15,048 193 | 35 3,094 137 | 54 7,589) 365 | 26 20,664 268 | 
| 
} | 
Wheeling-Steuvenville WVa-O 269,264, 161 5 77,202, 168 | 2 29,334) 110 7 7,289 107 6 15,784, 208 5 = 746 276 
Brooke. . W. Va. 13,133) 204 | 4,545) 201 | 316| 119 | 648| 473 | . , 546 544 | 
Hancock... W. Va. 19,493) 191 6,999] 175 | | — 696| 148 1,137| 276 | : 333, 96 | 
Marshall. W. Va 15,554) 171 | 6,775) 187 | 817| 223 1,099) 485 466) 243 | 2,190) 285 
Ohio... W. Va 88,774) 169 19,089! 152 | 17,195] 149 2,27 6,987) 193 11,591) 243 
Belmont. Ohio 52,823) 157 17,877| 147 3,705| 189 980} 93 | 2,528) 219 9,330) 318 
Jeffe*ron Ohio 79,487| 142 21,917) 151 = 57 21| 4,018) 189 14,756) 271 | 
| |_| w= ball 
Wichita Falls (Wichita) Texas 92,906 213 59 _ 173 | 64 9,996 176 | 62 3,468 153 | 43 5,060 294 | 56 25,010 283 4 
Wilkes-Barre-Hazleton | | | 
(Luzerne ) .| Pa. 287,644 156 2 78,912 140! 1 38.430 135 3 5,743) 71 | 11 18,228 194| 1 44,635 244| | 
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Write: THE ECONOMETRIC INSTITUTE 
230 Park Ave., New York 17, N.Y. 


SET YOUR SALES QUOTAS AUTOMATICALLY ... 


According to the NEW CENSUS OF RETAIL TRADE & POPULATION com- 
bined with the 1950 Sales Management Survey of Buying Power. 
available on I.B.M. cards for tabulation according to your territorial outlines 


All data 


SALES MANAGEMEMB) 


3 Mes 


87% Coverace or America’s 501th Marker 


witH ONE Station, ONE Cost, ONE Bitine 


OHIO 


HARRISON 


MONROE 


COLUMBIANA 


WWVA Dominates the Six-County 
Wheeling-Steubenville Metropolitan Area 


By BMB measurements WWVA has 87% nighttime 
penetration, 85% daytime penetration of the 93,300 
radio families in this great Wheeling (W. Va.)-Steuben- 
ville (Ohio) metropolitan area—dominant coverage 
that is 10 per cent greater than the next leading of 
the other seven radio stations serving the region. 
376,800 people live and work in this steel-and-coal 
center of the nation, and they spend $269,264,000 in 
retail sales outlets. Topflight local and CBS network 
programs make WWVA their first choice for listening, 


WEST VA, 


your best bet for selling! 


Plus 133 Counties in THE INpUsTRIAL Heart of America 


In addition to its dominant coverage of the 
nation’s 50th market, WWVA covers 133 
counties in Eastern Ohio, Western Pennsyl- 
vania, West Virginia and Virginia. This in- 
dustrial heart of America is a busy area, 
filled with busy, prosperous people; it has a 


population density 60% greater than the 
national average. It’s a Four Billion Dollar 
market that can be reached and sold with 
WWVA. For time availabilities, write, wire or 
*phone today; or contact our national sales 
headquarters, 488 Madison Ave., N. Y. City. 


WHEELING, WEST VIRGINIA 
50,000 WATTS . . . CBS 


NATIONALLY REPRESENTED BY EDWARD PETRY & CO., INC. 


OHIO COUNTY (Wheeling, W. Va.) 


First in State in Quality of Market 
and Effective Buying Income 
Ohio Co., Kanawha Co. 


WHEELING 


FIRST METROPOLITAN AREA IN 


THE STATE OF WEST VIRGINIA 
ABC City Zone Population 109,061 


Wheeling Charleston 
Quality market index 128 95 
Effective buying, 
Income per capita. . ey $1,268 
Per family ....... 4,948 
oe 
Cabell Co. Wayne Co. 
Quality market index 112 Ra 
Effective buying, 
Income per capita. . $1, 482 $ 808 
Per family ........ 5,314 3,486 
SOURCE: 1949 SALES MANAGEMENT 
ESTIMATES. 


Ist 
Market 

in 
W. Va. 


INTELLIGENCER 


and 


_ NEWS - REGISTER 


E. Crow, Nat’! Advertising Mer. 
Represented by 


BOGNER & MARTIN 


New York and Chicago 


NOVEMBER 10, 1950 


Population Metropolitan Area 369,500 


THE GREATEST INDUSTRIAL AND 
RETAIL TRADE CENTER BETWEEN 
PITTSBURGH AND CINCINNATI 


Metropolitan Area 
Wheeling Charl’stn Hunt’gtn 
Total Retail Sales. ~~ 645 $183 789 vi oes 


,.. eae 8,493 40,151 
General Merchand’e 35208 25, 955 *, 188 
rrr 6,745 4,569 4,623 


Furn. House Radio 16,227 13,179 9,665 


Above Figures .in Thousands 
Source: 1949 Sales Management Estimates 
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{ 
1 


Te a Ee 


1490 KC 


radio listeners . . 


WAZL 


1. Know-How Siation established in 1932. 


“WE'VE GOT IT!t 


If you want sales from Pennsylvania’s Eastern Area 


. sell through WAZL. 


Vic Diehm—27 years’ experience. 


2. Listeners 


3. Programs 


Hazleton, Pa. 


Serving Eastern Pennsylvania Since 1932 


& out of every 10 radio families 
listen to WAZL day in and day 
out—week in and week out. Com. 
plete details upon request from 
our latest listener survey. 


The 
NBC affiliate. 


WAZL-FM 


97.9 Meg. 


best the nation 


can 


offer, 


4. CENTRAL CITIES 50,000—99,999—{Concluded) __ 


The “SW” symbols mark original, « 


RETAIL SALES—1949 


sive estimates by SALES MANAGEME 


Estin 
Estimates 
METROPOLITAN 
FIVE STORE GROUPS 
COUNTY AREA STATE Y, | Rank In thousands of dollars) 
Dollars In- | in 
(in | crease} vol- | l ] | 
City and (County thousands)| over | ume % \ Rank | % | Rank % | Rank % | Rank | % | Pal 
1939 | in Food | Inc. | in vol.) General | Inc. | in vol.| Drug | Inc. | invol.) Furn.- | Inc.| in vol.) Auto- | Inc. |in 
group over; in Mdse. | over| in over; in Hou3e- | over; in motive | over) it 
| 1939 | group | 1939 group 1939 | group} Radio | 1939 | group pad zs 
| | eras peg eR Ea aT ee > a a 
Winston-Salem (lorsyth)..| N.C 99,736 206 | 55 21,112, 238 | 49 14,949 194 | 36 3,099) 147 | 53 6,508; 189 | 42 18,451) 233 9 
York (York) Pa. 168,844, 187) 20 40,092; 219 | 20 17,266 170 | 28 2,822, 125 58 11,224) 248 | 13 28,336) 171) 2 
Total—Group 4 9,939,451; 215 | 2,301,421) 213 1,244,147, 196 301,058, 152 | .. ons.022 259 | 1,891,283! 312 | 
: . _ ———— —<——————————————— ——- We 
Abilene (Taylor) Texas 69,770, 334| 18 12,210) 264 | 22 10,543, 256 | 10 2,150, 139 | 12 3,211| 374| 19 22,541 686 con: 
Anderson (Madison). ind. 88,597) 203 9 20,745 236 10 10,855 143; 8 3,169) 167 8 4,587 188 | 12 18,938, 439| 1 and 
© SM, 1950 whe 
_— ————__——_——__. —__—_— ——[ and 
maVORTHICAROLINA COUNTY mp - 
SR a a serv 
7. ae ‘th © 
ies /0) 4 26 Qu 
ay , ’ 
: ¢ " *Sale any 
bar 5 Manageme eme 
u nt 1959 
rvey of Buyin tion 
g Power 


Ri 


or Ae 


er 
ey) 


Mey 
+i 
nA MORE 
' $ 


5 
es . 
n Wing 


VALUE 


NBC Affiliate 


WINSTON-SALEM 
AM-FM 


Represented by 
WEADLEY-REEO CO 


= 


rs re 


oe — 


—e 


* a 
or tae Sieh 3 
olde 2 sor: 


BN 
SALES MANAGEMEN 


4} pate 


EMEMBER 
1942-1946 


ze 


ey RAR? 
EAR TCS a 
* 


——§ We may be coming back to the 
ss i— conditions prevailing in the tire 
wa 1g ond allied fields in those years, 
when the quality, well-equipped 

—f and service-minded dealers were 
few in number but dominating 
inautomotive maintenance 


2 Te ree 
+ z be 


ects 


Cs) 
x Sy 
.* Be 
sa © 
N 
° 
) 
~~ 4 
° 
Sen 
A 


t > 
. °o 

service. c arc 25: 
Ned Treoree og cove’ Se 

Quality coverage is superior at adi ele’ od whol eid Yo" mee 
. ° 1 r : oa 

any time and particularly when gow’ 4 yor wilt ,rorv™ aa 
— on vic Vee 

emergency rationing and alloca- vive 8° ae 


tion measures are in force. 


y 
uw 


PRA 


Sirah key 


§ Qolity tire service dealers are 
most likely to survive a sustained 
period of restricted business. 


S/ 


B ms ; 
19 , 
sus ae 


That is why your market will be 
Protected if your products are 


sold by readers of TIRES SERVICE 
STATION. 


dis 
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seMeN CYEMBER 10, 1950 en erst eae 215 


SALES MANAGEMENT RECOGNIZES 
PROGRESSIVE 
PENSACOLA 


as a METROPOLITAN COUNTY MARKET 


’ 

SALEs are up sky-high in Progressive Pensa- 
cola... and climbing. Metropolitan county gains for 
1939-’49 far outdistance national gains for the period 

by margins that would rank Pensacola 6th among 
all official metropolitan counties in percentage of retail 
sales gain... 8th in food... . 15th in drug... 11th 
in automotive. The same soaring trends show in every 
phase of Progressive Pensacola’s economy. 


Circulation of the News-Journal has stepped right 
along with your fast-growing sales opportunities— 
163% gain in ten years. Coverage now exceeds the 
number of families in the county, despite a 54% gain 
in population since 1940! 


No wonder advertisers’ interest in Progressive Pensa- 


national bought last year. . 


Get in the picture now... 


cola is booming. National linage is up 89% from 1946- 
’49. More than one and one-quarter million lines of 
. in each paper. 


as defense efforts in local 


industries and the great Pensacola naval air base add 
a new upward impact to Progressive Pensacola. 


PENSACOLA METROPOLITAN COUNTY 


Retail Szaies 
Food 
Genl, 
Drug 
aan Freee -Hd-R 
Automotive 


Merchandise __- 


1949 
$79,485,000 
$19,656,000 
$ 7,979,000 
$ 2,496,000 
$ 3,296,000 
$19,886,000 


News- Jouract ee WET 


ees Combined M&E 
ABC Report, and Quarter 1950 


NEWS-JOURNAL 


Pensacola, Florida 


Representatives: 
John H. Perry Associates, 310 E. 45th Street, New York City 
Chicago « Detroit « Atlanta e Philadelphia ¢ San Francisco « 


Los Angeles 


Owner and operator of WCOA, West Florida's NBC Outlet 


5. ADDITIONAL AREAS DEFINED BY @77)—{Continued) _ 


The 


“Ss vw" 


symbols mark original, ex: 
sive estimates ty SALES MANAGEMB 


RICHEST FARM MARKET 


WITH Southwest Farmer 
PUBLISHED FIRST SUNDAY IN MONTH 
BY THE WICHITA BEACON. 


“NATIONAL AVERAGE GAIN—200% 


trading territory. 


RETAIL SALES—1949 
Estimates 
METROPOLITAN l 
FIVE STORE GROUPS 
COUNTY AREA STATE | % | Rank (In thousands of dollars) 
Dollars | In- in 
(in | crease} vol- | | 
City and (County) thousands)! over | ume % | Rank | % | Rank %, | Rank Y, | Rank | %, | Patt 
1939 | in Food | Inc. | in vol.| General | tn.c | in vol.| Drug | Inc. | in vol.| Furn.- | Inc. | invol.| Auto- | Inc. | inw ii 
group over; in Mdse. | over; in over; in House- | over; in motive | over) it 
1939 group ; | 1939 group aa) _| 1939 group Radio , 1939 | | group | 1939, wv 
Battle Creek (Calhoun) Mich. was 225| 5 28,378 258 | 5 10, 738 173| 9 4,592 185) 5 5, 086 232| 9 23, any 306 | 5 
Biloxi-Gulfport (Harrison). .| Miss. 52,224) 361 | 24 13,332) 362 | 19 4,462 241 | 23 1,700 236 | 19 3,069 474| 20 9, 300 426 | 4 
Brownsville-Harlingen- | | | | 
McAllen... Texas 170,084) 355| 1 39,372| 381 | 2 20,952} 372; 1 5,200, 247| 2 9,100 430) 1 35,520) 368 
Cameron. . Texas 82,012| 362 18,258] 390 12,028) 377 2,300) 247 | 3,700| 344| .. 17,160) 370 
Hidalgo. . Texas 88,072) 349 21,114| 373 | 8,924) 366 | 2,900| 246 | 5,400) 510 18,360) 348 | 
® SM, 1950 
WICHITA Is 17th In Retail Sales 
Among Top 20 Metropolitan County Areas 
In Percentage Gains, 1939-1949 
With *289% Gain (SALES MANAGEMENT SURVEY) 
ee) PL A a Pee a ~—sCTThe Beacon's growth in circulation both daily and -“ 
' 
SELL THE NATION'S 6TH has kept pace with the growth of Wichita and the 


Over 105,000 Daily—Over 130,000 Sunday 


THE WICHITA BEACON 


Kansas’ Greatest Newspaper 
Represented by SHANNON & ASSOCIATES 
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SALES MANAGEMEN 


NOV 


NEAR THE TOP OF OUR CLASS.... 


Away down in Mississippi, bordering on Total Retail Sales 
in the waters of the Gulf of Mexico, is a re- percentage increase 361. 
> markable county—HARRISON COUNTY Total Retail Food Sales 
: —boasting two thriving, growing munici- percentage increase 362. 
| palities—Biloxi and Gulfport. Total Retail Drug Sales 
percentage increase 236. 
_ Preliminary population figures show gains Total Retail 
for the ten year period as follows: Furniture-Household-Radio Sales 
percentage increase 474. 
Harrison County . 64% Total Retail Automobile Sales 
City of Biloxi 1119 percentage increase 426. 
ee - ? Here also is a newspaper which has kept 
City of Gulfport 47°, pace with an ever expanding community 
and has more than doubled its circulation 
According to a special study by Sales in ten years. 
Management, of retail sales figures and Advertisers who care to share in the 
comparisons between 1949 and 1939, Harri- wealth of business in this section should 
son county is reported as follows: place on their schedules the, 


BILOX!-GULFPORT DAILY HERALD cutrrosr. miss 


5 | Pat 
c. | ind 
er| it 
39 | gus —___— 
e) 
The “SM” symbols mark original, exclu- ° 
4g) ypomeimesbr sates manacewevt 5» ~ADDITIONAL AREAS DEFINED BY @77)—{Continued) 
RETAIL SALES—1949 
JSAM Final 
a! | Estimates 
0 METROPOLITAN l l 
18 | FIVE STORE GROUPS 
COUNTY AREA STATE on | ie | Rank (In thousands of dollars) 
ars n- | in 
(in crease) vol- | | | | 
City and (County thousands)| over | ume | % | Rank % | Rank % \ Rank | % | Rank % \ Rank 
— | 1939 | in Food | inc. | in vol. ase Inc. | in vol.) Drug | Inc. | in vol. — Inc. | invol.}| Auto- | Inc. —— 
| group | over; in dse. | over; in over| in ouse- | over| in motive | over n 
| 1939 | group | 1939 | grou | 1939 | group} Radio | 1939 | group 1939 | groud 
Colorado Springs (E! Paso) .| Colo. 71,811) 201 16 15, 554) 186 | 15 6,650 154 | 22 ee 160 | 7 5,292 502 8 11,662) 202 | 20 
| | } | 
| } | | 
Dubvoue (Dubuque)... . lowa 72,085 206 | 15 14,356 317 | 17 13,0131 184) 4 1,235 143 | 24 2,632 165 | 22 12,650; 265 | 18 
0 $M, 1950 
£ 
c 
g 
l/ ; 


“THE VOICE OF 
MAIN STREET” KA | 1 


IN THE RIO GRANDE VALLEY 
é 910 kc, 1000 watts 


FRONTIER BROADCASTING COMPANY, INC. Affiliated with ABC, 


McALLEN, TEXAS MUTUAL and T.S.N. 


MeN! 
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5. ADDITIONAL AREAS DEFINED BY @72)—(Concluded) sve eats") Satna 


sinha (( 
RETAIL SALES—1949 | 
Estimates ive. 
METROPOLITAN Iso hz 
FIVE STORE GROUPS Th 
COUNTY AREA STATE % Rank In thousands of dollars) e 
Dollars In- in ators. 
(In crease, vol- | | “ 
City and (County thousands)| over | ume % \ Rank | % | Rank % \ Rank % \ Rank % | hans sal 
1939 | in Food Inc. in vol.} General | Inc. | invol.| Drug | Inc. in vol.| Furn.- | Inc. | invol.| Auto- ine, |p th 
group over, in Mdse. | over! in lover| in House- | over; in motive over! ¢ with Cc 
1939 | group 1939 | group 1939 | group | Radio | 1939 group 1939 | palm ave t 
Eimira (Chemung) N.Y 89,200 177; 8 20,600 164 11 8,265, 129 17 1,931 95) 18 5,096) 196 | 10 19,516) 295 ymecount 1 
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ost Sales 
(Continued from page 40) 


ousewares representatives are exclu- 
ve, Of the 28 Kar-Rug men, eight 
so handle housewares. 

These men are independent oper- 
btors. Each of them, Caldwell says, 
; “sales manager in his territory— 
vith complete autenomy. He doesn’t 
have to make call reports, nor ac- 
ount to us for his time or procedures. 
He decides which accounts to tackle, 
ind is responsible for their credit.” 
But Wooster stimulates and guides 
hem; gives them promotional aids, 
snd does much of their “office work.” 
For example, it reports to them 
monthly on store orders and_ship- 
ments by items and dollar volume. 

For two years it has paid their 
nilroad and hotel expenses to semi- 
annual sales meetings at Wooster. 
About half of each meeting is with 
the factory people. The salesmen 
learn not only what goes into “Rub- 
bermaid quality,” but how many fac- 
tory people each of them “supports.” 
And the factory people learn how 
tandardized quality and fast and ac- 
curate shipments add to sales effec- 
tiveness, 


Set Own Quotas 


The field men “set their own tar- 
gets” in sales quotas. 

Their estimates reflect considerable 
confidence in themselves and in Rub- 
bermaid. 

In 1946 Wooster’s $3 million vol- 
ume represented 50% of the total of 
ll companies then making rubber 
housewares. Its current $7 million 
plus in housewares alone is 80% of 
the industry’s total. Of 48 companies 
making car mats, Wooster does 50%. 

But still the housewares have 
reached only 3 or 4% of the 41,500,- 
1” homes, and Kar-Rugs only 5% 
of 40,000,000 passenger cars. 

“Under normal conditions,” Jim 
Caldwell explains, “we could boost 

ousewares 25% a vear. and still 
ned 10 years to hit 25% of all 
homes.” 

To set quotas Rubbermaid asks 
tah salesman to estimate what his 
“counts are “worth” in growth po- 
tial. Housewares and automotive 
ules goals then are projected against 
nears Buying Power Index esti- 
Mates, 

The company’s actual sales in cal- 
tndar 1949 were $7,388,458. 
| For calendar 1950 it set, last Jan- 

“ry, an over-all target of $9.6 mil- 
“4 or an increase of 30%. ( About 
iy of total would be in direct sales 
“manufacturers and others.) Then 
"April, after sales for the first time 
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had moved ahead of the $1 million- 
a-month mark, the calendar 1950 tar- 
get was raised to $10.5 million, or 
40%. 

But with the war, volume may not 
be much above $10 million. 

In early 1950, automotive ship- 
ments lagged—due chiefly to a shift 
from a few large national and re- 
gional to 1,100 local distributors. 
But the new setup is clicking now. 
The division will end the year ahead 
of 1949. 

Until now, Kar-Rugs have been 
Wooster’s only automotive product. 

In early 1947 Rod Hazlett, a 
former employe then working in an- 
other industry, asked to sell Rubber- 
maid housewares to housewives in his 
spare time. Wooster’s policies for- 
bade it. But because Hazlett’s results 
could be used in a survey then under 
way, Jim Caldwell told him to go 
ahead. 

One Saturday, Rod was passing a 
car dealer’s. He noticed that the new 
models lacked running boards. Visu- 
alizing a lot of dirty car floors, he 
opened the doors of one car and 
placed four floor mats within. 

The dealer ordered 24 of them. 

Soon Rod had a new full-time job, 
and Wooster a new division. In 1948 
the division began trade advertising. 
On March 23, 1949, The Saturday 
Evening Post bore this announce- 
ment: 

“Swell Idea! Rubbermaid Kar- 
Rugs Protect Floors from Dirt and 
Wear—Dress Up Cars in Colorful 
Beauty.” 

Kar-Rug sales started to soar. 

Of $744,097 for all Wooster’s ad- 
vertising and sales promotion in fiscal 
1950, Kar-Rugs received $127,354 
and housewares, $616,743. 

This combined figure, incidentally, 
is nearly $21,000 larger than Woo- 
ster’s total shipments in 1941. 

Housewares are advertised, through 
Ketchum, MacLeod & Grove, Pitts- 
burgh, consistently in color in Better 
Tlomes & Gardens, Country Gentle- 
man, Good Housekeeping, House- 
hold, Ladies Home Journal, Living 
for Young Homemakers, and Wom- 
an’s Hlome Companion. 

The consumer campaign is sup- 
ported by color and black and white 
in Bunting’s Ad Catalog, Hardware 
Age, Hardware Retailer, Hardware 
World, Housewares Review, Retail- 
ing Daily, and Southern Hardware. 

Kar-Rug’s agency is McDaniel, 
Fisher & Spelman, Akron. Now 
scheduled are half-pages in color in 
Collier’s and The Saturday Evening 
Post, and one- and two-page ads in 
Automotive News, Jobber Tophics, 
Motor, Southern Automotive Jour- 
nal, Super Service Station, and Tire 
Review. 


To work more closely with the 
housewares representatives, Wooster 
has just named its first regional sales 
managers—W. H. Irwin, Memphis, 
for the South, and Carl Pratzner, 
New Haven, for the East. Others are 
planned for the Middle West and 
Far West. 

Each new Wooster salesman fol- 
lows the “survey sales” trail blazed 
by Rod Hazlett and Jack Lee. 

In the process the company is 
learning a lot about consumer inter- 
ests and hardware store opportuni- 
ties. 


New Development 


To complement its now-strong 
larger-city distribution through de- 
partment stores, Wooster recently has 
stepped up efforts to develop, through 
jobbers, hardware stores in middle- 
size and smaller communities. 

To determine demand, salesmen 
made door-to-door calls in an indus- 
trial town of 60,000, a farm town 
of 2,900, a “typical midwestern 
town” of 10,000. Some 95% of the 
women bought. Average sales per 
home in these three towns were $7.72, 
$8.82 and $9.48. 

In still another town Lee rein- 
forced the evidence by calling on 155 
homes and emerging with 141 orders 
averaging $7.85. 

Fifty-eight per cent of the women 
interviewed in the survey cities said 
they had seen Rubbermaid national 
advertising; 64% thought that their 
local hardware store was “the logical 
place to buy Rubbermaid,” But 94% 
had never seen it advertised by their 
hardware stores. Ali who bought 
wanted to know why their store did 
not carry a complete assortment. 


Flardware Age found that 87.3% 
of stores 1eplying in a survey were 
selling Rubbermaid. However, 70% 
of these were carrying only a few 
items, and 91.4% wanted more in- 
formation about the line. 

Incomplete stocking was losing a 
lot of sales. 

With Montigney Hardware Co. in 
Ravenna, Ohio (pop. 8,000) Woo- 
ster set out to find what happens 
when a store stocks, displays and ad- 
vertises representative members of 
the line. To have enough merchan- 
dise available for sale, window and 
counter displays were made with the 
original factory shipment. Two ads 
were run in the local newspaper. 

The first week’s sales were $400. 
Then Ed Montigney ordered a fill-in 
stock shipment totaling $275, at con- 
sumer prices. 

Jobbers weren’t stocking enough, 
either. 


In the last five months of 1947, H. 
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Schultz & Sons, Newark, sold $10,- 
043 of Rubbermaid. But by mid-1948 
a growing number of stores had re- 
ported that their orders to Schultz 
were being shorted. 

The Schultz and Wooster people 
and retailers made a joint study of 
the problem. Wooster had _ never 
shipped a full carload, worth more 
than $10,000, to a single jobber, But 
Jim Caldwell thought the experi- 
ment worth trying. Schultz agreed. 

In the last five months of 1948, 
Schultz sales were $47,997. 

Other jobbers were persuaded to 
buy full truckloads monthly—and to 
give Rubbermaid proportionate sales 
and promotion support. Some of 
those which had sales gains of more 
than 600% in 1949 from 1948 were 
Masback Hardware, New York; 
Hibbard, Spencer, Bartlett of Chi- 
cago; Hall of Dallas, Belknap of 
Louisville... . 

By February, 1949, with the 
younger fellows pitching in, and 
sales approaching a $6-million-a-year 
clip, Jim Caldwell could relax a lit- 
tle, to enjoy his new house and the 
horses on his nearby farm. He could 
get in a bit of golf or bridge or hunt- 
ing. 

He and Madeleine even decided to 
take a vacation. 

Hardly had they sailed on a Latin 
American cruise than the ‘Wooster 
gang’ acted on a suggestion from 
George Mueller, Dallas representa- 
tive, to hold a first sales contest. 


Ten home office executives signed 
a wire asking the representatives to 
confirm, collect, their participation 
in it. 


“Bonus Month for Jim" 


February would be “Give Jim a 
Bonus Month.” The bonus would be 
a record $750,000 of housewares and 
Kar-Rug orders. If the boys agreed, 
Factory Manager Shaw would “ship 
more merchandise than Carter has 
pills,’ and Mueller never would 
mention ‘Texas again. 


They agreed. Portland and Mem- 
phis, Denver and Philadelphia and 
’way points would do anything to 
“quiet Texas” and pay tribute to “the 
greatest guy any of us has ever 
worked with.” Robinson of Roanoke 
said he’d “get the ‘little documents’ 
from the hillbillies and hope the big 
fellers get the big ones.” 

Every few days a mailing drama- 
tized the Caldwells’ progress, through 
Jamaica, Venezuela, Trinidad, Tru- 
jillo—and the orders. 

The $750,000 was not achieved. 
But Wooster proudly wired: 

“Orders . . . totaled $725,000. Ex- 
ceeds any previous month by $50,000. 
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Jim Caldwell flabbergasted. Mueller 
completely silent. Wonderful won- 
derful wonderful wonderful.” 

Last February, Jim and Made- 
leine took another vacation — to 
Hawaii—and inadvertently launched 
“M.D.M.” February 10-March 10 
was set as Wooster’s first million- 
dollar month. 

If this contest lacked some of the 
spontaneity of the earlier, it was bet- 
ter organized. It even had prizes. 


Another Vacation Contest 


Anyone exceeding quota by 1,000% 
would get “one live hula girl.” Other- 
wise, there were $300 and $100 
awards for leaders in housewares and 
in Kar-Rugs. 

The object, Bob Conybeare said, 
was to stimulate spring and summer 
sales ‘‘on a continuing basis.” Orders 
had to total at least $1 million. A 
smaller volume meant no contest, 
and no prizes. 

Mail order, chain store and fac- 
tory and special accounts totaling an 
expected $225,000 were placed with 
the “factory division.” A $600,000 
over-all quota was set for department 
stores and houseware jobbers, and 
$175,000 for regular automotive ac- 
counts. 


Bulletins decorated with hula and 
lei motifs came fast: 

First five days’ orders $169.631. 
. . « Phone calls on Sunday, Febru- 
ary 19, announced six new truckload 
jobbers. . . . By February 22 
“M.D.M.” was 45% completed. 

Then it lagged. 

On March 2 the “Wooster Beach 
Buoys” wired: “Important—frantic 
—rush. We need only to boost daily 
order average from $43,000 to $51,- 
000... to bring her over—$422 
extra per day per territory over pres- 
ent performance.” 


On March 9: “Extended Million 
Dollar Month to include all orders 
. . « postmarked March 10.” The 
total was then $813,153. 


Finally, on March 15: “Hiyuka 
hugi and hallelujah exclamation point 
Contest grand total 1,078,000 dol- 


a 


Wooster was just getting warmed 
up in contests. Last June it enrolled 
2,000 salesgirls in 220 department 
stores—offering paid seashore vaca- 
tions and other prizes for the sum of 
a clerk’s “three largest single vali- 
dated Rubbermaid sales to individual 
customers,” during this period. .. . 

Such phenomena spring from what 
is called the “Rubbermaid religion.” 

The religion today has its “bible.” 

Formally, the big book bears the 
name “Rubbermaid Salesman’s Port- 
folio.” Into its 20 sections have gone 


everything everyone has leary 
about seuiing Kubbermaid and eye, 
thing Wooster has to offer to hé 
get Rubbermaid sold. 


Two sections include the cataiis 


and price lists. Then come Sq 


Policies — with space for includiy 
periodic policy bulletins to salesps 
ple, and Department Store Sales Py 
gram — which covers, among ott 
things, standard inventory contr 
procedure and dollar volume pote: 
tials per square foot of floor space. 

Section 5 is on the Jobber Sz 
Program. In it are a mimeograply 
sales presentation and a fold. 
“Market Unlimited,” to spur har 
ware jobbers and retailers. 

Then follow lists of leading ji 
bers and department stores. 

Wooster offers a lot of advertisig 
helps: Sections are devoted to a cop 
plete mat service for hardware 3 
small and medium-size departmes 
stores ; to suggested layouts for larg: 
department stores; to glossy phot 
graphs of every item in the line, 

Others cover radio copy, news» 
per ad tear sheets, national ad : 
prints, and display racks. Phon 
graphs of counter displays as used bj 
larger department stores help jobber 
salesmen work out displays for othe 
stores. One section is devoted » 
Counter Construction. This is fé 
lowed by window displays, travelig 
displays, jobber catalog material, a 
consumer literature. 

“For our salespeople,” Conybea 
explained, “ “The Bible’ provides: 
program and the tools with whicht 
achieve it. For stores, it shows wai 
to set and reach higher goals. 


Loses No Retail Accounts 


“TI think it also presents evident 
that the stores like the way we wot 
with them. In 16 years, Wooster ha 
never lost a retail account.” ... 

And the big book also shows ti 
extent to which the company hi 
been willing, and able, to ploug 
back. 

Jim Caldwell boasts that “Wooste 
has as complete facilities for co 
advertising as any manufacturer " 
the country.” 

In the last three years, its expene’ 
tures for newspaper space with stom 
(not counting other charges on c0-0?’ 
have grown from $14,000 to $42,00 
to $79,000. Some 400 departmes 
stores now join in this program. 

Even under rubber allocations, the 
Wooster intends to increase its 
in the over-all co-op program in ® 
new fiscal year from $67,539 to $8): 
200. A new item is $5,000 for Tl 
scripts. 
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Wooster’s advertising department 
yas not formally organized, under 
Guil Johnson, until May, 1948. It 


atastill leans on the two advertising 


Sm agencies for much of the work. 
ludiy 
espe lf Wooster had confined 


$ Pr os 
othe advertising and sales promo- 


ont tion expenditures to a fixed 
potes ratio of the sales it was 
ace, getting, instead of the sales 
Sa it wanted to get, the busi- 


A ness today would be smaller. 
olde 


hart 


Although fiscal 1947 shipments, 
g job for example, gained less than 1% 

from fiscal 1946, or from $2.938 mil- 
rising lion. to $2.966 million, the company 
+ cong stepped up advertising that year 
Boearly 150%, to $54,243, and sales 
promotion nearly 250%, to $94,352. 
The combined $148,595 was three 
times as large as 1946’s $49,024. Its 
ratio to shipments rose from 1.7% 

eto 5%. 
on That was near the end of the era 
Phan when one could sell “anything.” 

th In 1948, while shipments rose 
‘bhe: 36.3% to $4.042 million; advertising- 

t ales promotion nearly doubled to 
aa $283,087, and were 7% of shipments. 
ed “Bin 1949, while shipments rose 
10.4%, ad.-s.p. combined nearly 
doubled again. The figures were 
$556,019 to $6.889 million. 

The ratio reached a record 8%. 

Guil Johnson thinks this mav have 
ben too high. In 1950 ($744,097 
against $9.786 million) it dipped to 
16%. In the ‘“‘consolidation” period 
ahead, it may get down to 7%. 

But even with rubber getting 
tighter, Wooster will continue to 
plough back. 
viden® ~The $744,097 figure included 
e worl $280,483 for advertising and $463,- 
ter haf 614 for sales promotion. And the lat- 
on ter includes salary-base payments to 
ws th retail sales representatives, who work 
ny ha a Rubbermaid houseware counters in 
plougff department stores. Re-started after 
the war, with three women in 1946, 
this program expanded in the next 
four years (as of October 1) to 10, 
35, 67, and currently 83. 

For the 1950-51 fiscal year, started 
October 1, Wooster plans to cut 
housewear ad.-s.p. expenditures about 
13%, from $616,743 to $523,217, 
and automotive efforts will be re- 
duced about 10%, from $127,354 to 
$115,583, 

Some major items, however, are 
not being reduced at all. A few even 
are being increased. Others represent 
what Wooster considers to be better 
ways of doing things. 

Housewares’ consumer advertising 
will be continued at $161,000 and 


re ang 
rtmen 
large 
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business paper advertising at $40,000. 
Expenditures for trade shows—spe- 
cifically the national housewares 
shows at Chicago and Atlantic City 
—will be unchanged. The semi-an- 
nual sales meetings at Wooster will 
go on. More will be spent for con- 
sumer publicity, for sales education, 
and co-op advertising. 

Much of the over-all reduction for 
housewares, in fact, will come with 
introduction of a permanent, self- 
liquidating display rack, replacing 
others for hardware stores, and from 
economies in catalog materials and 
sales literature. The first “real’’ port- 
folio for salesmen came out last year. 
Production costs for it were paid 
then. Smaller expenditures are 
planned for retail representatives, di- 
rect mail and sampling. 

For Kar-Rugs, consumer magazine 
advertising will be stepped up, but 
trade advertising reduced. Consumer 
publicity, show participation and 
sampling will be larger, and in the 
works is the first Kar-Rug sales con- 
test. Sales meetings will continue. 
Catalog expenditures generally will 
be unchanged, but some direct mail 
and sales help items will be smaller. 

Consumer ads for Rubbermaid 
products are not couponed ““We want 
to get them into the stores to see the 
whole line,” Jim Caldwell said. “We 
try to develop brand recognition and 
education in the variety—and various 
uses—of our line. 

“Many consumers have suggested 
new uses and new items. Some of 
them have been good. Of eight new 
items in the last two years, consum- 
ers suggested four. One is the bottle 
and jar scraper.” 


Double Duty for Dollars 


Still trying to make its promotional 
and sales dollars do double duty, 
Wooster is glad to harness all avail- 
able forces. 

The biggest ad ever run for Rub- 
bermaid was a double-spread in color, 
last May 27, placed by the Ladies’ 
Home Journal in The Saturday 
Evening Post. Headlined, “for Rub- 
bermaid Housewares too, things hap- 
pen when the Ladies’ Home Journal 
comes out,” it emphasized Wooster’s 
sales growth and showed that in the 
last five years the Journal has been 
Rubbermaid’s “major advertising me- 
dium.” 

Secretary-Treasurer Don Noble 
told of the “very real spirit of coop- 
eration and interest,” which Cald- 
well’s leadership has instilled in ex- 
ecutives and employes. “We all feel 
that our markets have only just been 
touched—that the company will con- 
tinue to grow. We'll do our part to 
keep it growing.” 


Production employes are members 
of United Rubber Workers (CIO). 
Wooster has never had “labor 
troubles.” A personnel manager and 
staff help to put people in jobs for 
which they are qualified, and admin- 
isters welfare programs. 

Twenty-five employes are now 
stockholders. Their number will be 
increased. 


In a little fortnightly em- 
ploye publication, Rubber- 
maid Review, Jim Caldwell 
pointed out that “there is 
no such thing as a non-selling 
employe. Every effort of 
every person in our business 
must be directed to increase 
sales... Quality production 
is salesmanship. Best use of 
our time and skill is sales- 
manship. Reduction of waste 
is salesmanship. Courtesy, 
accuracy, prompt service 
are all good salesmanship." 


As the biggest industry in town, 
Wooster Rubber today takes its com- 
munity responsibilities seriously. Jim 
Caldwell headed a drive for funds for 
a new hospital. The company not 
only sponsors a hardball league for 
the youngsters but, over WWST, 
sponsors broadcasts of foodball games 
—of Wooster College, Wooster High 
School and Ohio State University, as 
well as the Cleveland Indians’ base- 
ball games. ... 

The man sat in shirtsleeves at the 
big desk in the new office, which he 
rarely has time to use, and pondered 
the next 16 years. 

He doesn’t know all the answers. 
So long as the Government permits, 
Wooster will sell consumer prod- 
ucts—harder than ever. He has just 
had to raise some prices, as natural 
rubber more than doubled in price. 
The proportion of synthetic resin 
“extenders” in the products has been 
stepped up from 20 to 30% These 
extenders are not ersatz. Until lately, 
in fact, their price was higher than 
rubber. He doesn’t intend to cut 
quality, nor limit the line. 

Wooster still may face the prob- 
lem of rationing customers. 

But at the same time Jim Caldwell 
is concerned with better selling, bet- 
ter balanced and more thorough dis- 
tribution—and for all concerned, 
reasonable prices and adequate mar- 
gins. 

It will all take a lot of doing. But 
whenever Wooster can go full speed 
ahead again, the boys intend to be 
ready. 
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ir Express, Div. Railway Express ..... 22 
Agency: Erwin, Wasey & Company, Inc. 

Akron Beacon Journal .......-.-+-+++- 176 
Agency: Phil DiNuoscio Advertising 
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Agency: N. W. Ayer & Son, Inc. 

The American Home Magazine ........ 26-27 
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SALES MANAGER WANTED 


For old established San Francisco manu- 
facturer of high quality grocery product in 
highly competitive field. Current annual 
volume approximately four million dollars. 


Necessary qualifications: (1) experience 
with such aggressive sales and merchandis- 
ing firms as Procter & Gamble, General 
Mills, General Foods, Coca Cola, etc.; 
(2) experience in a managerial capacity; 
(3) proven qualities of leadership; (4) 
age 35-50 years. 

Please write: (A) Cover, explicity, 
qualifications to meet requirements for the 
position; (B) State advertising experience, 
if any; (C) Outline, chronologically, occu- 
pation since high school graduation; (D) 
Give participation in civic and fraternal 
community activities, and state recreational 
interests; (E) Specify salary requirements. 
Please enclose photograph. Box 2746, 
Sales Management, 386 Fourth Ave., New 
York, N. Y. 


I Know The 


PROMOTION 
DIRECTOR 


For You! 


This young fellow has been respon- 
sible for both sales and circulation 
promotion for one of the biggest 
publishing successes of the past 
decade. He’s had his hand in other 
angles of the business, too, as asst. 
to one of the top brass. Just 40, he 
wants to make his first change in 
15 years. T’ll recommend him to 
any medium. Write 


PHILIP SALISBURY 
Editor 


Sales Management 


POSITION WANTED 
Modern Promotion-Ad Man 


Formerly own business. Seeks opportunity for his 
alert, aggressive, creative ideas that register. 
Experience in copy, sales, public relations, pub- 
licity, media, research. Draft exempt veteran, 
age 30. Box 2748, Sales Management, 386 Fourth 
Ave., New York 16, N. Y. 


MANUFACTURER'S REPRESENTATIVE 


Experienced sales executive seeking an 
industrial product or service for repre- 
sentation in East. Box 2747, Sales Man- 
agement, 386 Fourth Ave., N. Y. C. 
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COMMENT 


SEX VS. THE SALES MANAGERS' CLUBS 


One of the older and larger sales 
managers’ clubs has again considered 
revision of its by-laws to make women 
in the professional field of sales man- 
agement eligible for membership. 
They turned it down. 

Because this same issue continues 

% = ©=6to arise in clubs which, up to now, 
have restricted membership to men only, it seems to be 
time to drag this question out into the sunlight. 


Let the clubs faced with a policy decision on women- 
or-no-women ask themselves this: “Are we a truly pro- 
fessional organization? Are we interested, above all other 
things, in building salesmanship and sales management 
into greater stature as professional fields? Do we gather 
with the avowed and primary purpose of widening our 
knowledge and enhancing our skills?” If the answer to 
all these questions is “‘yes,” then there is no logical basis 
whatsoever for excluding women, 


If, however, the organization pre- 
fers to think of itself as a stag social 
club that engages in a little sideline 
conversation about sales management 
and salesmanship as an excuse for 
monthly meetings, then women have 
no place in it. And, we might add, 
under those conditions it’s a club op- 
erating on an amateur level that doesn’t seem to us to 
have much of a future. But if skill and ability, capacity 
and demonstrated earning power in sales are the criteria 
for membership, then women should not be excluded. 


There’s one rather peculiar element in this up-to-now 
shushed-up argument. Almost all of the arguing in favor 
of admitting women to membership in sales managers’ 
clubs has come from a minority group of the men rather 
than from women whose jobs and intellectual capacities 
would make them logical candidates. These men see the 
attitude of the “anti’s” for a rather silly Custer’s-last- 
stand against sincere and generous recognition of the fact 
that thousands of women are now capably filling manage- 
ment jobs in sales departments (with or without fancy 
titles) —and their number is growing every day. 


The women with whom we have occasionally discussed 
the situation simply say they prefer not to become pro- 
tagonists for any feminist cause, and that the attitude of 
the men is fully understandable since they’ve had to buck 
it through their entire business lives. 


In America, women have come 
tarther and faster in the arts, sciences 
and professions than the women of 
any other country in the world. True, 
their coming into sales is relatively 
recent. But they’re there. And to get 
there the majority of them have had 
to be twice as good as any man would 


have to be to hold the same job. It is, therefore, whol 
incongruous to see any organization that labels itself 
professional group excluding women because of the 
relevant factor of sex. 


The trend—toward more and more women in 4 
management jobs—will not reverse itself. It’s general 
accepted that women buy or help to influence the py: 
chase of 85% of the consumer goods sold. It’s whol 
natural, therefore, that some companies are discoverin; 
the feminine point of view to be a valuable asset in sale 


Come, come gentlemen! It may 
damage your ego a bit. But have the 
grace to recognize accomplishment 
and throw out this double standard 
in professional recognition. You 
haven’t a leg to stand on and you 
know it. 


"NO SALESMAN WILL PESTER YOU" 


. . . So said Skitch Henderson, on one of his mornin; 
radio programs in his commercial on Zenith hearing aid 


While we understand the low-pressure intent of th 
script, we debate the wisdom of it. It’s regrettable the 
over-aggressive and inept sales tactics practiced over th 
years by some companies have tended to identify the sale 
man, in the eyes of the public, as a pest. This is a concef 
we can’t talk down. We must Jive it down. What w 
need to do is to imbue our salesmen with the idea the 
selling is a service and induce them to practice it as suc’ 


Our advertising and our public relations people neti 
to grasp this same principle and go to work on it in ther 
own way. If we say “no salesman will pester you,” Wt 
are only helping to perpetuate a feeling and a belief tha 
are both inimical to the best interests of selling. 


In spots like Zenith’s, there is an excellent opportunit) 
to dignify the salesman and to create, in advance, a fav 
orable climate for his reception. There’s no harm in # 
tempting to build inquiries by saying that “no salesma 
will call” .. . but why not add that “if and when yo 
care to see a salesman, you will find him a competetl 
advisor whose first interest will be to consider your ind: 
vidual hearing problem and then to let you judge w 
we can, by serving you, contribute to your comfort 
well-being.” 


With that kind of an approach, the men who sé! 
Zenith hearing aids would surely derive a new feelift 
for the importance of their jobs and gain a deeper app 
ciation of the need for recognizing a lead as an opportu 
ity for service which might later merit a reward m 
form of an order. As it is, when they listen to that cof 
mercial, they must feel like heels. 
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| Sib always a foleasune 


to give...fo receive... 


Give this most prized Holiday Gift of all! 


.W. HARPER 


Any !879, 


Bottled in Bond—Kentucky Straight Bourbon 


in the DeLuxe Decanter 
... at no extra cost! 


Packaged in attractive corrugated box 


KENTUCKY STRAIGHT BOURBON WHISKEY * 100 PROOF * I. W. HARPER DISTILLING CO. 
KENTUCKY REGISTERED DISTILLERY NO. 1, LOUISVILLE, KENTUCKY 


GEARED TO TODAY’S TREND TO 


GREATER SELF-SERVICE AND FEWER BRANDS 


The Chicago Tribune 
Consumer-Franchise Plan} 


INCREASING dependence 
by retailers on self-service and 
their concentration on fewer 
brands emphasize today’s 
need to build a strong con- 
sumer franchise. You don’t 
get the volume you want if 
you don’t demonstrate to re- 
tailers that their shelf and floor 
space will produce more profit 
for them than when it is given 
to the display of your competi- 
tor’s brand. 

Retailers are not interested 
in stocking and pushing a 
brand which their customers 
are not interested in buying. 
With thousands of items in 
stock clerks have time to know 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST 


about and push only a few. 
And profit margins mean little 
unless they are realized by 
turnover. 

From its study of advertis- 
ing and selling in Chicago the 
Chicago Tribune has worked 
out a sound procedure that 
can build a strong consumer 
franchise for your brand—one 
that will stand up against com- 
petitive promotion and one 
that is wanted by retailers be- 
cause they see in it the answer 
to their own needs. 

The Tribune plan is an in- 
tegrated operation that can 
get you a greater share of the 
day-to-day buying of consum- 


ers. It results in larger orders 
and savings in deliveries. It 
gives you the benefit of the 
retailers’ own promotion with- 
out resort to deals, premiums, 
cut prices or special discounts. 
Proved in Chicago, it can be 
employed in other markets. 
If you want more volume, 
here is the way to get it. If 
retailers are beginning to drop 
your line, here is the way to 
win primary shelf position and 
store display. A Tribune repre- 
sentative will be glad to give 
you the facts. Ask him to tell 
you how you apply it in your 
business. Do it now while the 
matter is fresh in your mind. 
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